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All makes — all models 
EXPERTLY REPAIRED : 


48 HOUR SERVICE 


Average charge 75 cents i 


A. SAUER & COMPAN 


KON-ITE BUILDING, CINCINNATI 2, OHIO 
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Inspired Marce creations in 
superb diamond-studded watch 
cases are preferred by America’s | 
most discriminating women... | 
Produced by WBO craftsmen 
whose skill has become a 
tradition with all who seek and 


recognize the finest in quality... | | 
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WILLIAM B. OGUSH, INC. 


CREATORS OF GOLD & PLATINUM JEWELRY AND WATCH CASES 
ENIOYING THE CONFIDENCE OF THE INDUSTRY 


33 WEST 60th STREET|W/\|NEW YORK 23. N. Y. : 
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Symbol of Superlative Quality : 
in Fine Watch Cases 
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IS YOUR GUARANTEE OF 
DECIDEDLY SUPERIOR 


Tif 
RINGS AND FINDINGS 


Kolo lo] ok Meo) atoll malo -Cmlartic(- Sr oMTaalolesinl-1 an i-b arti a- 
outside. These are but two of the many “‘plus”’ 
features, unique in the Die Struck process that 
elaerelUle-SM dialer melirom mialellilek Mintel mela-m 9 l-lellol-tel hy 
bn I8] ol-Talol geerorolanley-iiilate Mantela-Melale Masteld-Maal-lacarolal i: 


fomel-laslolatomm °Ji-mm \iatlo. @manl-se] an -y Caleb Z-I he 


SPECIFY K&B DIE STRUCK RINGS 
AND FINDINGS...AND BE SURE 


A\  BLEICHER 


Dpspersofler bef ng ndbgs /88 WEST FOUBTH STREET MEW YOBK 14K ¥ 
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Cure to be a 


SMASH 
HIT 





As advertised in Collier's. 


by 
desert, SIROCCO by Simmons combines solid sterling frame R. F. Cg (TI MNO NS Co. 


with a kingly signet of carat gold on sterling. ATTLEBORO, MASSACHUSETTS 
Truly, a masterful crafting of masculine elegance! Stock, show 
and sell SIROCCO for smash sales! or by Stock No. MS-2714 


With styling as fresh as a night breeze on the 


Order by name ‘‘Sirocco’’ 


MAKERS OF QUALITY GOLD FILLED JEWELRY * SOLD ONLY THROUGH AUTHORIZED WHOLESALE JEWELRY DISTRIBUTORS 
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Orr line of settings and findings comprises 
everything the manufacturing jeweler needs for 
the creation of fine jewelry. Our settings include 
high fishtail and illusion styles, Tiffany types, cir- 
clet, skelton, pearl, spread-base and crown, emerald 
shape, square and high with four cramps. The illu- 
sion settings of our Masterpiece Line are very pop- 
ular. We make findings for one-piece to five-piece 
mountings of both light and heavy weight; stone 
plates in plain and fancy shapes as well as bases, 
bezels and round and square tubing. All these are 


furnished in jewelry palladium and gold. We man- 
ufacture pins, joints and safety catches and solder 


for every purpose. 


. 


Bichon E Ce, Lite 


113 ASTOR ST., NEWARK 5, N. J. 
New York ® San Francisco * Chicago 





















SESSIONS “TEAPOT”, Plastic Case in 
White, Red, Yellow, Ivory, Green or 


Blue. 7” High. _—Price, oa 4 95" 


CLOCKS 






Sessions Kitchen Clocks outsell all other kitchen 
clocks because they are designed and priced for the 















very greatest popular appeal. They feature Sessions 


dependable sub-synchronous movements — Sessions 


eric SESSIONS “PIERRE”, White Plastic 
sii ma Case with Polished Chrome Bezel. 


10314” High. Price, 4 49 


reliable name — Sessions generous national advertising 


support. They're the Number One clocks to put 
“pepper 


n your profits! 











SESSIONS ROUND WALL, Metal Case in 
White or Red Finish, with Banded 


Dial. 734” Diam. Price, $ 4.95" 




















SESSIONS SQUARE WALL, Plastic Case 
in White, Red, Yellow, Ivory, 


Green or Blue. 7%" High. Price, * ‘ 
% Hig % 4.95 NOT EVEN ap oat 


essions 


SELF-STARTING ELECTRIC CLOCK! 







<n” “ted 

= Guaratved by» 
Good Housekeeping 
* for e) 






SESSIONS ROUND CHROME, Metal Case in 
Chrome Finish, Metal Dial, Raised Numerals. 





7%" Diam. Price, 3 5 95* THE SESSIONS CLOCK COMPANY, FORESTVILLE, CON 
® In Chicago: The Merchandise Mart Plaza; In San Francis 
higher in Far West. Subject to Federal Western Merchandise Mart; In Canada: Northern Electric G 


*Slightly 
Excise Tax. Protected under Fair Trade Act. Ltd., Montreal, P. Q. 





et TING 
Finis a OTe bei 
and 


| Wide awake manufacturers were quick: 
‘to realize the vast improvement . 
and repeat orders attest to its work- 
manship and superior design. 
e salient features of the “Series R” 
ig are: Double reflector with an 
cave surface ... stronger and 


tting job . ... flat and 
for easier rr soldering 


White Gold, fond Gnd 10% trid- 
Plat. 4 


hid Gia! Sea kelo me telat) 
as “R”, sizes .03 to .50 


Ly 


SERIES H—Heart design piercing SERIES LK—Our new vow Prong SERIES A—Improved Fishtail 3 
on two sides, with the new pat- ee with the hand-made bead setting. Higher a oblong 
to 


_ ented —o top. Stone sizes look 


ne sizes from ¥ to Sct. base. Stone sizes 14 to 2ct. 
205 to .5 | 


PRECIOUS METALS SPECIALTIES CO., Inc. 


11 Vincent Street, Newark 5, N.J. ¢ Telephone: MArket 2- 4287 


WE ARE ONE OF THE LARGEST PRODUCERS OF 
SEAMLESS GOLD WEDDING RINGS 


ASK ABOUT OUR DEAL ON 
PLAIN and MILGRAINED. 
POLISHED WEDDING RINGS 


¢ Carry a minimum stock 
« Order any quantity you please 
¢ AT LOWEST PENNYWEIGHT (dwt.) PRICES 
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Brother... what a line! 


Yes, your eyes will pop, too, when you see the new Hamilton 
line. [t has everything—every style and type of watch you'll need to 





make a real sales record during the year-end buying season. 


Traditionally Hamilton, but with a newness that will both surprise 







and please you—it is its own best reason why Hamilton will continue 


to be America’s fastest selling—America’s most profitable fine watch. 






Don’t buy any watches until you see the new Hamilton watches! 






HAMILTON WATCH COMPANY « LANCASTER, PA. 













ANNE—17 jewels. Natural or + we re] a & Ww LAURIE—17 jewels. Natural 


white gold-filled case. 18K gold or white gold-filled case. 18K 
numerals and dots (rhodium gold numerals and dots (rho- 


plated for white) on silver dium plated for white) on 
i ee $64.00 silver dial...........$64.00 
With bracelet........ 71.50 


With bracelet........ 69.50 
a 
r 
‘ flue 
oF 


for a FULL profit you can KEEP... 


























THE FINE AMERICAN WATCH ff) 
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DIAMOND RING SETS 
WITH FULL-CUT 
CENTER DIAMONDS 


At These Low Retail Prices 


FROM $36.50 RETAIL 
FROM $79.50 RETAIL 
FROM $99.50 RETAIL 
FROM $149.50 RETAIL 
FROM $199.50 RETAIL 


OTHER SETS FROM $300 UP 
















Princess Rings and a 


varied line of Diamond 






Wedding Rings, set part- 






way and all around... 
Fishtails, Channels, Double- 
Row and Wide Wedding Rings. 














wor 


We manufacture one of the most complete 


lines of Seamless Gold Wedding Rings for 


the bride and groom, at popular prices. 





RINGS ENLARGED 
TO SHOW DETAIL 





NEWSPAPER MATS AVAILABLE 





BRISTOL SEAMLESS RING COMPANY «+ 71 NASSAU STREET, NEW YORK 7, N. Y. 


FOR JULY, 1951 11 





ST] 


oo 


t 


ed 







“Peasant” 
hesaagt 


A i 


7 


sii 
om, 


Inte oducing ... 


» 


<a 


ee 


. x mR . 


oo ee 


mn, sit ae 
» occa eae 8S ppgaa gs a 
> 4 
eo os 





si sil 
+ 5, A eee 


UNBREAKABLE. STERLING ENGRAVED | 
SARE 


ll aan ae “a 3 £ 
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° 9 : t 
e America’s newest, strongest rosaries ) 
e Unbreakable, “twist-around” links \ ; 
e Beads locked firmly in place 


e Distinctively new, hand-engraved crosses 


All pegged images 


A. R 80/1 Chalkline crystal beads 
B. R 345/1 Tin Cut Crystal beads 
C. R81/1 Black cocoa 6mm. beads 


D. R81A/1 Black cocoa 7 mm. beads, 
solid image 


E. R67/1 Crystal beads 


ie) & de cc ghana St ages Sek gee: 2 oe a Pct si 
x Ss ‘ aad Y. Ree < ad - +? x oo 
Ns Ke 
oF 


~~ 
2000 


All rosaries gift boxed as shown 


Thru the wholesaler 


geomrrirs 


THE CATAMORE COMPANYS (fr, 










231 PINE STREET, PROVIDENCE 3, R.- 1}: 


: ROSARIES 
NEW YORK-+*CHICAGO-SAN FRANCISCO *ia™ LY 
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| UNBREAKABLE STERLING ENGRAVED 
ROSARIES 


Here at last is the ultimate in fine rosary 


odie ase ET onan 


coo @) 


# 


™ event 
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design . . . rich, distinctive styles combined 


RC TE au, 
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with the strongest, most advanced type of 


a 
oe 
%, 


chain link possible. Your customers will 
welcome these new, profit-building fea- 
tures. Remember the name... Catatok 


. . . synonymous with high volume sales! 


A. R77/1 Genuine Rock Crystal beads 
B. R 89/1 Genuine Rock Crystal beads 
C. R76/1 Genuine Rock Crystal beads 


D. R 300/1 Crystal beads 
E. R31/1 Simulated Pearl round beads 


All rosaries gift boxed 





Thru the wholesaler 
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THE CATAMORE COMPANY 
atat _N 
Ky it cemmmene 231 PINE STREET, PROVIDENCE 3, R. I. “twist-around”’ 
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Manufacturers of Gold and Platinum Watch Cases 
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Deal With Us 


and 


FOR BEST RETURNS 
SEND US YOUR 


SWEEPS, FILINGS, OR SCRAP 


CONTAINING 


PLATINUM - IRIDIUM - GOLD - PALLADIUM 


WE SUPPLY MANUFACTURERS 
THE ABOVE METALS IN ALL FORMS: 


AND 
WE CARRY A COMPLETE LINE OF SETTINGS & SHANKS 











|} ACCURACY 


REFINERS & SMELTERS 
FOR HALF A CENTURY 


JOSEPH B. COOPER & SON unc. 


25 West 47th St. © Phone JUDSON 2-3095 © New York 19, N. Y. 
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Way back in the 16th 
century the Florentine 
sculptor, artist and 
goldsmith, Benvenuto Cellini, 
was commissioned to do a gold statue 
that entailed some exquisite carving. 
In producing the statue the ingenious 
Cellini originated a casting process that 
is still used after 4 centuries. He first 
carved the statue in wax. Next he 
covered it with clay and heated it. 
This hardened the clay and melted the 


wax which ran out of a hole in the 


RUN SESAERSARARASDESARSSRARSRDAEERSRRRASS ADR OARSRED ERDAS ROSSER RADE ERERASDEARRERERERS DD 


bottom. Then he simply poured molten 
gold into the mold and presto! his 


statue was done. 


Today, a modification of Cellini’s fe. 
Air 
eS 


o ’ AEM 


“lost wax” process is used in the mass 


production of many jewelry articles 
From the 


and particularly rings. eee Bettmann Archives 


KARAT GOLDS 


that mean trouble-free casting 


Included in the important metallurgical developments that have come from Handy & 
Harman’s Research Laboratories are white and yellow gold compositions especially suited 
for casting. These oxide-free karat golds are most helpful in avoiding spoilage and porosity. 
The white gold particularly is excellent for stone settings. Its extra malleability avoids the 
brittleness or stiffness which can damage stones or result in the breakage of lugs. Infor- 
mation about these casting golds will be gladly supplied on request. 


wy HANDY & HARMAN 


7. 
‘s 


} 82 FULTON STREET « NEW YORK 38, NY. 


BRIDGEPORT, CONN. © CHICAGO,ILL. © LOS ANGELES, CAL. * PROVIDENCE, R.I. ° TORONTO, CANADA 
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MEN'S JEWELRY 
obslet 


A highly diversified line 













of distinctive jewelry for men. 


Shown are just a few of the many outstand- 
ing items available in various price ranges 


and qualities 
Every item attractively gift boxed 
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JEWELRY’S NAME FOR QUALITY 





Forstner Chain Corporation 
Irvington 11, New Jersey 


AVAILABLE THROUGH WHOLESALE DISTRIBUTORS 
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of Diamonds...one of the world 
hifspod on 


collections. 
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THIS FALL LET THE POWERFUL PUBLICITY 


OF PARIS FASHION PRODUCE 


PLUS-PROFITS FOR YOU! 





FEATURE DMeltah ’s 


EXCITING NEW 


RITZ COLLECTION 


styled for the 


| MASS AMERICAN MARKET the mane Coasctihicl 


by 
mulated pearks. 
SCHNEIDER or LARIS you en / 


If ever a line was made to develop consumer interest and transform 

it into quick profitable sales—THis ts IT! It’s styled-right— 

manufactured-right— priced-right. See it and you'll agree, 

they’re the most beautiful simulated pearls you’ve ever seen. 

No wonder!...they’re multiple-coated with a newly-invented 

iridescent essence that makes them look real! 

CONSULT YOUR WHOLESALER 


To make sure your customers and prospects know about Ritz 
necklaces— they'll be featured in a record-breaking national au 
FEWELERS 


advertising campaign. BE RIGHT—this Fall and Christmas— ease 
De Itah 


with Ritz—another Deltah selling-sensation! 
the one pearl line nationally advertised for the jeweler’s benefit alone eye oe 











KUSHNER & PINES BRING: 
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| “Here’s the greatest iainend ring 
HAD A 4% ia 
promotion in jewelry history’ 


Here’s the “shot in the arm” that wil 
push sales way, way ahead! 
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JEWELERS BRING 
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+ you! free 





. NOW you can tie in your store with the 
smash Broadway hit tune, ‘Diamonds 
Are a Girl's Best Friend,’’ made famous 
by madcap Carol Channing. 


~ he Sicas > te 





























| 
| 
- Yes —here’s the promotion every single 
4 : , ~~ | | % jewelry store has been hoping for, look- 
: ee. _ eiat's Best PRE” a @ | " = ing for. At last it’s here —brought to you 
3 saloderebatare b : 
| 


Came i" and 9° 
¢ “Diamond 


~~... -_§ 2 


“= naturally by Kushner & Pines, one of 
America’s greatest manufacturers of ring 


tee Send for the complete merchandising kit 
© that will make your store Diamond Head- 
quarters. Here’s what it includes: 


@ 2 powerful newspaper mats featuring 
Carol Channing, star of ‘Gentlemen | 
* Prefer Blondes.’’ Guaranteed to domi- 
nate the page. 


@ Title sheets of the song, ‘’Diamonds 

: . ee ; Are a Girl’s Best Friend.’’ Use them for 

$s iS pa Pf : 3% ve i ae ® ige® een} gee ait . 

oe "E | pe gt nT ort ail Se display. 
oe ed a ~ $ <i “3 ‘i nn” , - 





@ Glossy photographs of Carol Chan- 
ning, star of ‘‘Gentlemen Prefer 
Blondes.’’ Make wonderful attention 
getters. 


@ PLUS your chance to win a pair of 
tickets to ‘‘Gentlemen Prefer Blondes. 


PAT. NO. 163126 


eect 


FREE These powerful newspaper mats 
bring a sensational new approach to diamond 
ring advertising. Write for them! Use them! 
Watch the sales climb! 
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' ALL YOU HAVE TO DO Is: = _ 
1. Purchase a minimum of 1 dozen sets of Kushner ,2a" ” 
& Pines mountings. 


2.Send for the free merchandising kit contain- * : 
ing 2 provocative newspaper mats and win- 
dow display material. 


3. Pledge to run a newspaper ad on or before ,--liem 
Dec. 31, 1951 featuring "Diamonds Are A “Sapa: 
Girl's Best Friend" or a window tying in with "ae 
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Tickets will be distributed during the 
ANRJA Convention at the Waldorf-Astoria, ll ae “ 
August 13, 14, 15, 16. oo” ‘2 * : * _ —_ “A kiss on the hand may 


\ but diamonds are a girl's 
best friend,’ says Carol 
Channing, star of the 

Looking for a ‘’gimmick’’ to build store traffic? By 

special arrangement and permission of the publish- 

ers we are able to provide you with the original music 











Broadway musical com- 
edy hit, ‘Gentlemen Pre- 
fer Blondes’ 












(for piano) of ‘‘Diamonds Are a Girl's Best Friend.”’ See - 4 Here’s how to build real 
You pay only the royalty charge of 20¢ each (retails _3T attention-getting windows! 






at 60¢ each). 

Here’s an amazing way to make your store dia- 
mond headquarters at nominal cost. Let us know your 
requirements — don’t worry about overage. We'll 
take back any extras. 






Write for photographs of 
Carol Channing, rollicking 
star of “Gentlemen Prefer 
Blondes.” Send for music title 
sheets of “Diamonds Are 
a Girl's Best Friend’”— 
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rs of Distinctive Mountings > 15 West 47th poate + New York 19 


CASE HISTORY OF A 


His big problems: 











This “composite” case his- 
tory has been built up through 
the reports from the Field Mer- 
chandising Teams of The 
Watchmakers of Switzerland. 
During the past year, these 
men have talked to hundreds of 
quality jewelers in key cities 
from coast to coast. 

A simple summary of their 
reports would be: “Increase 
prestige, profits—and problems 
are eliminated.” Jewelers ask, 
not ‘“‘What?”’ but “‘Howe”’ 
Here, necessarily in condensed 
form, is the “How!” from The 
Watchmakers of Switzerland. 








Jeweler-prestige js vital, proved by 
dominance given to national “quality 
jeweler” advertising by local stores. 
People want to know and trust their 
jeweler. This is where national adver- 
tising, plus local store techniques, can 
help! A prestige campaign also com- 
bats the big thorn in the side of the 
quality jeweler—the non-jewelry out- 





let selling watches and other legitimate 
> ap) 
jewelry store merchandise. 








LET'S ALL WORK TOGETHER TO MAKE THIS SLOGAN MEAN MORE THAN EVER . . . 
For the gifts you'll give with pride—let your jeweler be your guide 
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PRESTIGE-PROFIT 








FIRST STEP to profits is merchandise that appeals! The 
Watchmakers of Switzerland represent firms who stand 
behind every movement sold. ‘They also give jewelers the 
strongest year-round advertising support for quality watch- 
es. This assures you of customer satisfaction and profits! 


NEN aa 


WA en, 


PROFIT IS PROVED by test campaigns, stressing quality 
merchandise and a “know your jeweler” theme. When lo- 
cal jewelers got together, used mass local advertising to 
capitalize on national advertising and merchandising, their 
sales and profit-percentages went up! 








QUALITY JEWELER 


Here’s how The Watchmakers of Switzerland plan to help quality jewelers build prestige and profits 


-. The 
Inside 
»tory of 


the Fine 
Swiss 
‘Watch 


Fhe “Satchamaieses 
of Switzerland 





SECOND STEP to profits is a good sales story. Use “The In- 
side Story of the Fine Swiss Watch’ —which tells, sells, 
the difference between fine Swiss watches and all others. 
Add to this a powerful merchandising campaign and you 
have real in-store selling! 


a5 





THE OFFICIAL Swiss Watch Repair Parts Program adds 
proof of product quality and jeweler prestige—and it makes 
money on its own! For more information on any part 
of this ad, write: The Watchmakers of Switzerland Infor- 
mation Center, Inc., 730 Fifth Ave., N.Y., N.Y. 


on. me Be sure to visit our exhibit ... The N.A.C.J. Convention and National 
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Jewelry Fair—The Stevens, Chicago, July 30 to Aug. 2. The A.N.R.J.A. Convention 
and Trade Show, The Waldorf-Astoria, New York, Aug. 12 to Aug. 16. 
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Opyiginality of styling in good taste— 


fine quality—priced modestly 
nize. No wonder Seidman creations meet with 


instant favor among progressive jewelers. 


SEIDMAN & COMPANY 


MANUFACTURERS 


31 WEST 47th STREET 
NEW YORK 19, N. Y. 
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THE JEWELERS’ 


CIRCULAR- KEYSTONE 
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ine CONVERTIBLE 


desk-houdoir clock that travels! 
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ee With 7-jewel, ; 
I-day swiss alarm movement 














to retail at $] 95 plus tax on West Coast *16* plus tax 


Not “just another new clock,” but a revolutionary new kind of 
clock is this latest SEMCA creation! On desk or table, the 
CONVERTIBLE is a handsome, smartly-styled time-piece. Then, 
just snap it shut and — presto — it’s a slim, trim traveling clock. 
No other clock has this double utility. No other clock has this 
double sales appeal. At home or abroad, its 7-jewel, 1-day Swiss 
alarm movement assures precision time-keeping. Gold finish bezel 
and numerals. Luminous hands and dots. 
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Consult your wholesaler 





clock company, inc. 
30 IRVING PLACE, NEW YORK 3, N.Y. 


Manufacturers of Phinney-W alker Clocks 


s 


See us at the NACJ Exhibition Hall — Stevens E 
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CROTON 


THE WATCH OF SEALED IN ACCURACY 


AQUAMATIC 























It’s the greatest modern advance in watchmaking...a 
fully-rotating self winding unit in a watch that 

winds with every move of the wearer’s wrist... 

runs 30 hours on three hours’ wearing; can be 

taken off overnight without running down! 

There’s never been a self-winding mechanism 

so efficient...so simple and durable...so easy to = 
service and repair. Send in for technical % oe o Oe AQUAMATIC ‘7° 71.50 
instruction booklet. Certified waterproof*, EN / «oN 

shock-resistant and anti-magnetic, too...the 

finest self-winding watch you can sell! 





AQUAMATIC ‘65’ 65.00 


Croton backs this great new watch with 

exciting national advertising...full-pages in 

LIFE, NEW YORK TIMES MAGAZINE SECTION 
and COLLIER’S. Cash in on this 

big advertising push...promote CROTON 


self-winding watches. 





AQUAMATIC ‘B’ 54.45 





AQUAMATIC ‘L’ 59.95 











This revolutionary self-winding mechanism 
is self-contained; a single simply-designed 
unit. Its hammer rotates full circle in 


ihe world’s most advanced self-winding mechanism 


either direction, winds with every move of 
) the wearer’s wrist no matter how the 
watch is worn. 











It’s more efficient...because the slightest 
movement activates the rotator, winds 
the mainspring. 


It’s safer...because it can’t be over-wound, 
is maintained always at proper tension. 


It stands up better...because the hammer 
is self-contained...fully seated, sturdily 

meshed, durable...with no single pin to 
wear and snap. 








It’s easy to service! You simply remove 
three screws...and the entire self-winding 
unit lifts right out! You can repair it 
yourself or (in three minutes) replace it 
with an entirely new mechanism. 





360°’s remarkable accuracy is sealed in 
because: Croton waterproof cases are 
designed with one-piece backs (the only 
such cases on the market) which with 4 
screws seal-in the movement...with a 
pressure unobtainable in conventionai screw 
back cases! Croton cases are easier to open; 
no special tools necessary. 






S” Guaranteed by > 
Good Housekeeping 
Ip Wor “ 


‘A 
AS apvenristd WEE 








360° is shock-resistant too: Its precision is 
guarded by a jeweled shock-cushion on the 
balance staff. Should that staff ever break 
in normal usage, Croton guarantees its 


CROTON WATCH CO., INC., 48 WEST 48 STREET, NEW YORK 19, N. Y. replacement free. 














a: a is no easier way of building customer con- 
fidence than by showing and selling the LeStage line. 


Ask your wholesaler — he knows. 





or | WUAGE MANUFACTURING COMPAN 
: t NORTH ATTLEBORO, MASS. ~— 
New York Chicago San Francisco 
9 Maiden Lane 29 E. Madison St. 657 Mission St. 
A. H. Betz A. B. Pinero G. A. Harrah 


CHAINS: * Banseetervo * LOCKETS: ¢ ENIVES: © BABY JE WECEY IDENTIFICATION BRACELETS 
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SMARTEST NEW JEWELRY 
IDEA THIS SEASON.... 


LV 
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necklace and 
ear-rings to 
La 


how 


it in your window and 
you'll sell it! Gotham’s 
smart new covered brace- 
let watch ensemble set 
with simulated sapphires, 
































or rubies, and pearls. 
ill PRICES 17 Jewel Gotham 
NCLUDE move ments. 
‘EDERAL TAX 
. JOICE OF SIMULATED STONES 
a Per St Aeyston Watch Keystone Per Set Keystone Watch Keystone 
AS ADVERTISED IN ee caeee Ss el ast Only Cost Retail Cest i ee 
D8 11318 BLACK OPAL... 5... . $89.50 $75.00 $89.50 $53.90 BD 1149S of R SAPPHIRE or RUBY... . . $95.00 $79.90 $71.50 $57.96 
BD 113276 or $ GARNET or SAPPRIRE . . $89.50 $75.00 $69.50 $53.98 and PEARL ‘As shown above) 
*POST- MEER TURQUOISE MATRIX... . $89.50 $75.00 $69.50 $53.90 BD 1159R RUBY... ......... $70.50 $6490 $59.50 $43.90 
DB 11344 AQUAMARINE....... $69.50 $57.99 $39.75 $37.50 DB 151A AQUAMARINE ...... . $71.50 $67.50 $62.50 $50.90 
DO 1135C or Lor T CHRYSOPRASE* .... . $95.00 $79.90 $71.50 $57.90 (With beautiful pin instead of necklace) 
RADIO TIME SIGNALS of BLUE LAPIS of TURQUOISE MATRIX DB 2122 RHINESTONE... . ... $29.75 $29 99 
: OTHERS FROM $1 9.95 fe) $2500.00 *These sets include new style locket wotch. Two stones odjacent to watch lift, also, revealing two double lockets to hold four favorite snapshots or photograehs 


ONL LGU 
, a Wanita Watch Go INC., 20 W. 47th STREET, 











Astute retailers are making their plans now for the coming fall 
season. More and more of them are setting UP important displays 
of JMS pierced earrings. 

The market for these most feminine of adornments is growing 
apace, and unless you prepare for it, you will lose substantial busi- 


~ 


ness that would ordinarily bring your scales figures WY ahead 0 
recent years. 

JMS has met the demand for pierced earrings by creating 4 
beautiful line of originals designed in solid gold and gold filled. 
They are available in 4 different types of pierced eat wires + °° 
packaged in keeping with the quality ot the line. They make an 
outstanding presentation in any jeweler § windows OF counters. 

See the JMS line now through your distributor, oF write direct 
to us. JMS regular earrings are also style leaders, priced to make 


them “naturals” for your store, too. 


Jewelry Manufacturing (0. 


756 Liberty Street, Bloomfield, New Jersey 


Midwest West Coast 
Representative Representative 
c. J. Leavitt ira W. Smith 
29 E. Madison St. 315 West Sth Ste 
Chicago Los Angeles 


Eastern 
Representative 


Herbert Stein 





Gerald W- Gelb: Sales Manager 
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Now.. for the first time m Ameria 
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THE WORLD’S THINNEST AND ~ 














The SANDOZ brand, although new to 
10st American jewelers, enjoys the highest 
joutation in Europe and the Far East. These 

ine SANDOZ watches of today are the re- 
sult of almost a century of brilliant achieve- 
ment by SANDOZ craftsmen . . . assuring 
@ quality and elegance, precision and 

nuty of SANDOZ timepieces. 


DOZ watches will be distributed di- 
lewelers throughout America by 
jtch Inc. Who is Shriro? Shriro is 
gest distributor of Swiss 

th Shriro sells over 


Yj 


/, 


SS 
// 


reat, New Name in 


) 
y 


Now, Shriro is proud to become a 
of the great American Jewelry Industry 
proud to create and launch an extens 
advertising campaign that will ma 
SANDOZ watches the most wanted in 
class. The first SANDOZ watch to be f 
tured is the world’s thinnest and smart 
waterproof. ' 


Shriro has a well-known record of 
complishment...of building profitabl 
for jewelers the world over. So, be 


with this world-reputable di: 
watches. You will find it easy 


to sell SANDO 


ka es 


SHRIRO WATCH, INC. & 11 West 42nd St., New York 


Offices in Switzerland « i: 


‘mburg * London + Montreal Shanghai + Tientsin 
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UEL A. BOORS 
SAM CABLE ADORESS, SABOOR 


TELEPHONE, 3-952! 
PF ©. BOX 66! 





JLSA 3, OKLAHOMA 


Gordon Bros., 
18 Province Street, 
Boston 8, Massachusetts. 


Gentlemen: 


As attorney for the Estate of the late Sanders Rones, I 
want you to know how pleased we are with the sale your 
Mr. Jacob Gordon conducted for us = = the manner, systen, 


diligence arid results obtained. 


I also want you to Know that since you finished the sale and 
left the city, I have heard nothing but high commendation from 
the other jewelry stores in Tulsa concerning the method in 


which you handled the sale. 


From the standpoint of profitable results, I feel sure it 
would have been difficult to have obtained anyone else to do 
the job you did. This letter is entirely voluntary on my 
part, and should you have occasion to use it in any manner 
whatsoever, you are at liberty to do so. 


With kindest personal regards, I remain 


Yours very truly, 







Attorney for th 
Sanders Rones. De 





SABsf1 
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than the perfect, personal gift...@ lew 


©fescriidion wrxer BRACELET | 


SO WO On 2D OS Ot 90 O80 








STYLE NO. 266—Slender gold-filled expansion links (1/20—12 Kt.) with stainless steel backs. Solid identi- 
fication plaque, gold-filled (1 /15—12 Kt.). Curved to fit wrist. Magnificently gift packaged. Retails at $9.95 T. I. 


Ylex-Lel Watch Bands 
FLEX-LET CORPORATION s~=-= =| Zar-Zef Math Sands | 


EXECUTIVE SALES OFFICES: 580 Fifth Ave., New York 19 « FACTORY: 373 Taunton Ave., East Providence, R. I. 
CANADA: Arennes, Inc., Montreal MEXICO: Flex-Let de Mexico, Mexico City 


























elusive merchandising idea! 


e suits any, every gift occasion! 






























» bought many times, for many people, by giver and receiver alike! 


e carries giver’s sentiment—receiver’s personality! 


Here’s the individualized gift customers are always looking for... 





a merchandising idea that means new volume, repeat business! 





Flex-Let Inscription Watch Bracelet, with an inscription plaque 

for a personalized message to express the feeling of giver, receiver, 
occasion! Exquisitely beautiful ... modestly priced... the Inscription 
Watch Bracelet is the kind of gift people will buy again and again 





—for each new occasion! 


Perfect for girl friend, from parents to daughter, from bride to 
bridesmaids, from boss to secretary—from anybody to girls of all ages 


RRS 


—for anniversaries, holidays, birthdays, special gift occasions! 


The Flex-Let Inscription will write new volume and profit figures 


in your book. We suggest that you mail your first order today. 


Ee. 


New Fiex-Let 
Merchandising Unit 
for timely, 
profitable selling 
on your display : 
case or in the window. — 


Handsome new 
eye-stopper— 
high-lights timely 
appeal of 

3 popular Flex-Let 
identification 
bands. FREE 

on request with 
order for as few as 
6 Idents. 


























re 
e Stic. 








Benn) a 
2 at psa OUR HES a 
"3 SN Nee Sonia 5 












WATCH BANDS 
Distinctively Designed by Harwood Crafts. 
men, with almost a quarter-century of 
be knowledge and experience in the creation 

Pm . of quality jewelry. 

















All —1/20th 12Kt. Gold 

= Filled Top—Stainless Steel 

7a ye back. Available in Yellow, 
> Pink and White. 
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M ie ee PROVIDENCE, R. lI. 
BRACELETS, CO-STAR JEWELRY, JACK ‘N JILL JEWELS 
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SEE OUR LINE 4G FEATURING 


National Jewelry (qe | pyPpy pODIT AP STYLE 


Rooms 610A-611A ! IN 
STEVENS HOTEL i : Yy} 
CHICAGO Fo ’ at tnure a Gold 


July 29, 30, 31, Aug. 1, 2 i ‘ YE 
Z So, aw g oS DI AM OND M OUNTED 
7 WEDDING RINGS 
: RING MOUNTINGS 


p aN Be. SOLITAIRE and FANCY STYLES 
A — eE MATCHED ENSEMBLE SETS 


FANCY RINGS 


PRINCESS ¢ DINNER e¢ BRIDGE TYPES 


CALIBRE GUARD RINGS 


Pee Nis‘ er RUBY + SAPPHIRE * EMERALD 
| canes | 4 GENUINE AND SYNTHETIC 


, @ DIAMOND FLEXIBLE 
BLOCK BRACELETS 
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WRITE FOR 
MEMORANDUM 
SELECTIONS 


FINEST QUALITY ee 
SPECIAL. ORDER WORK —_ ye | 


DESIGNS AND ESTIMATES FURNISHED 
J.L. BRANDT C0 o = 


MAKERS OF FINE DIAMOND JEWELRY SINCE 1928 
& EAST 47th STREET, NEW YORK 17 
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New Gemex' 


of 


ieee 


Combination of the famous 
Sonata expansion band with 
a dainty heart-charm. 


Sonata Charm-Band, No. 3429 
... retails for $12.95 





A heart-charm that can be 
engraved, plus the utility of 
an expansion band. 


Gem Charm-Band, No. 3428 
...retails for $11.95 








Charm Band Display 


It’s free...and ready now to help you 
show off these beautiful, new bands. 
Small enough for any window or 
counter... with three of the completely 
different Gemex “‘Charm-Bands.”’ 
Order Assortment Display A-85 
from your wholesaler today. 






And for a 


MAN’S taste 





...new Gemex 


Gemex Governor, No. 3563. For 


rugged wear and expansion-fit... 
watch bands retails for $12.95 





All prices F.T.I. and subject to change 









a 





‘Charm-Bands’ 












Here are two of your best traffic-builders: 
charm bracelets that can be engraved and expansion 
watch bands — now rolled into one! It’s the brand new Gemex 
idea designed to bring you extra business. Every girl 
likes to wear a charm bracelet ...add to it a Gemex 
expansion band in famous Gemex quality and you have 
a sure best-seller. Call or see your wholesaler right away 


or write to Gemex Company, Union, New Jersey. 


























eat < 


Saturday 2 ... with 


: .. With * 
... with Evening Post 





— free displays GEMEXTRA | 
_ year’round (meta ‘odie win 
~ national Glamour 
, Seventeen ad mats month | 
Mademoiselle radio spots Read it! 


ne ull nin lil 





Gemex Colonel, No. 3564. With ends Gemex Ambassador, No. 3565. A 
for engraving — the perfect gift... handsome new expansion band... 


retails for $12.95 retails for $14.95 
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shopping around bring out your 36 


FEATURE LOCK interlocking sets... 


STOR ee 


FOR THE SALE THAT IS IN * 
- DOUBT — PRACTICAL FEATURE © 
LOCK IS THE REAL CLINCHER- 


Toe a ee 


] ; 
| | \ \ \ | 
; \\ 










































































ivi - 
ae 
f wy 
’ / a 
: | 


¥, 
os, 
pe 
f q 
aed 
aa 
a 
¢ 
4 


OWS 


Me iY 30-AUG. 2, 1951 — HOTEL STEVENS 


CHICAGO 


, 


/ 
, 


aN 


NVA WARRAN 


— 


NEW YORK 


i) AUG. 12-16, 1951 - WALDORF ASTORIA 
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j my you must see Feature Lock rings 


\ j 1. Matching sets stay together. 
| 2. May be worn separately. 
3. Secret Lock hidden from view. 
4. No foreign metals. 
» No springs — no forced action. 
» No break in contour. 
» Nothing to remove, attach, replace. 


» Every sale a double sale. 


Lock parts high tensile strength gold. 


10. Competitive prices. 


Experience shows... 
THE SECRET LOCK 
CLINCHES YOUR SALE 











Bus & Car Cards 
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NEW LADIES’ 
SNAPOMATIC’ 



















PAT. PENDING 


That Snap on in a Jiffy and Stay 






Securely Locked 


THE ONE AND ONLY 
INGENIOUS 
EXPANSION BRACELET 
ENGINEERING 
ACHIEVEMENT 

















4-Way, Super-Cushioned Spring *Federal Tax Included 


Action for Perfect Fit and Per- 
manent Comfort See P age 6/ f or 
More Quadra-Flex Farsts! 





MAKERS OF FAMOUS APEX WATCH CASES 
OLD TRACK ROAD, GREENWICH, CONN. 


CCESSORIES — INC. 


aes T= ~ TAPER 
in apne 


oO a) STE | re 
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Prices Subject to Change Without Notice 








SOLD ONLY THRU THE NATION’S 
FOREMOST WHOLESALE DISTRIBUTORS 













| SEs 
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MORE THAN 3,976 JEWELRY STORES 





prdered and reordered Mele Musical Jewel Boxes in the past year! 








the SOWUEM by Mele 


with Thorens Swiss Movement* 





Yes, 3,976 Jewelry Stores throughout the country Ever-popular in quality simulated leather, 
consistently reorder Mele Musical Jewel Boxes. sir a calfskin finish. Spacious 10x 7x 312". In 
They belong—and sell—just as watches and rings. wine, green or blue with new pastel linings. 


Suggested Retail: 37 ” 


*Thorens exclusive with Mele 
in popular price range. 







Complete 1951 Catalogue upon request 






% 


vw” MANUFACTURING CO., INC. - 366 Fifth Avenue, New York, N. Y. 


America’s foremost name in Jewel Boxes 


Cw 








Welcome to the Mele Exhibit at these shows: 


NATIONAL JEWELRY FAIR, CHICAGO NATIONAL RETAIL JEWELERS ASSOCIATION, NEW YORK 


Also at California Gift Show (Los Angeles, Calif.) 
Western Summer Market (San Francisco, Calif.) 
Allied Gift and Jewelry Show (Dallas, Texas) 


—— — 
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by LUSTERN 


in the new 
¢ bot 


———_—— ———— re ne te - 


SOLD THROUGH THE WHOLESALER 


LUSTERN LouIS STERN COMPANY 3: 1@)14 19) dG) a 


nL et NEW YORK — PHILADELPHIA — CHICAGO 
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National Advertising Will Pre-sell Your Customers 
on the Superiority of Hand Carved 





Here is the first of a series of 
sales- compelling ads which 
will appear consistently in 
Sunday Rotogravure Sections 
in an expanding list of key 
city newspapers. Beginning 
with Sunday, September 9th, 
millions of prospective custom-. 
ers will ask for... will buy... 
| Bare! Bridals, exclusively de- 


signed by Fred Barel. 





i om ; >. 
as" : > CE 
St IO a ae 
PR Les 


oh. Sn? = 
Tiel ten! rip eae at ee ye 
Cee Lee ae eS SR 
“ bd = > ‘ . ~ - 
i “Te “Or * + ee 










» oy an 
” as 
eer 
Be ge 
5 ee oe, 
° ee MP REE 
. WA A 7 
ve + 
ie hae 
eS % ra : 


re 





ae 8 ~. 
” a= 


ae 


Here’s how you can boost YOUR sales! 





® Order the Barel Bridals featured in our national ads and other 


outstanding original creations. Our hard-punching pro- 











motional campaign in- 
@ Display Barel Bridals prominently in your show cases .. . cludes most of the cities 
in your windows. in the country. For full 


® Feature Barel Bridals in your own local newspaper advertise- details regarding our 


ments. Direct “‘tie-in’’ mats available free of charge. plans for your city, 


WRITE... 
WIRE... 


Sold directly to the retailer by the manufacturer : : PHONE— 


24-hour service on all special orders : TODAY! 





New. York d@,2re. ¥ 





87 Nassau 





BRIDAL RING CO.. Inc.., 
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BEAUTIFUL RINGS 


Our name is a byword in the trade—our rings are magic 
numbers that make friends with your consumers because we 
have the edge in experience and purpose—and that is "To 
Capture Sales.” 


That line of rings which can capture the most sales is the 
logical line to handle. 


C & C Rolled Gold Plate, Gold Filled, and Sterling Silver 
Rings for Babies, Children, Ladies, and Men, demonstrate 
every year their superiority by the only standard recognized 


in the jewelry field . . . SALES. 
Do you handle Clark & Coombs Rings? 
Sold through the wholesale trade only. 


CLARK & COOMBS COMPANY 





162 Clifford street Ye Providence, Rhode Island 





Consult us direct for special jewelry premium items. 
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set a new trend with the most imaginative, 
most beautiful watch bands of the century. 





Styles Worthy of the Highest Medal Award ! 


There’s a brand new feeling in the air! Factories are humming... 
national income is at an all time high! It’s the American Century. 
And right at this time, J-B brings you the most brilliant styling in its 
history... helps you to get your share of the consumer’s dollar... with a 


bevy of beauties you'll recognize as ‘the best bands in the land!” 3 “gas | SEE 


FOLLOWING 
PAGES 





TWO YEARS IN THE MAKING! 


BY Wil a. 


AM BIIGAN Gani Uny 


Extra special? Yes indeed! These dazzling J-B styles 
have been two years in the making... are the brilliant 
result of designs originating from a survey of American 
buyi1g preferences. They offer every wanted new idea 
in watch bands...offer your customers extra special 
Style and extra value for the coming season! 






Caprice (os 


Richt sculptured oblong design, fitting companion to the 
finest watch. Full expansion band, combining sparkling beauty 
with superb craftsmanship. Available in yellow or white. 


RETAIL...ONLY $8.50 F.T.1. 





Dixie Rose (6064 0s) 


Shimmering globules, with the look of smoothly polished gems. 
Full expansion. Shown on watch, Model No. 6069, with regular 
end. below, Model No. 6064 with special tailored end. Available 


in yellow, pink or white. sii as " 
OP Se 
RETAIL...ONLY $8.50 F.T.I. ORD 
\ J * a - 
Top shells 1/15 — 12 Kt. Gold Filled, , “Aas, 
with non-corrosive stainless steel backs. “el < a % 


MORE GOLD 
... QUALITY “WEAR” IT COUNTS! 


At a time when shortages are tempting many manufacturers to cut quality, 
J-B continues to give you — and your customers — MORE GOLD! 





J-B Full Expansion Bands feature a top shell of precious 1/15—12 Kt. 
gold instead of the customary 1/20—12 or 10 Kt. It’s still another J8 
quality “extra”... proof that J-B means “Jewelers’ Best’! 
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CLASSIC STYLES FOR STEADY SALES 


eo TR ge 
a 


More popular than ever! Handsomely designed sterling silver 
identification bracelets to build traffic and extra profits! 
Important attention-getters that will help you sell other 
merchandise! J-B quality throughout! 


No. 9005 — Man’s Full Expansion IDENT-I-BAND 
$11.50 


No. 9015 —Man’s Combination Watch Band 
and Identification Bracelet $10.95 


“Expansion bands illustrated: Sterling silver 
top shells and sterling silver plaques, non-cor- 
rosive stainless steel backs. 
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No. 9001 — Heavy link style, easy-to-open ends 
$15.95 


\ O52 23227 DDIADALB. ° ei BI IQIZLALALIS 


No. 3066 —Ladies’ Chain IDENT-I-BAND $8.95 
No. 3065 — Ladies’ Expansion IDENT-I-BAND $8.50 


Prices include Federal Tax 


ALL STERLING SILVER!* © 


ALL J-B QUALITY THROUGHOUT! @ 
ALL MODESTLY PRICED! @ 
ALL FAST- SELLING, TOP-PROFIT BANDS! @ 











ONLY J-B LADIES’ WATCH BANDS 
FEATURE THE ORIGINAL END-0-MATIC END 


Pat. Pending 


Fast ... foolproof. . . trouble proof! 
Fits all ladies’ watches ....works so 


simply that anyone can attach or de- 


tach it in just 8 seconds, without 
tools or training. 


It’s a J-B exclusive and it per- 
mits you to sell two or three different 
style bands for the same watch — 
because anyone can attach the 
End-0-Matic End to any watch. lug! 


IntermeZZo 1 


Smart simplicity...each golden oblong beauti- 
fully facetted like a precious baguette. Available 
in yellow or white. 


RETAIL...ONLY $7.50 F.T.1. 


Serenade (6057 oss 


Gracefully inter-twined links, handsomely styled 
and finised. A design of great charm. Above, 
Model No. 6068, with straight end for sports 
and nurses’ watches. Available in yellow or 
white. On watch, below, Model No. 6067, with 
End-0-Matic End. Yellow, pink or white. 
RETAIL...ONLY $8.50 F.T.1. 


1/15-12 Kt. gold-filled top shells, 


non-corrosive stainless steel backs. 


J-B END-O-MATIC END 


Open... Snap tight 
That’s all! 














: 1/15-12 K 
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JACOBY-BENDER, INC. 
161 AVENUE OF THE AMERICAS + NEW YORK 13, N. Y. 























MADE TO RETAIL FOR MATS FURNISHED 


ON REQUEST 
S a, 
) 


Artfully contrived to make 7 diamonds set in separate 
prongs lock and sparkle like a 1/2 carat diamond. Has 
the appearance of a more expensive number. Gives the 
jeweler a fast selling newly designed ring he can offer 
his customers at an attractive price that compels sales. 


GOODMAN & COMPANY 


MEMBER 


‘ 


ieee eee 
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Mapes al Yivte jewelrif since 1904 


42 W. WASHINGTON ST., INDIANAPOLIS, 4 IND. 
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‘ $39.75 F.T.I, 


AUTOMATIC 





$71.50 F.1.1. 
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Featured on 


TELEVISION 
all over America 








Featured on 
RADIO 
| programs - 
starring Hoagy Carmicha 





























Featured on 
colorful 


DISPLAY CARDS 


Featured in striking 


WORLD’S FOREMOST “NON-STOP” WATCHES Write for details 


on the complete 


Helbros watch line — 


OOTHS 81-82-Hotel Stevens and the Helbros “mark-up” 


5 


BOOTHS 30-31-Hotel Waldorf Astoria 


method that’s a tonic 


for your business. 


HELBROS WATCH CO., INC. 
6 West 48th Street, New York 19, N.Y. 













NO MORE o 
SOILED CARDS —_— __— 


NO MORE 
WORN BOXES 





INCREASES YOUR PROFITS BY FASTER TURNOVER 
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When you see the EARRING BEAUTI-BOOK%*, you're sure to say, 
"That's exactly what | need!"' And you'll be right too because here 
is the best assortment of earrings you've ever seen, shown to the 
very best possible advantage. 


"At home" with the finest store fixtures . . . finished in French Grey, 
this display has six hinged turquoise pads to show the entire assort- 
ment to best advantage. 


THE EARRING BEAUTI-BOOK makes stock keeping easy. Best of 
all, your customer practically waits on herself! She looks, compares, 
and buys. 


The EARRING BEAUTI-BOOK is available only from companies 
affiliated with AMERICAN JEWELRY DISTRIBUTORS. Write the 


one nearest you for price and delivery date. 


* U.S. Pat. 2514795 


AMERICAN JEWELRY 
DISTRIBUTORS, INC. 


681 Fifth Avenue New York 22, N. Y. 





Q2 





See 








EXCLUSIVE DISTRIBUTORS 


|. ALBERTS’ SONS, Inc. 


BOSTON-SYRACUSE 


BALDWIN-MILLER CO. 


INDIANAPOLIS 


S.H. CLAUSIN & CO., Inc. 


MINNEAPOLIS-SPOK ANE 
SALT LAKE CITY 


KANSAS CITY, MO. 


J. ENGEL & CO., Inc. 


BALTIMORE 


THE GERWE BROWN CO. 


CINCINNATI. DALLAS 


E. W. REYNOLDS CO. 


LOS ANGELES-SAN FRANCISCO 
PHOENIX-HONOLULU 


n * * * * * * 


| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
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| EDWARDS & COMPANY 
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don't trust 
your naked eye 











Let Your Own LOUPE LG " 


prove the PERFECTION of | £L oupe- tested 
LOVE BIRD \DIAMOND RINGS 


Would you rely on your naked eye 
to determine the color, cut and 
clarity of your diamonds? 


Every LOUPE-TESTED LOVEBIRD Diamond Ring 
is carefully loupe inspected to guarantee diamond 
perfection. An unconditional guarantee, without 
evasion, certifies this exceptional quality. 


Examine a LOUPE-TESTED LOVEBIRD Diamond Ring 
through your own Loupe. You will then share the enthusiasm 
of other thousands of jewelers who are now successfully 
and profitably selling LOUPE-TESTED LOVEBIRD 
Diamond Rings. Franchises are still available. 
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630 FIFTH AVENUE, NEW YORK 20, N. Y. « 
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SCIENTIFICALLY 
CONSTRUCTED 


LATHIN 
WATCHES 


NATIONALLY 
ACCEPTED 


LATHIN WATCH COMPAN 


5980 FIFTH AVENUE + NEW YORK 19, NY. 


[| CATALOGUE SENT UPON REQUEST } 
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New and major improvements in sterling solder-filled wire, 
engineered by General Plate, have proved their worth in the chain- 
making field. 

Reduction of beading at the soldered joint is visible evidence 
that our effort has been successful. It shows up in a more uniform 
product,—a chain that curbs true without a tendency to kink. 
Other features of better solder control show up in fewer open 
links and fewer stiff links, both of which figure in scrap costs. 

Matching these metallurgical improvements, General Plate 
engineers have set new standards of precision in the manufacture 
of wire. These include a more uniform positioning of the solder 
core, and the use of a solder sufficiently ductile so that there is no 


tendency for the solder to break and form links that will not solder. 


GENERAL PLATE 


Results from General Plate Results encountered in 
sterling solder filled wire. many cases from the use 
of ordinary sterling solder- 


filled wire. 


This comprehensive engineering analysis of solder-filled wire 


and the resulting improvements now offered to chain users, is 


another of General Plate’s contributions to the jewelry industry. 
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SINCE 1862 


More THAN A Picture! This photograph dramatizes the unmatched, 
under-one-roof completeness of Cyma’s manufacturing operations. 
Here, since 1862, in oae of the world’s largest and most advanced 
factories, Cyma makes every single part of the superlatively 

fine movements for Cyma Watches and Clocks. For over 89 years, 
Cyma “Quality Control” has been entirely in Cyma’s hands! 








CYMA —a name that means quality —is nearly 90 years young! Cyma today—in 1951—displays 
all the vigor and vitality of the born leader... with everything new, fresh and loaded with 
“sell”! A terrific new line of watches—spearheaded by Cyma’s news-making “Honor Awarp” Series that 


fulfills every important qualification in your finer-watch category. New designing-brilliance! New 
styling-leadership! New selling-potentials! Backed by nearly 90 years of fine-watchmaking know-how! 


In a complete selection of supreme quality 17-jewel watches for men and women, priced from $45.00 


PLus!—a new, powerful Cyma national campaign sparked by the most talk-provoking, action-getting 
selling idea in the industry to be exploited in dominant ads in Lire, Saturpay Eveninc Post, 


Vocuge, N. Y. Times MaGazine and other leading publications. 


Yes—that’s why we say Cyma offers the standout watch-selling program of them all—and why you'll 
feature and recommend Cyma with pride—and sell Cyma with profit at a faster tempo than ever! 
Plan your Fall buying by all means—but first plan to see Cyma—your first consideration 

in top-quality watch buying... for your Fall and Holiday season—Cyma, first and foremost 


name in the Swiss fine-watch field since 1862... 


CYMA WATCH COMPANY, INC. ¢ 608 FIFTH AVENUE, NEW YORK 


©1951 

















SHE CHOSE 
QUALITY aad PROTECTION 


No other sales factor 
has the significant 


"closing power” of 
itireee— coe 


Princess 


REGISTERED-INSURED 


Diamonds 


When all other competitive factors are 
equal, the Registered-Insured feature of 
Princess Diamonds helps make up a cus- 
tomer’s mind —FAST ! They like this extra 
service. Sell the line that helps you close 
sales faster — Easier ! 


AOL OLIVET 
om Oy 


DISTRIBUTORS of /hincess REGISTERED-INSURED DIAMONDS 


MINNEAPOLIS e¢ SALTLAKE CITY e SPOKANE 
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Established 1924 
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chuls watches 
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Styled & Manufactured at our factory 


304 EAST 45th ST NEW YORK 17,N. Y. 


*Reg. Trade Mark 
524,530 








Chet Mandelbaum 
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FREE NEWSPAPER MAT SERVICE ror sets 
ANUFACTURING CRAFTSMEN 


(7 ¢) 
. 
eR 
Gund 
<f © 
—_ 
ones 
a 
Lad 
.. 
co 
a 
oe 


NEW YORK 19, N. Y. 


FROM 300 


# 
2 





OF ENHANSET 
RING MOUNTINGS... 


Soli 


SOLD ONLY THRU AUTHORIZED 
WHOLESALE DISTRIBUTORS 
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The new CERTINA EA watch line is all-out for a 








leading position among the world’s top-selling 
timepieces. A continuous promotional campaign that 


will carry the proof of CERTINA EA superiority 
















to the eyes and ears of all America is ready now for 
_ dynamic pre-selling. Your selling will have the 

ee support of millions of powerful messages channeled 
through radio, television, magazines and 

- newspapers. And you will have every conceivable 


dealer help—display, direct mail, newspaper mats, — 





_- radio and TV aids. Remember this—the get 


for: years created mites adverticing and 
- promotional campaigns—that same | 

_ promotional ability is now primed —— to 
back the new CERTINA EA watch line .. . 
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Illinois Watch Case Co., Est. 1888. Mokers of world-famous 


lain American. compacts, cigarette cases, lighters, dresser sets 





$ 


Styled for Crafted in the Priced for =) 
All Time Precision Tradition Certain Profit 








FIRST SHOWING at the 


Coad National Jewelry Fair 
OUR REGULAR. SALESMAN HAS THE FULL Cee@zea@ EA STORY FOR YOU NOW July 29-August 2 


On display at Exhibit 
Space 66, 67, 86, 87 
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NEW 
VULCAIN 
"Vv 1CTO R" 







Squarely modern, 
superbly smart for 
dress or sports wear. 
Raised gold. 
numerals. 14K 
gold, 17 jewels. 
Retail $132.507 






Nationally advertised in 


EA.quiyre. 
NEW YORKER 





‘VULCAIN WATCH COMPANY, INC. 
630 FIFTH AVENUE * NEW YORK 20 wes 
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This miracle of modern watchmaking 
—at $71.50—is one of the finest values 
you can offer your customers. 

M ceres a senerace! Handsome, 
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VULCAILIN 
"VICTORIA" 












Combining traditional 
and modern lines in 

a distinguished 

new design concept. 
14K gold, 17 jewels. 


Retail $1 80.00; 























_<1ete. SS 









No. X760— 
Individyal knife 
in gift box, 


New Fish and Game Set with a very fresh little fish han- 

dling a famous Carvel Hall ‘“Microned”® Blade. It’s a quality 
gift item with a turnover fast as a trout stream. The fish han- 
dle is molded Lustrex, overlaid with pure silver. Fits the grip, 

balances to keep the blade off the tablecloth. A wonderful trophy 
or gift for sportsmen. Ideal for carving indi- 
vidual servings of game, steak, 
fowl and fish. 















6 te 







No. 76— 
Set of six in 7 , saat 
"Jewel-Box" Chest. | 








Seti 2s 


anna aa on cen natn CD 





New Carvel Hall Fruit Knives 
revive both a charming custom and your 
gift sales. Fine hollow-ground stainless 
steel blades with a saber taper grind for 
easy peeling and paring... will not 
tarnish. Packed individually in gift boxes 
or in handsome Aristocrat Cases in sets 
of six and eight. Available in all three 
Carvel Hall handle styles—Vogue, 
Classic and Regal. 


FINE CUTLERY 





Si ei a 
Batiste Ee COO EO ee 





















Individual Fruit Knives: 

X800—Vogue; X1800—Classic; X2800—Regal. 
Sets of Six: 586—Vogue; 5186—Classic; 5286— Regal. 
Sets of Eight: 588—Vogue; 5188—Classic; 5288 — Regal. 





®) 


CHAS. D. BRIDDELL, Inc., CRISFIELD, MD. 
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No. 805 8-day—7 jewel (small round) desk 
or boudoir alarm. Bright gilt lacquered, and 


he assorted color enamel finish cases. Assorted lumi- 


ll ci - Pears ; nous dials. Height 2%"; Width 2'2"; Depth 1”. 
a i Ae OO es 9 b Retail, $14.95 









No. 807 MINIATURE 
SUITCASE ALARM 
8-day—7 Jewel travel- 
ing fold-away alarm, 
all gilt lacquered finish, 
in saddle tan or dark gen- 
vine top grain leather. A 
perfect miniature repro- FULLY GUARANTEED 
duction of a smart travel 

case. Selection of assorted 

luminous dials and hands. TRAVEL, DESK AND 


Size: 2% x3 x 12”. 


#213 BOUDOIR CLOCKS Ni 8 fh 
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No. 804 8-day —7 jewel desk or boudoir 


° ° | alarm, fine gilt finish case with black base. Delicate 

Fine Imported Swiss Alarms gilt figure dial, luminous dots and hands. Height 
: . : 342"; Width 42"; Depth 1%”. 

Presenting a magnificent new series of Retail, $17.50 


superbly designed 8 day, 7 jewel alarm 
clocks, embodying all the outstanding fea- 
tures of accuracy and dependability for 
which ORIS has long been world famous! 


RO 
55 
XOX 
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hn 2 si ea Pen XX KO 
see PESOS Thrillingly beautiful timepieces, each and 
No. 801 8-day —7 jewel traveling folding every one .. . quality crafted throughout, 
alarm, all gilt lacquered finish, in genuine leather attractively packaged, appealingly priced! 


assorted color cases, assorted luminous dials and 
hands. Size: 2% x3 x 1%”. 
Retail, $17.50 


SUPER FEATURES THAT MAKE ORIS 
ALARMS THE NATION’S BEST BUY! 





SKK LKR OK 
OO3EK oor ~ 52 £5 1. Super-Powered Main Spring with 10 
582 vo SS, Day Energy Reserve. 
2. Finger-tip Alarm Control. 

3. Pleasant, Non-startling, clear-sound- 
ing Bell. S see wt 

4. Super-Silent Movement. o rte 

5. Night glow luminous dials and RKO ee 
hands. P 

6. Ultra smart styling, sturdily built for No. 803 8-day — 7 jewel desk or boudoir 
— ieee’ M sth alarm. Square metal case, all gilt finish; also attrac 

7. Fully ie evemens we tive colored metal cases. Gilt figure dial, luminous 
an dots, hands. Height 4”; Width 3%”; Depth 11”. 


Retail, $18.95 


YOU ARE CORDIALLY INVITED TO VISIT OUR BOOTH No. 308, JADE ROOM, 
A.N.R.J.A. CONVENTION, AUGUST 12th-16th, WALDORF-ASTORIA, N. Y. C. 


No. 806 8-day — 7 jewel (easel) desk or 
boudoir alarm, bright gilt finish case. Gilt match- 


ing dial with clear luminous figures and hands. 
Height 3%"; Width 3”; Depth 1%”. [ “ A * ‘ S ( 
are ompany, Inc 
. J e 


Order Thru Your Wholesaler: A Limited SOLE U.S. DISTRIBUTORS OF ORIS CLOCKS 
Member of Whsteeste frandives 665 FIFTH AVENUE, NEW YORK 22,N. Y. © Phone: Plaza 8-1016 


Available. Direct Inquiries to:— 
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Fea lull ; 


showing Original Designs 
WN 


in Ring Castings 
Globe offers you the largest selection of new ring 


castings. Our policy of presenting originals only by /\ \ 
ST) ¢ 
the hands of expert workmen and modern up-to- \ 
date casting techniques have made it possible for S 
us to offer quality at a “down to earth” price... | = 


New attractive catalog sent on request. 





‘3 


2 
» & 
‘ 


AD 


f 





Sold through Manufacturers 
and Wholesalers Exclusively 


: $37 —— 











Do not encourage piracy in castings 


GLOBE RING CO. sacowive1 ew voi 
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THIS NEW QUADRA-FLEX SERS | 
- is AVAILABLE IN SEVERAL STYLES. 
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NOTHING CAN COMPARE. 
s" WITH “EM...NOTHING 

eT so testo" CAN COMPETE WITH “EM... 
eS ay. GO ae fe" ont den" jester os | . ~ 
UN er THEY'RE THE WORLD'S NEWEST... 
oem al a8 FINEST EXPANSION BRACELETS = 














ALL PRICES LISTED 


ARE AT RETAIL 
AND INCLUDE FEDERAL TAX 
Sold Only Thru The Nation’s ¢ 


MAKERS OF FAMOUS APEX WATCH CASES 
OLD TRACK ROAD, GREENWICH, CONN. 


“Gere 









Lr 


Foremost Wholesale Distributors 
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A DISTRIBUTOR FRANCHISE 


WHEN YOU HAVE A NASH BILLFOLD FRANCHISE 


-»e you own a substantial share of potential billfold business in 





your area. You get positive territorial protection, competition- 
proof numbers, powerful display helps, strong selling coopera- 
tion. You get a fast-turn-over line on which you can justifiably 
concentrate your efforts. 


We hand pick our distributors with extreme care. Inquire 
now to determine whether your territory is still open. 














Now operating to capacity—five factories, and more to come, to supply 
the great and growing world-wide demand for Nash Fine Leathercraft 


NASH leads in creative styling. Nash vy These five factories represent the first, largest and 
most completely integrated vertical set-up in the 
billfold industry, controlling every step of manufac- 


Removable Pass Case. Nash gives you ture from raw material to finished product. 


owns original basic patents on the 


patented expansion pulls, the ““Only-U- sx Due to this rigid control, Nash can guarantee uni- 
formity and quality impossible for others to attain. 
Each piece of merchandise meets the same high 
construction, hand turned edges, deep standards; every item is delivered as specified, offer- 
ing the greatest artistry and ingenuity that European 
and domestic craftsmen can achieve. 


Kno” secret pocket, improved seamless 


gusset coin purse, spare key holders, 


“Ly-Flat’’ center scoring, and other fea- 
3% For the year 1950 Nash has produced over 5 million 





tures too numerous to mention. units in the price field from $1.00 to $35.00 per unit. 
} yx With goals set for continued expansion, production 
~ A 7 og will undoubtedly reach DOUBLE this volume in 
1951-52. 
INC. 
316 BARROW ST., JERSEY CITY 2, N. J. 





N. Y. Salesrooms: 358 Fifth Avenue + #Phone: LA 4-4679 


EUROPEAN OFFICES: LONDON + PARIS + ROME WORLD’S LARGEST, 
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Men’s and Ladies’ Billfolds in a 
wide choice of popular styles and 
colors. Top-selling leathers, includ- 
ing saddle Cabretta (Reg. U.S. 
Pat. Off.), saddle goat, saddle 
calf, cowhide, pigskin, pinseal. 
leathers “duro-finished” in our 









own plants by exclusive process. 


P _ / 7 ‘ / To retail individually at $2.50 to $35. 
Nationally . . . in combination sets at $5. to $20. 
N 


——an 8 BAL D> INTERNATIONALLY FAMOUS FOR QUALITY BILLFOLDS, KEY 








CASES, BREAST POCKET WALLETS AND LEATHER SPECIALTIES 














PRESIDENT 

D. J. NASH 
VICE PRESIDENT [comen, mancee | | rasasunse | 
6. 1. COMEN | ha ena | _ 
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PERSONNEL METHODS Twat STUDY = AGENT RECEIVING HPPING MANUFACTURING QUALITY CONTROL FINAL ASSEMBLY ENGINEERING LEATHER FINISHING QUALITY CONTROL 
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KENTUCKY DERBY 
Superb Classic Designed 
Case in Heavy 14K Gold. 
Sweep Second Hand, 17 
Jewel Lucien Piccard 


SALON 


Case. 
Piccard Movement. 


Movement. 
ARE CORDIALLY INVITED TO VISIT OUR 
H No. 7 at the ANRJA CONVENTION 


é BOOT 
August 12th-16th 


WALDORF-ASTORIA HOTEL, New York City 









precision made since 1837 
fashion firsts of today 
precious heirlooms of tmorrow 


37 WEST 47 STREET e 
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Dramatic Elegance in a 
Handwrought 14K Gold 
17 Jewel Lucien 


| 


\} 







i 


uu 


»f 


nl 


il 


GOLDEN SWIRLS 


Heavy 14K Gold Case 
framed in Equisite Hand- 
crafted Filigree. 17 
Jewel Lucien Piccard 


Manefuclaring Jovslers 


Movement. 







et OLR RRA * 


SEA TREASURE 
52 Fine Matched Cul- 
tured Pearls Set in Heavy 
14K Gold Case and 
Lovely Twin-Chain 
Bracelet. 17 Jewel Lucien 


Hil 


LUCKY LADY 
Glamorous Horseshoe of 
Fine Matched Cultured 
Pearls Set in Heavy 14K 





ti 


A.BLUMSTEIN mc. ~ 


Gold Case. 17 Jewel 
Lucien Piccard Move- 
ment. 


NEW YORK 19, N. Y. 
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T'S YOUR 


Checks watches of 
all beats. 


Only on the Paulson 
Time-O-Graf can you 

et a completely 
clear record of hair- 


UNDISPUTED BUSINESS BUILDER 


The only watch timer that gives you unin- 
terrupted information from mainspring to 
hairspring, on one continuous tape. 


Only on the Paulson Time-O-Graf 
can you regulate as you watch 
the tape. 


e Hulton TIMEO-GRAF 
with its Continuous Tape is the Only 


Only the Paulson 
Time-O-Graf checks 
all chronograph and 
waterproof watches, 
on one _ continuous 
tape. 


Only the Paulson 
Time-O-Graf checks 
all P.F. and A. er- 
rors including end 
shake in pallet ar- 
bor on one continu- 
ous tape. 





spring errors, on 
one continuous tape. 











Only the Paulson 
Time-O-Graf shows 
the imperfection in | 
ALL train wheels the Paufson can 
and pinions, on one AN¢ 

continuous tape. 


AWAKEN TO THE TRUTH ON WATCH a/ | 

( Capentia’ Punt on one Contunwons, Tape | | Only the Paulson 
: ; Time-O-Graf gives 

an enlarged, clear 

record of escape 

wheel and escape- 

ment errors, one one 

continuous tape. 


Only the Paulson 
Time - O - Graf can 
check every inch of 
the mainspring, on 
one continuous tape. 


Only the Paulson 
Time-O-Graf_ locates 
cracked and broken 
balance and train 
jewels, on one con- 
tinuous tape. 





Oo } % .00 Only the Paulson Time-O-Graf gives ALL the essential information. PAULSON FAR SUPERIOR, SAY 
n y The fourth wheel alone requires 60 seconds to make a complete 
plete THOSE WHO HAVE USED 


S revolution. Only the Paulson Time-O-Graf with its continuous tape : 
less 2 Yo for cash can give you a complete Menno g of all train wheels including the OTHERS, WHICH AN HONEST 
° fourth, third, center, and barrel; everything from the mainspring to 
Liberal payment plan the hairspring. You get the complete record of every moving part. COMPARISON PROVES EVERY 
e @ i =e? 
and advertising Only on the Paulson Time-O-Graf can you see the record as you TIME. 


hear the action. 
PSSST 














+ HENRY PAULSON & CO. : 
ly, A . ou abash Ave., Chicago 3, Illinois ' 
USE THIS HANDY COUPON ' s a See ead on no-risk trial. ' 
{J — Paulson Time-O-Graf at $550.00 less 2% for : 
4 f N R Y PA U LS Q N & ( 0 « C)} Send contract — down and balance $28.00 per 
month tor months. 
131 S. WABASH AVE. I a i oi ae eee dish ee tateadnnsbeekeesdeeet 
es | Ley-Vclo mux gum | a8), [e) : Te CTY eet eT ee eae t 
. i ee athe -K 7- 
PREPARE NOW FOR FUTURE SERVICE A... a 
71 
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Only PAGIHC 
Silver Cloth 

positively 

orevents tarnish 








Mahogany chest, 
brass trim, #423-1, 
by Gorham Manu- 


SPECIFIED BY " fi ff / r facturing Co. 


LEADING SILVERSMITHS : l wh Lined with Pacific 
fx Silver Cloth 


— ; linings come in 2 sizes: 
fire Self-service display for silver 18” x 31” and 36” x3)” 


and Yoon tonite S' = wraps makes extra sales 
ieee : 


os paciFle : Silver wraps for drawer 


Pacific Silver Cloth chest linings, rolls and bags 
give you an added selling feature for precious 
sterling, trade up fine silverplate. This amazing 
cloth keeps all silverware bright, ready to use 
without polishing. A special silver compound in 
Pacific Silver Cloth filters tarnish out of the air! 


Only Pacific Silver Cloth gives this complete 
and lasting protection from tarnish. Its rich 
mahogany color flatters silver, doesn't show 
dust. The Pacific Silver Cloth label on every 
item is your customer’s assurance she is getting 
the best silver protection money can buy. Ask 
your wholesaler for it. Nationally advertised in 
leading magazines. 


PACIFIC MILLS, Dept. RR-7, 
1407 Broadway, New York 18, N. Y. 


Gentlemen: I am interested in wraps , chests 
holloware bags , place-setting rolls » packets... 
made with Pacific Silver Cloth. Send me names of sources 
of supply and descriptive literature. 





COMPARE THESE SPOONS FOR TARNISH! 
Unretouched photos* by U. S. Testing Co., Inc. 
Spoon “A” wrapped in ordinary “anti-tarnish” cloth accumulated heavy 
tarnish during test. Spoon “B”, protected by Pacific Silver Cloth, 
retained its original sparkle and luster under the same conditions. 
*Test #18035, March 23, 1950 


ts PACIH Silver Cloth 


MADE BY PACIFIC MILLS... 
Weavers of fine Cottons, Rayons, Worsteds and Woolens 





Name 











Street Address 





City Zone State 








a 


THE JEWELERS’ CIRCULAR-KEYSTONE 





HERITAGE 
| $13.95 


“CLASSIC 
— «$13.95 | 


FIRST AGAIN! 


AeSeR Ascot Lighter proudly adds another first to 
those which have given it so eminent a place in the 
jewelry field in so short a time. 


1947 e First lighter in Rhodium. 


CHROME MIDGET 
1948 e First to decorate pocket lighters in gen- _ 


uine Mother-of-Pearl, and high fashion scarlet Cobra. 


1949 e First table lighter in Colonial motif — 
The Ascot “Heritage”. 


1950 e First decorative table lighter in Oriental 
= motif—The Ascot “Pagoda.” 
” LEATHER 


$9.95 : MOTHER OF PEARL 


1951 e First ornamental desk lighter. Previewers ) : 912.50 
have declared this to be the richest thing they have cr, 
ever seen in lighters. 


‘ BE SURE TO VISIT OUR BOOTH | ) 
UTHER MIDGET AT THE NEW YORK AND CHICAGO SHOWS, le, | 

99-95. | PRODUCT MOTHER OF PEARL 
: ) TO SEE THIS FABULOUS PRO | mIDGEY 230 


Be FIRST in your City with an A-S-R ASCOT FIRST 


LIGHTER DIVISION, AeSeR CORPORATION 
BROOKLYN I, NEW YORK 





HERITAGE SET 


gy $27.50 Og Uw 

















PLATINUM METALS DIVISION + THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. ¥. 
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“Oh, it’s Beautiful... 


what metal is this?” 


CUSTOMER: Palladium? I’ve been hearing about 
that. Tell me more about palladium. 


JEWELER: Palladium belongs to the platinum group 
of precious metals. There are six of them... platinum, 


palladium, rhodium, ruthenium, iridium, and osmium. 


CUSTOMER: It certainly makes a lovely ring. And 
the diamond has such a brilliant sparkle, too. 


JEWELER: Diamonds always show up well in palla- 
dium; it’s a white metal, and that’s the very best back- 
ground for diamonds. Palladium is also a strong metal, 


JEWELERS! Be sure to send for your free copies of 
give-away booklets and attractive counter cards fea- 
turing palladium jewelry. 


“Why, that’s Palladium 


att 





oe newest and one 

of the rarest 

of the precious 
jewelry metals.” 


and that means extra safety in protecting the stone. 
In fact, palladium has long been used as the actual 
setting for stones in jewelry made of other metals — 


for those very reasons. 


CUSTOMER: Well, | sure am glad to learn all this. 
Palladium makes a beautiful ring. Is it being used for 


other jewelry also? 


JEWELER: Indeed, yes. Designers are using it for 
all kinds of jewelry; we'll be having more and more 
of it because people are learning more about it, and 


they like it. 


PALLADIUM 


NEWEST OF THE PRECIOUS JEWELRY METALS 
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ppm eeeeOvreeereeDer™ow 
Size 61/2" x 934” 





NEW COMPLETELY REVISED 
SECOND EDITION 


JEWELERS’ 
DICTIONARY 





“Knowledge is Power’. Every jeweler will find 
profit-making power in the knowledge of terms and 
terminology of the jewelry trade which are authori- 
tatively explained in this, the completely revised 


Second Edition of THE JEWELERS’ DICTIONARY. 


Everyday expressions, as well as obscure and little 
known terms can be understood and fluently used 
after consulting this profusely illustrated volume. 


Diagrams and explanations of the many methods 
of cutting precious stones will enable you to identify 
and explain the origin and value of modern and 
antique jewelry. Exploded views of modern watches 
will help you sell watch repairing at a better price. 
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electroplated articles are backed up with the authority of 
the printed word, compiled by experts in these fields. Post Paid 
Terms in allied fields such as china and glass are also 


explained in detail in easy to understand language. HARD COVER BOUND 


In one comprehensive volume, THE JEWELERS’ DIC- peti rm 
TIONARY contains an invaluable wealth of information— 
indispensable to the jeweler, watchmaker, gemologist, 
advertising man; in short, to anyone seeking information ORDER TOD AY 
pertinent to the jewelry and allied fields. 

FOR IMMEDIATE DELIVERY 





AUTHORS 
Dr. Frederick H. Pough 


Curator of Gems and Minerals of the 
American Museum of Natural History 


THE JEWELERS’ CIRCULAR-KEYSTONE 


100 E. 42nd St., 
New York 17, N. Y. 


John J. Bowman Please send me a copy of the revised JEWELERS’ 
ohn J. 
Director of DICTIONARY. Enclosed find $6.00 


Bowman Technical School 
I Mee er is enclosed 


C. M. Hoke 
Consulting Chemist 
Jewelers’ Technical Advice Co. 


Money order .......... is enclosed 


Check or money order must 
accompany all orders. 


DO NOT SEND CASH 
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if you are 

Profit-Conscious 

with a keen merchandising 
eye for the future... 

here is a must stop 

on your convention 


sightseeing tour: 
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HERE iS YOUR OPPORTUNITY to see the 
most exciting new diamond ring idea in over 
500 -years — Columbia’s ‘‘TRU-FIT’ Diamond 
Ring, the remarkable ring that automatically 
adjusts to fit the finger perfectly, preventing 


slipping, sliding or turning . . . the diamond 
ring that guarantees perfect fit, complete com- 
fort and unsurpassed security. 

YOU WILL SEE... . sales-stimulating merchan- 
dising displays, traffic-building contests, a 
complete trade-in and re-mounting campaign, 
a demonstration of the new ‘“TRU-FIT’ series 
of movie and TV film . . . a hundred and one 
merchandising ideas all planned to help you 
see the new streamlined slender, graceful 
Columbia Diamond Rings with the exclusive 
“TRU-FIT’ feature. 


DESIGNED AND CREATED BY 


AXEL BROS., INC. 


21-10 49th Avenue 
Long Island City 1, N. Y. 














We put ourselves behind your 


new sales policy to go with 


In our many years of dealing with the jewelry trade, we have 
seen the headaches that many reputable jewelers have faced 
in selling low-priced watches. 


Uncertain quality—uncertain sources of supply—pricing 
policies that are all over the lot—lack of public confidence in 
the product—these weaknesses have tripped up many a jew- 
eler. You know that, and so do we. 


That’s why we are announcing not just another low-priced 
watch, but a new way of doing business in the low-priced 
watch field. It is a way of doing business that will make it 
possible for reputable jewelers to make money out of the fact 
that one of every four jeweled watches sold in America is in 





the low-priced field. It is a way of doing business that will 
give you— 

—quality watches that protect jeweler reputation 

—an established, reliable source of supply 


—association with jewelers chosen under a selective 
distribution policy 
—consumer confidence built by strong national advertising 


Here are the details of what the new 
Wadsworth Watches and sales policy give you to make 
your watch business more profitable 


1. Quality Watches: our watches have movements of uniform 
excellence ; jeweled lever Swiss movements that are numbered 
in a conspicuous place so that servicing is no problem, We 
style and make our own cases, and you know that “‘Wadsworth” 
means quality work. Our prices will start at $19.95 (tax 
included), and cover a range of models most popular in the 
moderate price bracket. 


2. Established source of supply: you'll be dealing with the 
same Wadsworth management you’ve known for years, now 
operating as a subsidiary of Elgin National Watch Company, 


3. Selective distribution policy: we are selecting Wadsworth 
Watch jewelers, so that you will be in the company of reputable 
jewelers who believe it makes sense to merchandise a watch 
in the low-priced field honestly. 


4. National advertising: we are telling the story of our new 
Wadsworth Watches in powerful advertisements—nine full 
pages in all this fall—in such magazines as LIFE, LOOK, and 
COLLIER’S. We are building public confidence that means busi- 
ness across your counters. 


That is our four-point program —and we don’t think any- 
one else can match it. It was developed especially to put your 
low-priced watch business on a stable, profitable basis, and I 
think you'll agree it will do that. 


Our salesmen are out in their territories now, and one 
should be in soon to show you the new Wadsworth line per- 
sonally and to answer any questions you may have. If you 
don’t want to wait for him, drop me a note. 


SL a 


The Wadsworth Watch Case Company « Dayton, Kentucky * subsidiary of Elgin National Watch Company 
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A GOOD WATCH AT A BETTER PRICE 
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sounter and built a completely 
pur new Wadsworth Watches 


Retail prices, Federal Tax included, of models shown (a partial selection) are: A. $49.75; B. $29.75: C. $35.75: D. $29.75; E. $19.95; F. $33.75; G. $29.75; H. $25.95 
Prices subject to change. You get a new sales outlook with these new Wadsworth Watches 
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DIAMOND DIGEST 


THE STORY OF DIAMONDS 
(Part Five) 


| The automobile industry started to 
expand shortly after World War I be- 
cause more and more people began to 
buy automobiles on "credit." Among 
the first merchants to take advantage 
of this trend were jewelers, most of 
whom sell diamonds and other jewelry 
| on credit today. 


It must be remembered, though, that 
| once the public realized that auto- | 

mobiles could be bought on terms-——and | 
that was around 1925-—-most of the 
manufacturers changed their advertis— 
ing theme. True, they continued to 
talk about "terms," and some still do 
——but they also emphasized the beauty 
and durability of their automobiles 
and the enjoyment afforded by them. 
This advertising policy has paid off 
handsomely. 


Some jewelers, on the other hand, 
still stress "terms" in selling dia- 
monds. Rarely do they sell any other 
idea. The imperishable beauty of the 
diamond, fashion trends in mountings, 
and other features are ignored. 


Arnstein Bros. & Co. are manufac-— 
turers and importers of diamonds, not 
retail merchants. But being vitally 
interested in the problems of re- 
tailers, we discussed present day ad— 
vertising with many of our large 
accounts——whose diamond sales are 
always markedly above average. 





Their replies were practically un- 
animous. Said one merchant, whose 
views reflect those of the others: 
"Naturally we make clear that diamonds 
can be bought on credit. But we 
assume people know that today. Our 
main themes cover the diamonds then— 
selves, and we never fail to stress 
these facts, among others: a diamond 
is the perfect gift for any occasion; 
| it will last forever; it never loses 
| its beauty; it can be handed down from 
| generation to generation." 





























= 
Of course, this jeweler, like count- 
less others, also gives his customers 
| top values. Buying Arnstein's 
| standardized diamonds makes this 
possible. Such diamonds assure the 
merchant faster turnover and greater 



























































profits. 
DIAMOND CUTTERS AND IMPORTERS 
608 FIFTH AVENUE NEW YORK 20, N. Y. 











80 THE JEWELERS’ CIRCULAR-KEYSTONE 
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W* had dinner recently at the 
Army Officers’ Club at the 
Aberdeen Proving Grounds in Mary- 
land. The club is almost inviting 
enough to make a man wish he were 
back in uniform. Knotty pine panel- 
ing. A grand, crystal chandelier. 
Most of the things a young West 
Point plebe dreams about. But there 
was one feature of the dining room 
tables which seemed to be out of 
harmony with the room’s sumptuous 
surroundings. It prompted us to ask 
vurself whether America’s silver man- 
ufacturers were tapping every mar- 
ket: the Army was using stainless 
steel flatware! And (but don’t let 
this get out) some of it was stamped 
“United States Navy.” 


© © 


T the recent Tri-State Convention 
in Wilmington, Del., a panel of 
trade leaders had this question put to 
them at one of the regular meetings: 
“What do you do with the cus- 
tomer who comes back to your store 
three or four months after he has 
bought a diamond ring and asks for 
his money back?” 

One of the panelists offered this 
excellent solution. He said that, in 
some cases, the return is a bona fide 
case of a broken engagement. But. 
more frequently, the person who 
brings back a ring after such a long 
wait is attempting to re-claim his 
money so that he may take advantage 
of another ring from another outlet 
which, in his mind, is a better buy. 

In either case, the pattern is invari- 
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ably the same: the man who wants 
lo return the ring for a refund always 
goes to great lengths to explain that 
he is more than satisfied with the 
ring. He states emphatically that the 
jeweler has sold him a good ring at 
a fair price. But, he says, the girl 
turned him down. He cannot use 
the ring. 

Thus committed, the jeweler offers 
the man a solution which works in 
almost every case: he offers to re- 
mount the diamond (at no cost) in 
a man’s setting. He clinches his argu- 
ment by pointing out that the cus- 
tomer should enjoy the diamond 
(which he admitted was quite satis- 
factory) until that day in the future 
when he will have an opportunity to 
offer it again. 





Something to Think About 


DEPARTMENT STORE SALES 
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@, bones FINE, president of Max 
Fine and Sons, New York dia- 
mond cutting firm, tells a story about 
a stone that disappeared. One of his 
workmen was handling a diamond 
with a pair of tweezers one day when, 
unexpectedly, it popped out of the 
tweezers and disappeared. He searched 
the room for the missing stone, but 
found nothing. He called his asso- 
ciates to help in the hunt, but this 
search bore no fruit. Six years later, 
on the day the company was moving 
to a new location, the mystery of the 
lost stone was still on Mr. Fine’s mind. 
During the “one last look” around the 
room which had swallowed the dia- 
mond, he spotted it—-under the 
grilled top of an old-fashioned radia- 
tor. 


© © 


HE shadow of the Russian soldier 

hangs over the fearful people of 
Western Europe, but the odd actions 
of his barbarian mind still make the 
European chuckle at him. Allan Jack- 
son, CBS newscaster, told some stories 
the other day which make us wonder 
how the Russian can understand the 
workings of the complex weapons of 
modern warfare, when he is still be- 
wildered by a wrist watch. 

In Czechoslovakia, a civilian was 
stopped by a Russian soldier and 
forced to hand over his four dollar 
wrist watch. The Russian was happy 
when he put the watch to his ear and 
heard it tick. He took eight other 
watches which he had been ° aring, 
handed them to the civilian and said, 
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Here’s how to do it! 
Advertise a six-piece place setting of 1847 
Rogers Bros for only $8. Write to Adver- 
tising Department, International Silver 
Company, Meriden, Conn. 


Display place settings along with 52-piece 
sets on counters and in windows. 





Have salespeople show place settings and 
o2-piece sets to every customer. 


1347 ROGERS BROS 


America’s Finest Silverplate 
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“These no good. They don’t move. 
The exchange was OK with the 
ejvilian, because he found that the 

‘ht watches he was forced to take 
his cheap one were all good. The 
Russian just did not know that they 
had to be wound. 

A jeweler in another part of 
Europe 1s still telling the story about 
the Russian who carried a big clock 
into his shop, put it on the counter, 
and told the jeweler to make four 
litle watches out of it. He wanted to 
give them to his family as gifts. 

In the divided city of Berlin, where 
the Russians occupy the eastern zone, 
the citizens will tell you how to tell 
east from west on any dark night 
when you are near the border of the 
Russian zone. Just hold out your 
hands at arm’s length, then turn slow- 
ly in a circle. When you feel some- 
one snatch your watch from your 
wrist-—that’s east. Turn in a hurry 
and run the other way. 


© © 
UGUST SEIFERT is a skilled en- 


eraver who is noted for carving 
important documents onto tiny ob- 
jects. The JEWELERS’ CiRCULAR-KEy- 
stoNE told a story about him last 
year. An exhibit of his, currently 
being held in Fredericksburg, Va., 
contains his latest work of art: the 





Monroe Doctrine engraved on one 
side of a dime. Together with a pres- 
entation inscription, the complete 
letter-count totals 385. 

More than 50 other pieces of his 
work, including copper plate engrav- 
ings of Abraham Lincoln and Doug- 
las MacArthur, are also being shown 
at the exhibit. Minute lettering is not 
new to Seifert. Once he engraved the 
names of a high school’s entire stu- 
dent body (1483 letters) on the back 
of a watch which was presented to 
the school’s principal. 

Seifert, owner of the Monogram 
Shop in Baltimore, has done most of 
his more spectacular pieces for his 
own enjoyment. 


© © 


|S en ROSENBERG, vice - presi- 

dent and advertising spark of 
Gensler-Lee, California diamond spe- 
cialists, tells of a spectacular $50,000 
project which he discovered recently 
in the ancient Indian city of Agra. 
A world-wide tour took Rosenberg tu 
India and his curiosity attracted him 
into the dingy back-room of an old 
Indian jewelry shop. He found eight 
barefoot native workers, each wear- 
ing a white turban, sitting cross- 
legged on the floor, embroidering a 
large, jeweled bedspread with some 
28,000 precious and semi - precious 
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“Wake up, dear. Your hobby is calling." 
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gems. A famous king has ordered 
this spread which, when it is com- 
pleted, will sparkle with 38 varieties 
of precious and semi-precious stones. 

These artisans have worked on 
this project for six hours a day for 
more than a year. Four workmen 
sit on each side of the spread, which 
is stretched across two poles. Needles 
glitter in the air as gold, silver, rubies, 
emeralds, sapphires, pearls, diamonds 
and other gems are picked up. 

The spread is being made in the 
shop of Ganeshi Lall and Son. The 
fathers and grandfathers of today’s 
barefoot workmen sat on the floor of 
this same shop more than 50 years 
ago and made the coronation robe 
for Her Majesty, the late Queen Alex- 
andria of England. 


> © 
BE CERTAIN 


You are buying 


JEWELERS’ 
CIRCULAR- 
KEYSTONE 


Don’t Do Business with anyone 
who represents himself as a JC-K sub- 
scription salesman unless he has a 
letter of authority on JEWELERS’ Cir- 
CULAR-KEYSTONE stationery and also 
be sure to make out your check i» 
THE JEWELERS’ CIRCULAR-KEYSTONE 
. .. not to the Representative. This is 
a double safeguard. 


Misrepresentations have come to 
our attention where jewelers, think- 
ing they are being offered a subscrip- 
tion to JC-K and a copy of “Trade- 
marks of the Jewelry and Kindred 
Trades,” find out later that they have 
actually bought another jewelry mag- 
azine and a trademark book ‘yet un- 


published. 


There is No Tieup between a trade- 
mark book and a subscription to 
JEWELERS’ CIRCULAR-KEYSTONE. $3.00 
is the price of a subscription to our 
magazine and it represents the best 
investment that you can make. 


Trademarks of the Jewelry and 
Kindred Trades is the only original 
complete and authentic Trademark 


book in this industry. It is copy- 
righted. It sells for $7.50. 
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Over and over again the Holmes & Edwards“850” 
idea has demonstrated: 


e That it will bring into stores a greater num- 
ber of silverware prospects... 


e That it will sell a greater volume of com- 
plete sets... 


e That it can double and redouble the vol- 
ume of silverplate sales... 


Here are the simple, logical reasons for the suc- 
cess of “850”: 


“850” cashes in on the fact that the place setting 
has become the accepted unit price in flatware. 











»-- and it pulls them up to this « 


“850” cashes in on the fact that a price of $8.50 
effectively dramatizes how inexpensive it is to 
own quality Holmes & Edwards silverplate... 
particularly in comparison with the average sterl- 
ing place setting price. 


“850” cashes in on the fact that a low unit price is 
easy to promote on a true volume basis... and 
when it is tied up to attractive Club Plan terms 
it sells complete sets in volume! 


For a more detailed story of what you can expect 
“850” to do for your store, speak to your Holmes 
& Edwards’ salesman in the near future. 


MADE BY THE INTERNATIONAL SILVER COMPANY 


HOLMES & EDWARDS Staiting Qndaid! Situ 


COPYRIGHT 1951, THE INTERNATIONAI ILVER CO., HOLMES & EDWARDS DIVISION, MERIDEN, CONN. OREG. U.S. PAT. OFF, 
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THE WATCH TARIFF QUESTION: 


Revealing Testimony by Arde Bulova 


-* 





———————— 


Many heretofore confidential facts pertaining to the 
operation of one of the industry's most colorful manu- 
facturers were revealed by the Chairman of the Board 
of Bulova Watch Co. during his recent appearance 
before the Tariff Commission in Washington. 

“Middle of the road” observations by Mr. Bulova 
provide interesting material for consideration by 
everyone interested in the question of watch manufac- 
turing—assembly—im porting—wholesaling or retail- 
ing, from the standpoint of tariffs and merchandising. 
This directly quoted report of the testimony of Arde 
Bulova, in Washington on May 24, is presented here- 
with with editorial deletions made only in the inter- 


. ~~ 





est of brevity. 





‘The primary purpose of my appearance 
today is to supply the facts of Bulova’s operations as 
they may bear upon the question before you. I believe 
these facts are relevant to this inquiry, particularly since 
the application filed herein by Elgin and Hamilton states 
that data for the Bulova Watch Company, being unknown 
to them, are not included in their presentation. I hope 
you will call on me for any information I may have in 
this connection that is not covered by my statement. 

I am here to supply today, or later, all of the informa- 
lion concerning our company’s production operations. 
about which much mystery has been made from time 
to time. 

We are and have been for some ten years the only 
watch manufacturer of complete watches in the U.S.A. 
We are the only company that not only makes the move- 
ments. but makes watchcases as well. We import the 
jewel bearings from Switzerland —the same as Elgin. 
Hamilton, and Waltham do. 


1,000,000: AMERICAN-MADE BULOVAS IN 1948 


The Bulova Watch Company has its main plant at 
Woodside, Long Island. Here, with a total force of 1,600 
to 1.800 workers, we design and produce jeweled watch 
movements, as well as the complex tooling and machinery 
to make the parts that go into these movements. As | 
will explain later, the plant is completely integrated and 
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wholly independent of any source outside the U. S. in 
its tool-making, equipment, manufacture of parts, and 
technical skills, with the exception of jewel bearings. 
This plant made approximately 1,000,000 movements 
in 1948. - 

The company also has two plants .engaged in the 
manufacture of watch cases for all its movements, one 
at Providence, R. I., the other at Sag Harbor, L. I. 

The company also produces jeweled watch movements 
at Bienne, Switzerland, manufacturing about 30% of the 
parts in its own plant, purchasing the balance of parts 
from a number of Swiss parts manufacturers. These parts 
are then assembled into watch movements in the Bulova 
plant and by independent assemblers under the super- 
vision of the company. Upwards of 900 workers are 
employed directly by Bulova in these operations. 

Finally, all Bulova’s movements, both domestic and im- 
ported, are cased in the domestically-manufactured cases, 
at its offices at 630 Fifth Avenue, New York. The total 
number of our employees in the U.S.A. is about 3,300. 

From the above summary, it is clear that the Bulova 
Watch Company is an American company — with em- 
ployees, production, and capital investment in plants, 
machinery and equipment in the United States. Its prin- 
cipal and controlling stockholders, officers and directors 
are all United States citizens. 

(Please turn to page 125) 
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Design for Suburbanization: 





Orn: of the latest trends along the lines of 
the suburbanization of downtown retail businesses is the 
development of new and completely separate shopping 
conters. One of the most outstanding examples of these is 
the Northgate shopping center in Seattle, Wash. Included 
in the 80 retatil establishments of the new shopping center 
is Burnett Bros. Jewelers of Northgate, a branch of the 
pioneer Burnett Bros. Jewelers, whose main store is 
located in downtown Seattle. Both the shopping center 
and the store embody the most modern and effective sales- 
productive merchandising principles. 

The Northgate shopping center is located in the heart 
of the thickly populated, expanding north-end suburbs of 
Seattle. An estimated 275,000 people live within 15 min- 
utes’ driving time of the center. Northgate was planned 
to provide the shopping facilities of a large metropolitan 
business district with none of the disadvantages of a con- 
gested downtown area. This center covers an area of 50 





acres, or 28 city blocks, for shops and parking. The sho 
alone cover 600,000 square feet of floor space, Beside 


a wide variety of retail establishments, including many 
specialty shops, Northgate includes a modern three-ston 
department store, a bank, an office building, and a dea 

Particular attention was given to the parking problem, 
One of the primary objectives was to provide a centey t 
which customers could drive and park without charge 
and without congestion. Sufficient ground was acquired 
to permit expansion of the paved parking area as the 
increase in traffic required, and space for a total of 4,099 
cars is provided. Parking space is adjacent to all shop 
locations, so that some shops are not favored more than 
others. There are 26 additional acres outside the cente, 
which are held for possible future expansion of the park. 
ing area. 

Variety of merchandise is made available by the pres. 

(Please turn to page 148) 


The Shopping Genter . . 








Be Ske Meroe 


Burnett Bros. jewelry store is one of the 80 retail 
stores in Seattle's new Northgate shopping center, 
in the heart of a suburban population of 275,000. 























Each store faces onto the "Miracle Mall," which is used exclusively for foot traffic. 


{Modern Trend in Suburban Merchandis 


by EDWARD R. LUCAS 





Show cases are narrower and shorter than the 
tables on which they rest, providing added 
selling space and easy departmentalization. 
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The design of the Burnett store is both simple 
and dignified. A marquee over each store front 
makes shopping easier in all kinds of weather. 











Look to Fashion 


For Lift in Summer Jewelry Sales 





WINIFRED PARKER 


weather while no one did anything about it — but tha 
was before modern rainmakers began seeding clouds and 
air-conditioning put a shiver into even the hottest days 
of summer. Sadly, some of the thinking in our industry 
still lingers in the era of three starched petticoats, and jt 
is time to realize that frothy fabrics, air-cooled theaters. 


M restaurants, stores, and other buildings have all bee, 

IDSUMMER requires a somewhat special doing their part to change the outlook for summer jewelry 

, approach in selling jewelry. Perhaps, more than anything sales. Wide-awake fashion promotions can do even more. 
else, it needs a reversal of the passive belief that women Fashion is a definite means by which you can fan 
will not buy jewelry during July and August. Naturally, enthusiasm into your summer sales! Women are always 
women do not want to be burdened with heavy, uncom- looking for new things to wear and new ways to wear 
fortable jewelry in hot weather, but you will find them what they already own. Every store has hundreds of 
plenty susceptible to flattering lightweight jewelry that potential customers who can still be persuaded they need 
gives a sparkling lift to their summer clothes, and always new jewelry to spark their vacation clothes, and hundreds 
you will find them susceptible to promotional ideas that (Please turn to page 135) 


promise to make them prettier. 
It used to be a fact that everyone talked about the 







by WINIFRED PARKER 


(Illustrations by Dorothy Burke) 


Simulated pearl choker tops off this 
sheer halter dress with a shimmer of 


coolness. Twin bracelets and button - 
earrings complete the summer “LG 
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Transparent blouse is embellished 
with gold pin fastened inside and 
exotic Siamese design gold collar. 














Diamond jewelry in a versatile mood. 
_ Choker converts to bracelets and the 
detachable diamond brooch can be worn 
as a pin with the town suit at right. 














Simulated pearls sparked with rhine- 
stones top this white lace costume. 
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FASHION BRIEFS 


Summer clothing calls for jewelry from top to toe! 
Hair styles sell earrings and hair ornaments 

Pin ensembles are popular for summer wear 
Wrist bracelets with dangles are dominant 
Diamond jewelry is increasingly versatile 

Gold jewelry has a bright eerner on fashion 


Pearls are a summer favorite—with rhinestones—with gold. 
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THE jeweler’s best friends are still the 
men who buy diamonds for the girls 
who are engaged to marry them—and 
the average jeweler expects to see his 
circle of friendship widened in 1951. 
In fact, the retail jewelry trade in gen- 


eral is more optimistic now than it was 
last year or the year before. Fifty-eight 


per cent of the jewelers interviewed in 
the annual survey conducted for N. W. 
Ayer & Son, Inc., said they expected an 
increase in sales volume during 1951. 
Only 22 per cent looked for a gain in 


EDR RII ESE WE ERE RIE EI SE NR ES CCA RRRLEED 1950 and only 17 per cent in 1949. The 


median rise expected during 1951 is 10 
per cent. 

The survey was made in January and 
included personal interviews with 109 
jewelers in 65 key cities. The responses 
lead to the following interesting con- 
clusions: 


rings. About 30 per cent of the 1950 
volume was sold in that month, Jun 
was the second most popular month, 
and May the third. 

6. A majority reported that their in. 
ventories of diamonds at the end of 
1950 were about the same as they had 
been at the end of 1949, 

7. Fifty-five per cent of all purchases 
of women’s diamond jewelry are made 
by men, 28 per cent by couples shop. 
ping together, and only 17 per cent hy 
women shopping alone. 

8. On the other hand, men make a¢ 
many purchases of men’s diamond jey. 
elry as women do and hardly any pyr. 
chases are made by couples. 

9. Diamonds were reported to he 
available in adequate quantity, for the 
most part. Some jewelers, however. 
have found that fine quality stones and 


e e e Diamonds 


at 
RETAIL 


1950 RECORDS — 1951 ANTICIPATIONS 


1. For the third consecutive year, the 
jewelers said diamond jewelry repre- 
sented about one-quarter of their total 
sales. It accounted for slightly lower 
percentages of total sales among East- 
ern retailers than among those in other 
sections of the country. To a majority, 
diamond engagement rings were as im- 
portant as all other items of diamond 


jewelry combined. 
Ce sy for the third consecutive year, 
a majority estimated they turned their 
diamond jewelry from one to two times 
during the year. . 


3. About 60 per cent plan to operate 


at the same turnover rate this year. 
However, more than one-third expect to 
achieve a higher rate, either by increas- 
ing sales or by combining an increase 
in sales with a reduction of inventory. 


4. The most popular price (at least 


the median price) for diamond engage- 
ment rings sold in 1950 was $167, ex™ 
clusive of tax. 


9. Contrary to common belief, De- 


cember leads in sales of engagement 


large sizes are still in comparatively 
short supply. 

10. Eighty-eight per cent reported 
the tradition of the diamond engage- 
ment ring was as strong as, or stronger 
than, it was five years ago. 

11. Seventy-six per cent reported 
that, to their knowledge, none of their 
customers had purchased diamonds as 
investments during 1950. Of those who 
had made such sales, only nine re 
ported that they represented more than 
five per cent of their total dollar sales 
of diamonds. 

The 35 per cent who said they ex- 
pected a higher rate of turn in 191 
compares favorably with the reports of 
the preceding year, when only 20 per 
cent did. 

It is of interest that, although vir- 
tually all of the retailers anticipating 4 
higher rate of turn look for increased 
jewelry sales in 1951, the reverse 1s 
not true. Of the retailers expecting 4 
higher sales volume, only a little over 
half anticipate also a higher rate of 
turn. 


THE JEWELERS’ CIRCULAR-KEYSTONE 

















Among the jewelers expecting the rate of turn to be higher in 1951, the median 
rate expected was two times. The median rate reported by these jewelers for 
1950 was one and one-half times. 


Expected Rate of Turn on Diamond Jewelry in 1951 








Per Cent of 
, ———— ds. 
Expected Rate of Turn (109= 100%) 
Pa one a a ea 35% 
About the same as 1950 ................... eee eee 61 
Lowerin 1951.6... cc eee 4 
TE... Sr ee es eee ee ee ee es 100% 


In appraising the reliability of the estimates for 1951, it may be helpful to 
compare the expected 1950 rates with the actual rates for the concerns which 
submitted useable data on both occasions. This comparison is presented in the 
following table: 


Comparison of 1950 Actual and Expected Rates of Turn 








_____ Per Cent of 
Comparison of Rates of Turn Jewelers 
1950 actual rate above expected rate ................... 28% 
1950 actual rate equal to expected rate ................. 37 
1950 actual rate below expected rate. .................. 35 
SD 5 fn oad oad anseauesssaseesati tee 100% 


Popular Prices for Diamond Engagement Rings in 1950 





Per Cent of Jewelers Reporting 
Most Popular _— First and Second 





Prices (Tax Not Included) Price Most Popular Prices 
ST eee: 0% 2% 
| rr 6 10 
| re eT 7 9 
BOGWONee gk rk cS. 20 17 
eS 12 10 
rer 11 10 
a 24 21 
POD. . ssa aclee Sd ewaeu ba cs 9 8 
re 7 9 
$388 and over ................... 4 4 
Se en eee le 100% 100% 
Average (median) price ............ $167 $167 


(Additional Facts Brought Out by Survey on Page 139) 














oo a EE ewer eee: | cnceeeseneenene 


+ As eens EET cone cen * 





DO YOuR 


by GEORGE T. ROBEY, Display Director, 
Arthur A, Everts Co., Dallas, Texas. 
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Sterling hollowware is suggested for Christmas 
gifts in this simply-arranged display. Spirit 
of the season is imparted by strings of colored 
balls and gift-wrapped boxes used as stands. 


Redesigning of outmoded jewelry is suggested 
as Valentine gifts in this display showing a 
variety of designs, uncut stones and jewelry. 


Easter motif is given this 
display of watches as gifts 
by church window flanked by 
candles and Easter lilies. 














Arthur A. Everts Co., Dallas jewelers, have long done an outstanding joh 


of window promotion. The display director of that firm explains the many 


factors in a display necessary to implant that “buy” impulse in customers. 


a surveys have repeatedly con- 
firmed the fact that almost 90 per cent of all retail sales 
of merchandise are influenced by the medium of sight. 
Show windows are often referred to as “the eyes of the 
store’; as such, they represent the jeweler’s first contact 
with his potential customer. It is through the windows 
that the customer gets his first impression of the store, 
and it is generally that first impression that motivates the 
customer's “buy” or “pass-by” impluse. 

Good displays definitely identify a store in the cus- 
tomers mind and give the impression that here is a store 
where a person may expect to find merchandise of quality. 
That impression is particularly important for the jeweler 
and is, or should be, his constant aim. 

As salesmen, the importance of window displays cannot 
be over-emphasized. They are the one salesman working 
day and night, Sundays and holidays, averaging 16 hours 
a day. In terms of ability to appeal to the eyes of 
pedestrians and shoppers, to simplify and speed the sale 
of goods to more people, and to reduce selling costs. 
window display promotion is the jeweler’s most efficient 
and, if properly used, his most economical advertising 
medium. Certainly it is the one medium on which the 
retail jeweler should build all other forms of advertising. 


Pearls are spotlighted in this display which 
capitalizes on the article published in Life. 


Dynamic displays, interestingly dramatized, create a 
magnetic demand for the merchandise featured. Show 
windows may be compared to a stage in that settings and 
lighting play very important parts in displaying merchan- 
dise to its best advantage. This is especially true in jew- 
elry display. Well-planned lighting is just as important to 
the jeweler as a complete stock of merchandise for dis- 
play and selling. Diamonds are dramatic in themselves. 
for example. Because of their inherent value, they require 
settings of elegance and individuality; because of their 
brilliance, they require proper lighting to show this 
quality to its best advantage. Review your store lighting. 
Is it doing its part in your selling program? 

Particular attention is given to the lighting at Everts. 
The lighting system is a combination of fluorescent and 
incandescent. This arrangement was designed to eliminate 
glare and provide an evenly distributed lighting for the 
proper display of all types of jewelry merchandise. Light- 
ing engineers have found that the combined use of fluor- 
escent and filament lighting provides the best condition 
for displaying jewelry. Fluorescent touches jewels with 
a cool light and preserves their clear character. Spot- 
lights add sparkle to jewels by reflections from gem 


(Please turn to page 124) 


Variety of modern watches carried by Everts’ is 
promoted in this simple, semi-technical display. 
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Adams, William, English Silverware, New York, N. Y. 
GBR Booth 275 

Adels, M. Company, New York, N. Y............ Room 604A 

Adler-Jones Company, Chicago, Ill........... Ex-H Booth 144 

Aisenstein, Louis & Brothers, Inc., New York, N. Y. 

Ex-H Booths 119-120 


Allan Co., The, Chicago, Ill. ................ Ex-H Booth 151 
Allcraft Novelty Co., New York, N. Y....... Ex-H Booth 12l 
Altheimer & Baer, Inc., Chicago, Ill...GBR Booths 260-261-262 
Alva Pearls, Inc., New York, N. Y........... Ex-H Booth 138 


Axel Bros., Long Island City, N. Y. 
Ex-H Booth 80, P.D.R. #1 
American Plastics Company, Hammond, Ind...Ex-H Booth 26 
A.S.R. Corp. (Ascot Lighter Div.) Brooklyn, N. Y 
Ex-H Booths 68-85 
Arnstein Bros & Co., New York, N. Y.....Participation Suite 


b. & OQ. Chain Company, Providence, R. I. 
Ex-H Booth 101, GBR Booth 312 


Babroff, Emanuel, Chicago, Ill............... Ex-H Booth 128 
Bardach Brothers, Indianapolis, Ind................ Room 512A 
Bass, Louis Company, The, Los Angeles, Calif..Ex-H Booth 13/ 
Bell Lamp Mfg. Corp., Chicago, Ill........... Ex-H Booth 36 


Berman Watch Company, Inc., New York, N. Y.....Room 65/ 
Bieler-Levine Company, Chicago, Ill.....GBR Booths 273-274 
Blancard & Co., New York, N. Y........... Participation Suite 
Bovet Watch Corp., New York, N. Y............ Room 530A 
Brandt, J L. Company, New York, N. Y...Rooms 610A-611A 
Brown & Gravenson, New York, N. Y...GBR Eooths 277-278 
Buffalo Jewelry Case Company, Buffalo, N Y. 

GBR Booths 251-252 


(Please turn to page 131) 
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f Fall Jewelry Lines at Chicago 


= to conform to the demands on a 
jeweler’s time during his visit to the National Jewelrv 
Fair in Chicago, July 29 to August 2, the business ses- 
sion of the National Association of Credit Jewelers con- 
vention will again be streamiined into a one-day affair. 
An important change in timing this business session was 
also made. For the first time in. its history, the NACJ 
convention session will be held at night, after the close of 
the exhibition areas, rather than as in the past, during 
the day. The all-day business meeting, usually held on 
Tuesday during the Fair, will be moved back to Sunday 
night, July 29. It will be held in the North Assembly 
Room on the third floor of The Stevens, beginning at 
8:45 P.M. 

This planned night session will leave the retail jeweler 
free to visit all the exhibition areas during their official 
attendance hours and at the same time give him the oppor- 
tunity of attending the short but important sessions after 
the closing of the exhibits on Sunday at 9:00 P.M. 

Doors of the Exhibition Hall and the Grand Ballroom 
of The Stevens hotel, where exhibits will be located, will 
open at 2:00 P.M. on Sunday, July 29. This will officially 
open the Fair two hours earlier than heretofore, thereby 
giving visiting jewelers that much extra time to view the 
lines on display and leave them time to attend the busi- 
hess sessions in the evening. 


FOR JULY, 1951 
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The NACJ Convention Committee estimate that ap- 
proximately 4000 jewelry buyers representing nearly ail 
the 48 states will be in Chicago for the 1951 National 
Jewelry Fair. Over 4200 jewelry retailing representatives 
attended the 1950 Fair’and it is expected that this year’s 
attendance will equal that figure. 

The visiting jewelers will have the opportunity to 
secure the facts for themselves on the many complex 
questions arising out of governmental controls on busi- 
ness by consulting with the top management of 175 
exhibiting firms at the Fair. They will find these execu- 
tives of firms which supply the merchandise they sell 
not only willing, but anxious to set straight the questions 
on pricing, availability of goods, and many other ques- 
tions posed by conditions in the trade as they are today. 
In addition, the hundreds of jewelers in attendance at 
the Fair, operating large and small businesses, and all 
facing the same common hurdles, will have the oppor- 
tunity of exchanging ideas, policies, promotions and 
planned programs for their own business betterment. 

All principal jewelry markets will be represented at the 
Fair by the 175 firms exhibiting in more than 250 dis- 
play spaces at the Stevens. Well-known trade-name firms 
introducing many new items needed in every retail 
jewelry store for fall and Christmas selling, will be on 

(Please turn to page 130) 
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— is one of the tools which the merchant 
can use to heighten the visual appeal of his merchandise 
and lower the sales resistance of his customers. Color 
creates very definite and very similar psychological moods 
in humans. Color can make objects and spaces look 
smaller or larger. Colors give seasonal atmosphere. They 
can give a sensation of warmth or coolness. Color has 
strong fashion importance—and most important of all— 
colors can flatter your merchandise—or if wrongly used 
they will detract from its beauty and appeal. 

The study of color and its application to merchandising 
is an extremely intricate subject which can hardly be 
summarized in such a series of articles as these. Even 
color engineers—those who have made a business of 
consulting on color problems—do not claim to have com- 
pletely explored its possibilities, although they have con- 
tributed valuable and profitable knowledge to many indus- 
trial and marketing projects. Some understanding of the 
principles which they use will help in making color work 
for us in the jewelry window. This article will attempt 
to give a brief description of some of the principles of 
color analysis and harmony. Next month these prin- 
ciples will be applied directly to the problems of decorat- 
ing the jewelry store window. 

Since it is almost impossible to describe colors in words, 
to be sure that we are talking about the same colors, a 
color chart is needed for reference. An outline chart is 
shown with this article. Since it cannot be printed in 
color, you may find it helpful to make an enlarged chart 
filled in with your own color swatches. There are a num- 
ber of color papers available which can be used, but the 
best ones available for this purpose I believe are those 
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Key to Color Chart 


R — Red O oe Orange 
Y — Yellow SG — Green 
B — Blue V — Violet 


Keystone of Display 


by VIRGINIA DIXON 


put out by Color-aid, 329 East 29th Street, New York 16, 
N. Y. Their “Swatch Book” containing two hundred 
swatches of colors, each three inches by five inches, is 
virtually a color chart in itself and will be found of great 
help in making color choices and working out color com- 
binations. These swatches are keyed according to color 
and shades and tints of each color. I have used this same 
key on my color chart. The Swatch Book can be ordered 
from Color-aid and is priced at $3.75. Larger sheets 
(18 in. x 24 in.) of the same colors are also available. 

The six basic colors are the familiar yellow, orange, 
red, violet, blue and green (shown on chart clockwise in 
this order). These six basic colors are, of course, subject 
to almost infinite variation by combining them with each 
other and with black and white. It has been said that 
the human eye can detect difference in two million differ- 
ent shades! 

One way of classifying these variations is by identifying 
them as “warm” or “cool” tones or hues. (Warm tones 
are indicated on the chart by black and dark gray — cool 
tones by white and light gray). Red, yellow and orange 
in their pure state are considered warm colors. Blue 
sreen and violet are called cool colors. And this is not a 
mere figure of speech. The red and yellow end of the 
spectrum actually measures a higher temperature than the 
blue end — since color is light and light contains heat! 
The catch is that one rarely sees these six colors in an 
absolutely pure tone. The colors we see and use are nearly 
always a little to one side or the other of the pure spec- 
trum color —that is a bit of a neighboring color has 
been added, making them either “warmer” or “cooler” 

(Please turn to page 134) 


THE JEWELERS’ CIRCULAR-KEYSTONE 








A GARDEN setting, complete with picket 
fence, forms the background for a display of accessories 
for summer entertaining. The picket fence made of trimly 


painted white pickets wired together at two inch intervals 3g 
‘; available at very little cost from local Sears Roebuck 
stores or by mail. Garden flowers on wire stems are 


arranged behind the fence to form a colorful background. 

Grass cloth flooring may be used or green fabric or 

velour paper may be substituted. Any neutral color can 

be used for the wall back of the flowers or preferably 

a sky blue paper or fabric could be shown. lor a 
The picket fence is flexible and may be placed either 

straight across the background wall or curved as shown 

in the sketch. The curved arrangement looks more grace- 

ful and unless space is at a particular premium, is better. 

The flowers should be arranged in groupings of similar 

colors and varieties. They can be held in place by using 

wire flower holders or lumps of modeling clay. The clay 

forms a fairly heavy base into which the wire stems can 





Summer Window 


















































Designed for a display of summer accessories, this attractive 
setting carries out seasonal theme with a minimum of expense. 


easily be inserted at any desired angle and the clay will 
hold them quite firmly. 


Merchandise should be selected for real summer enter- : 
laing usefulness—pitchers and tall goblets, salad bowls. MATERIALS NEEDED TO ASSEMBLE THIS DISPLAY 








casseroles, gay china plates and serving dishes, hurricane Material Source 
globed candlesticks, condiment sets. and so forth. Wired Picket Fence unit Sears Roebuck and 
This is a good time of year to feature flatware pieces 16 inches high or Co. local branches 
for filling in incomplete silver services, for this is when 24 inches high in or Philadelphia, 
the hostess really feels the need of extra teaspoons, salad 25 foot lengths Pa. 
Artificial flowers—garden types Local stores 


forks, ice cream spoons, iced tea spoons and extra serving 


spoons and forks. 
Don’t forget that appearances count more than ever in Grass cloth flooring (optional) 


warm weather windows. Good housekeeping is vital! 


on long stems 
Display supply house 
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The ‘Lighter’ Side 


Smokers never strike matches in this 
jewelry store, because they never have 
the opportunity. Salesmen furnish all 
lights—using lighters from the stock 


of ‘big names.’ Result: lighter sales! 


by RICHARD A. LONGDEN 


= lighters deserve specific, aggres- 
sive promotion, says Louis Sunshine, owner of Sunshine 
Jewelers. 

This Denver, Colo., store specializes in lighters, with a 
full case on the right side of the store, facing into the gift 
department, devoted exclusively to them. A continuous 
sales program is based on the famous lines of lighters 
which the jewelry firm features. Salespeople and window 
displays join to promote lighters on every selling day of 
the year and, as a result, the store sells as many lighters 
today as it sold immediately after World War II, when 
“big name” brands broke all existing sales records. 

The reason for his success, according to Sunshine, is 
a result of both the mass display in his prominent lighter 
case, which shows every type of lighter produced by 
accepted manufacturers—from $200 gold models down 
to lower-priced utility varieties, plus the aggressive sales 
approach of his salespeople. 

First, each salesperson in the store carries his favorite 
model lighter in his pocket and uses every opportunity to 
demonstrate the lighter to his customers. “As soon as 
any customer is seen about to light a cigarette, the nearest 
salesperson steps to his side and offers a light. He calls 
attention to the instant flame, the silent action and the 
smooth operation,” Sunshine said. “While it is reasonable 
to assume that almost everyone today is familiar with the 
operation of the country’s leading lighter lines, we have 
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of Selling 





Louis Sunshine, manager of the store, adds another lighter to 
the showcase. His highest priced lighter is a $200 gold model. 


found that there are still many people who have never 
used one, and who are getting by with old-fashioned types 
which often cause exasperation before the lighter will 
light.” 

At other instances, when the subject of lighters cannot 
be brought up in any other way, a salesperson will offer 
customer a cigarette for the opportunity to demonstrate a 
lighter. This approach is used primarily with men cus- 
tomers, giving the salesman the ideal “opening wedge” 
to point out “a gift which you can give to yourself” or, 
to gift buyers, “a gift which keeps on giving for many 
years.” 

While well-recognized, smoothly-operating standard 
lighters in precious metal finishes are the store’s prin- 
cipal sales items, Sunshine does not discount the fact 
that new ideas in lighters of the novelty type often have a 
great appeal to the public. “While we do not carry a big 
variety of novelty lighters which usually enjoy only a 
short sales life, we will experiment with every new type 
as soon as it has proved itself worth-while,” Sunshine said. 
“There are many men who buy a new cigarette lighter 
every few months, merely for the fun of surprising friends 
with it. And not an inconsiderable number are lighter 
collectors, who have scores of lighters of various types 10 
their homes.” 

Thus, along with the staple lighter stock, this Denver 


(Please turn to page 133) 
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ABOUT CIGARETTE LIGHTERS 





HISTORICALLY SPEAKING, ever since cerium 
sparking-metal alloy became available — now 
nearly half a century ago—intensive efforts have 
been made both in this country and abroad, to 
provide a lighter for cigarettes, cigars, pipes, 
etc. which the ordinary user could manipulate 
with a minimum of encumbrance and awk- 
wardness, and .with maximum assurance that 
the desired light would be safely produced and 
extinguished. And yet as late as the 1920s the 
uncertain action of such lighters was proverbial 
and frequently lampooned. 


IN THE LATE 1920s, the first Ronson lighters of 
present-day type came on the market. The 
world-wide preference quickly achieved and 
since maintained by these Ronson lighters has 
amply demonstrated that here is a lighter on 
which the smoker can rely for safe, sure and 
easy operation by a short and facile movement 
of the thumb, with the lighter nested comfort- 
ably in his hand. No lighter anywhere near 
equal to the Ronson had previously appeared, 
and it still remains preeminent in fulfilling the 
smokers’ requirements. 


Numerous closely similar competing lighters 
soon appeared. Prolonged patent litigation fol- 
lowed, in which Ronson’s patent position was 
vindicated. The litigated Patent No. 1,673,727 
was merged into Reissue Patent No. 19023, 
which now remains in effect, as does also a 
companion Patent No. 2,002,845, and other 
patents, both domestic and foreign, which relate 
to various Ronson products. 


ALSO, DURING the early 1930s, many imported 
lighters similar to the Ronson began to come 
in. After proceedings before the Tariff Com- 
mission, a Presidential Order was issued direct- 
ing that lighters coming under the Ronson re- 
issued patent be excluded from importation. 


This Order is still in effect and accordingly 
should be Ot 5 ee 


from abroad, 
tr uv euinr eit iocitanlsen et ihn bites 


to proceed vigorously against goods either for- 


eign or domestic which we regard as infring- 


ing upon Ronson patents or competing wateinty 
with Ronson products. 


RONSON ART METAL WorKS, INC., NEWARK, N. J., U.S.A. 
RONSON PATENTS CORPORATION, NEW YORK, N. Y. U.S.A. 


FOR JULY, 1951 
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A Small Store That Pays Big Dividends 


Through expertly arranged lighting, careful design and maximum utilization 


of the window space available, The Jewel Box, owned by Mr. and Mrs. Leo 


Rosenson of Jacksonville, Florida, has become one of the city’s best stores. 


A NOTEWORTHY utilization of every inch of 
space in a pint-size jewelry store has been worked out 
by Mr. and Mrs. Leo Rosenson, owners of The Jewel Box, 
in its new location at Adams and Julia Streets, in down- 
iown Jacksonville, Fla. 

The overall dimensions of the new store are 14 feet 
on Adams Street and 33 feet on Julia Street. This small 
space has been utilized not only to give maximum dis- 
play space but also an unusual amount of storage space 
in drawers and also accommodates an office space about 
eight feet deep at the rear, including a wrapping table and 
a repair bench. 

But the reasons which brought about the move of The 
Jewel Box to this small space are as interesting as the 
store itself, as the conditions under which the Rosensons 
were trying to do business in their former location (which 
also was small but less advantageously arranged than the 
new store), are those which are confronting many retail 
stores in crowded business centers. 

The Jewel Box was for nine years at 326 Main Street. 
just a few blocks from the Main Street bridge over the 
St. John’s River. Probably 75 per cent of the millions 
who have visited Florida by motor car have crossed this 
bridge going to or coming from Florida resorts farther 
south. Running through the center of Jacksonville’s con- 
gested central business district Main Street is Route 1 
and Route 17, principal north-south highways to Florida. 

The traffic on this wide highway is as heavy at nearly 
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by C. E. WRIGHT 


all times as that on Fifth Avenue, New York, and particu- 
larly during the Florida winter season. In order to facili- 
tate this traffic movement the Jacksonville city authorities 
some years ago had to remove all bus traffic from that 
portion of Main Street and also had to enforce rigid 
rules against parking or even the stopping of cars at curbs 
for passengers to alight. Thus shoppers bound for Main 
Street stores must park on other streets or in nearby 
parking lots, and automobile shoppers being what they 
are, Main Street stores are bound to lose some customers 
who come into town by motor car. Mr. and Mrs. Rosen- 
son have learned that this is particularly true in the 
jewelry business where sales to a large extent are influ- 
enced by what foot shoppers see in the window displays. 

In its new location, The Jewel Box is still in the heart of 
Jacksonville’s shopping district, only three blocks from 
Main Street. It is opposite the George Washington Hotel, 
where most of the Jacksonville conventions are held, and 
it is in a corner of the Hildebrandt Building, one of the 
city’s principal office buildings, which houses, among 
other prominent tenants, the Florida State Chamber of 
Commerce. 

All of these factors were carefully weighed before the 
Rosensons decided on taking this small space which 


formerly was an airlines ticket office. It was large enough 
(Please turn to page 138) 
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The diamond booklet 









ORDER A SUPPLY ... This 3l-page booklet 
tells the story of the diamond’s origin and 
significance, gives factual pointers on choos- 
ing a diamond. 








% 


USE IT FOR DIRECT MAIL... The right size 
for bill enclosures, it helps stimulate interest 
in diamonds among your customers. 


helps you sell 








USE FOR COUNTER GIVE-AWAY .. . Prospec- 
tive customers find the booklet interesting 
and instructive reading. You'll find it a 
helpful sales tool. 


Jewelers everywhere say that “The Day You Buy 
a Diamond” is one of the most helpful and inter- 
esting selling aids they’ve ever used. 


Cost is $5 per hundred. For your imprint, add 
$2.20 for first hundred, and 80c for each additional 
hundred. If your store is in New York, add 2% 
New York City sales tax. 


Order from Diamond Promotion Department, 
The Reuben H. Donnelley Corp., 305 E. 45th Street, 
New York 17, N. Y. Please enclose check or money 
order with original order. 


plus Three National Advertising Campaigns: 1. The 
Engagement Diamond Tradition—in Life and Look maga- 
zines. 2. Later-in-life Diamonds—in The Saturday Evening 
Post. 3. Diamonds As Gems of Fashion—in Vogue and 
Harper's Bazaar. 


Publicity in newspapers, magazines, on the radio and 
television. 


Movies—“The Eternal Gem’—to show in your town. 
Write to Association Films, 347 Madison Avenue, New 
York 17, N. Y. 


Lectures throughout the country. 
Diamond Sales Manual . . . Helpful FREE booklet, 
“More Dollars from Diamonds.” Order from Diamond 


Promotion Department, The Reuben H. Donnelley Corp., 
305 E. 45th Street, New York 17, N. Y. 


Tie in with this all-out promotion—keep diamond sales coming your way 


De Beers Consolidated Mines, Ltd. 


FOR JULY, 1951 
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YOU CAN’T GET AWAY from the fact that this is an age of specialization . . . in every field 


of endeavor. Swirsky & Ehrlich specialize exclusively in the merchandising of loose diamonds. 


Through concentration, lowest possible overhead in relation to volume, our ability to 
deliver extraordinary value has resulted in our being known as America’s fastest-growing 


diamond house. Your inquiry cordially invited. 


“ — SWIRSHY ¢ ERRLICH 


LOS ANGELES 13, CALIFORNIA 
220 West Fifth Street 
MUtual 3720 - VAndike 3809 


CHICAGO 2, ILLINOIS 
55 East Washington Street 
FRanklin 2-7791 


DALLAS 1, TEXAS 
1802 Main Street 
PRospect 1041 


ANTWERP, BELGIUM 
62, Rue du Pélican 
296.29 



































A Short Course in Gemology 


The information about jewelry stones which a jeweler should have in order 


to give satisfactory service to his customers is neither complex nor difficult 


to understand. This series of articles is written for that average jeweler. 


Part IV 


= describing the synthetics, it might 
be well to first make sure what a synthetic is, and how it 
differs from the substitutes or imitations of genuine 
stones. There are three classes of substitutes: (a) out 
and out imitations made of glass or glass and another 
stone in combination (doublets), (b) synthetics, and 
(c) synthetic imitations of another stone. 

The jeweler should be careful about his advertising 
descriptions and his use of the word synthetic. A synthetic 
is a man-made reproduction of a natural stone; chemically 
it is identical with the natural stone, and physically alike 
in all its properties like durability, hardness, refractive 
index and relative weight (specific gravity). 

The earliest attempts to melt a lot of those common 
little fragments of ruby into a single mass left us with few 
stones, but the legacy of a popular word which has been 
erroneously used ever since. That is the word “recon- 
structed.” Actually. a few stones were made in this way. 


Figure |. Synthetic sapphire 
boule being “grown” in flame 
of oxygen and hydrogen. Com- 
pleted boule is shown at right. 


104 





by Dr. FREDERICK H. POUGH, Ph.D. 
Curator of Mineralogy and Gemology 
American Museum of Natural History. 


but straight synthesis from chemically purified and care. 
fully mixed ingredients long since took the place of the 
old reconstructed stones. The latter are now considered 
curiosities and are sought by the gemologist as examples 
for his collection. There are no reconstructed stones in 
trade today; the word should never be used as a synonym 
for synthetic. Sometimes other stones (our “c” group) 
are imitated itt corundum synthetics, and we often hear 
the name “synthetic garnet” or “synthetic topaz.” This, 
too, is an improper use and should be avoided, since the 
substances do not have the composition of garnet or 
topaz. They are properly called “garnet-colored synthetic 
sapphire” or “topaz colored synthetic sapphire.” 
Probably a very high percentage of all the synthetic 
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diamonds 
unlimited... 


Mp You can confidently count on the House of Winston to precisely 


1 fulfill your stipulated requirements as to weight, quantity, 





' quality and color of the diamonds you need—promptly and 
at satisfactory prices. Our stock of finished stones is the world’s largest. 


Our unique facilities are entirely at your disposal. 
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rare jewels of the world 


ty HARRY WINSTON. 


7 EAST Sis: STREET, NEW YORK 


OWNERS AND CUTTERS OF THE JSJONKER AND VARGAS DIAMONDS 


West Coast Office: 220 West 5th Street, Los Angeles THE WINSTON COLLECTIONS MAY BE SHOWN 
ON REQUEST BY FINE JEWELERS IN YOUR CITY. 













































corundum gems are made in the ruby color. Their rec- 
ognition as synthetics depends upon their method of 
manufacture. It will be recalled that we mentioned that 
corundum crystallizes in six-sided crystals. The crystals 
of a mineral grow as an icicle grows, layer after layer 
adding themselves on the outside. Since pure corundum 
is white and any color is due to the presence of an impur- 
ity, which will not always be included in the same abun- 
dance, its intensity will vary from time to time and make 
color bands following exactly the six-sided outline of the 
crystal. Even after cutting, when the original outer shape 
of the crystal has been destroyed, the internal color bands 
remain, trapped in the material, and usually visible in 
the stone. Sometimes there is more than a little pigment; 
sometimes another mineral may be trapped in the growing 
crystal, perhaps long and slender needles of rutile or 
angular crystals of spinel. Sometimes a drop of the solu- 
tion from which the crystal was growing will be left there, 
in little bubbles bounded by angular corners and straight 
sides, negative crystals, so to speak. 

The synthetics, too, start small and grow larger, but 
they are made by melting a rain of powdered ingredients 
which descend in a very hot flame of oxygen and hydro- 
gen and the molten drops pile up on a little base. As the 
pile grows the base is lowered so the mass builds up in a 
rounded mound like a stalagmite on the floor of a cave 
(Fig. 1). At any given moment the outlines of this 
object, known as a boule, are rounded, not angular. Any 
variation in the pigmentation or in refractive index will 
have to follow the curving outlines of the growing mass. 
Even though the original external shape is lost in cutting, 
within the stone, the bands which once marked successive 
outer surfaces are preserved for all time. Examination 
of the stone through a loupe or a low-power microscope 
will reveal these lines (Fig. 2), and give definite proof 
of the origin of the stone. Trapped bubbles of air or 





Figure 2. Photomicrograph of genuine and synthetic rubies 
shows straight growth lines in genuine crystal at the left 
and curved. lines of synthetic material at right. 


water (from the oxygen and hydrogen of the flame) form 
rounded masses in place of the angular bubbles of the 
natural stone (Fig. 3). 

The color bands are less conspicuous and may be miss- 
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ing in the very pale synthetics and one is then forced to 
look for bubbles or other indications of a characte; to 
lead one to believe the stone to be genuine. White syn- 
thetics usually do not fluoresce, while natural Colorless 
stones usually fluoresce yellow. Synthetic imitation 
alexandrites of corundum show lines identical jp char. 
acter with those of the synthetic ruby, and they are easy 
to find. Usually the synthetic is under some internal 
strain. It is relieved in the cutting by the formation on 
the surface of the back of the stone of a series of little 





Figure 3. Trapped bubbles of air or water show up as round 
spots in synthetic ruby at left, as opposed to the angular 
bubbles seen in the genuine stone. 


more or less parallel superficial cracks extending outward 
from facet edges, known as firemarks. If these are ob- 
served, even though no other characteristics of a synthetic 
can be found, and if there are no positive indications to 
make definite its natural origin, the only safe assumption 
is that it is a synthetic. Sometimes the banding, particu- 
larly that of the blue sapphire synthetics, is nearly parallel 
to the table; in these cases it may be difficult to see because 
of the facetting. Immersing such a stone in mineral oil 
and looking through it horizontally this way will some- 
times help. 

The common synthetics, corundum and spinel (another 
gemstone mineral of related composition made in the 
same way) are manufactured in great quantities in 
Switzerland and, since the war, in the United States. 
Their chief use is in watch and instrument bearings. The 
boules as they come from the furnaces may weigh up to 
300 carats or more. Being under strain they usually split 
length-wise, therefore large stones have to be cut s0 
that their tables are parallel to the broken surface. This 
is not the direction that gives the best color in ruby; 
dichroism will be observed through the table, something 
that should not be seen in a properly cut natural ruby. 
The color consequently, is not that of the best natural 
rubies and the expert can go by color alone. The boules 
are sold for a few cents a carat, and finished stones sell 
for under $1.00 a carat. This is quite a contrast to some 
of the new and expensive synthetics recently placed on 

(Please turn to page 138) 
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Encircling the girdle of every Circle of Light diamond 

is the ‘difference’ that makes this. gem the paragon 

of preciousness ... the brilliant, blazing continuous facet of 

fire that, in other diamonds, is completely neglected. It’s the reason 
why more and more customers, today, demand the only diamond 


that actually looks larger, looks more beautiful to the naked eye. 


And, the Circle of Light Diamond, produced exclusively 
by the world’s leading diamond cutters, gives you that extra 


difference’ in value at a time when value is 


of paramount importance. 
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305 East 45th Street. N. Y. C. 


62 WEST 47th STREET, NEW YORK CITY, N. Y. 
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by ANNA M. ROBBINs 


Bernard Spector stands aside and 
watches while Sara L. Schwart, 
dress shop owner, tells how the 
earrings compliment the ensemble 
worn by a member of this church 
group serving as a model for the 
fashion show put on by Spector. 


Fashion Emphasis Pays Off 


For Small Jewelry Store 


The Master Watch Shop is the smallest jewelry store in Upper Darby, Pa., 


but they have customers from all over Delaware County because of the 


fashion shows they put on, which have upped their jewelry sales greatly. 


“ 


E operate the smallest jewelry shop in 
Upper Darby, Pa.. yet we get customers from all over 
Delaware County, through the fashion shows we put on, ’ 
says Bernard Spector, owner of the Master Watch Shop 
in the 69th St. Terminal Building. 

Mr. and Mrs. Spector did not try to figure out how 
they could attract business through fashion shows with- 
out space in their shop to hold these shows and without 
advertising, professional models, and all the other inci- 
dental expenses. It happened accidentally at first. A cus- 
tomer came into the then five-year-old shop a little over a 
year ago to ask for the loan of jewelry for a fashion show 
to benefit a new synagogue being constructed in the 
neighborhood. They not only loaned the jewelry but Mrs. 
Spector donated her services. 

A brief announcement that anything shown could be 
purchased there and then, led to the sale of $25 worth 
of costume jewelry on the spot. This led to the idea that 
there would be a profit, publicity, and good-will to be 
gained by offering complete fashion shows to civic and 
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religious organizations in the community. They contacted 
a local women’s dress shop and a florist. Both enthusi- 
astically agreed to supply their merchandise. A shoe 
store heard about the endeavor and asked to join the 
eroup. 

The Spectors did no advertising and still do none in 
connection with these shows. They merely informed club 
women of their acquaintance that any charitable or 
religious organization could be supplied, free of charge, 
with the merchandise and the directing ability to help 
them put on a fashion show. Soon this offer had to be 
revised to require the organization to guarantee 100 
people in the audience. This eliminated the requests for 
very small groups which involve all work and no profit. 
The requests for larger groups soon began to pour in at 
a rate that surprised and pleased the Spectors. 

The religious or civic organizations supply the 
“models” from women in their membership. This not only 


saves expense but it gives each woman a real interest ID 
(Plecse turn to page 155) 
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everywhere from our large selections, have 


given us the knack for meeting your needs 





and satisfying your customers. Kionka has 


meant reliability for over half a century. 
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The Right Supporting Records 





Kase the Retailer’s Tax Load 


Every jeweler keeps records, but how many keep the auxiliary records that 


provide a breakdown of their book figures and give supporting evidence of 


their correctness? Here are the supporting records a jeweler should maintain. 


Many jewelers lose out on tax deductions 
because they lack the auxiliary records that provide a 
breakdown of the book figures. They may enter the 
correct figures in the books, but they have no support- 
ing records that can be checked in detail to show that the 
figures are correct. The result may be a refusal of the 
Collector to allow certain deductions and a penalty im- 
posed for the difference between the tax paid and the 
tax the Collector contends is due. 

Here are the supporting records the jeweler should 
retain in satisfactory detail and file away systematically 
for reference in order to justify the entries in his books 
and give him all the tax benefits to which he is entitled. 

1. Inventory Sheet. Inventory should be carefully 
listed item by item, on an inventory sheet purchaseable 
in stationery stores, recording prices at cost or market, 
whichever is lower. Unless your inventory valuation is 
backed by an actual count detailing the items and prices, 
you will have difficulty defending your inventory figure 
if it is challenged by the tax office. Do not take inventory 
at selling prices or you inflate your tax expense. 

2. Bad Debt Ledger or File. The taxpaper is not per- 
mitted to deduct for a bad account in other than the year 
it is ascertained worthless. The decision as to when this 
occurs is not definitely stated by the Treasury, neverthe- 
less, the taxpayer must be able to convince the tax officials 
that he has written off an account in the year he found it 
worthless, not in an earlier or a later year. When a tax- 
payer transfers an account from his accounts receivable 
ledger to a bad accounts record, this is usually proof 
that he considered it worthless in the year he took such 
action, and so, he may deduct for it in that year with 
reasonable assurance that it will be sustained. 

3. Withholding Tax Form. This provides a separate 
record for each employe, either on a card or a looseleaf 
sheet, obtainable at stationery stores. These forms sim- 
plify the sending of withholding monies to the Collector, 
minimize errors in reporting tax and save penalties. 

4. Detailed Journal Entries. Some transactions require 
considerable explanation, particularly if they run to sizable 
sums. Say that the taxpayer has a fire not entirely covered 
by insurance. If he loses $1,000, this is deductible, but he 
should enter in his journal or in some supporting record 
a complete explanation of the loss. These unusual trans- 
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by FRED MERISH 


actions are best handled through a general journal, 
debiting and crediting the proper accounts, writing com- 
plete details of the transaction underneath. Details, which 
were crystal-clear when a transaction occurred, grow dim 
with the years and the Treasury may audit your records 
for a number of prior years, so write a complete history 
of all unusual transactions in your books at the time 
they occur. 

9. Sundry Supporting Records. Contracts covering 
business transactions, cancelled notes for money bor- 
rowed, invoices for purchases, insurance policies, profit 
and loss statements, property tax receipts, state and sales 
tax records, financial statements and all other papers 
having a bearing on income and outgo should be filed 
alphabetically or by the month, in systematic order, with 
the other records mentioned in this article. 

Too many jewelers let the desk drawers become, a 
catch-all for sundry papers pertaining to transactions 
that indirectly touch upon profits or tax. Get yourself 4 
metal file for the storing of business papers. Keep a tax 
file also. Put everything in this file pertaining to tax— 
returns, receipts for paid taxes, withholding slips, etc. 
You may have to refer to them in the event the Treasury 
makes a survey of your returns for a number of prior 
years. 

6. Petty Cash Slips. On pay-out for small items, like: 
postage, it is more convenient to pay in cash. If the cash 
is paid out of pocket, or out of the till, there is no sys: 
tematic record kept of these expenses, often the taxpayer 
forgets to list them and a sizable sum may be disbursed 
yearly in this way, never reaching the books, hence, these 
pay-outs are never listed on the tax return. The jeweler 
cannot approximate his petty cash pay-outs even if he 
knows that they average so much a week. He must have 
petty cash slips covering the pay-outs to be sure of an 
OK by the Treasury. These slips may be bought, in pad 
form, at the stationery store for a small sum. 

Many jewelers assume that the savings on taxes lie m 
the transference of the figures from the books to the retums 
and their listing in the proper places on the form. This 
procedure covers only the mechanics of income tax. The 

(Please turn to page 155) 
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IMPORTERS AND CUTTERS OF 
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608 FIFTH AVENUE 
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Friendliness 


Builds Business 
With a Future 


A JEWELRY store that reflects the friendly 
personality of its owner is Ritz Jewelers at 3606 West 
Villard Avenue, in North Milwaukee, Wisconsin. 

This small store in the small shopping district of this 
northern town adjacent to the city of Milwaukee, was 
founded and designed by the present owner, Joseph 
Jawson, and both the fixtures and the friendly policy of 
this store reflects his personality. 

But let him tell his story in his own words: “After 
graduating from the watchmaking course at the Mil- 
waukee Vocational School back in 1931 I worked for 
several Milwaukee jewelers and then moved to Colorado 
where I spent some time in jewelry stores there doing 
the same kind of work. Then I decided to go into busi- 
ness for myself, and not finding anything I liked out 
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Joseph Jawson, proprietor of Ritz 
Jewelers, waits on a customer and 
displays the grin that made this 
store famous for its friendliness. 


by SILVIA SCHUSTER 


Jawson's wife, Eileen, makes the 
window displays simple but well- 
balanced with a dramatic touch to 
catch the attention of passersby. 


west, I decided to come back to Milwaukee and look 3 
around here. This was back in 1940. q 
“Well, I went a little past Milwaukee, and was driving © 
around the town of North Milwaukee when I spotted 7 
this empty store right next door to a theater. It seemed © 
a swell location for heavy shopping traffic so I went in) 
to speak to the owner, and the upshot of the whole thing ~ 
was my renting this store. 3 
“I had to start from scratch with my fixtures, so 17 
drew the kind I wanted, keeping in mind the small floor 
space my store had. The display counters were simple” 
enough, for most stores have the same kind. But I did” 
jack up the base by putting a contrasting, darker kind | 
of wood there. This brought the merchandise closer #7 
(Please turn to page 151) 3 
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Thomas B. Gray, right 

the business, with ale George uit 
manages it. Original fireplace 
in Colonial building is used to 
furnish both heat and the attrac 
tive features of an Open fire, 


by MILDRED SULLIVAN 





They Have TIME On Their Hands 


But it all adds up to good business for Thomas 


B. Gray, of Providence, R. I., who have clocks 





from five to two thousand dollars, six complete 
lines of nationally advertised watches, and a 


repair business that runs to 10,000 jobs a year. 





The building which houses the Gray business has 
| a history dating back to pre-Revolutionary days. 























A COMPLETE line of clocks with a price range 
of $5 to $2,000! A regular stock of about a dozen cus- 
tom-made floor models and banjo clocks! A watch busi- 
ness including complete lines of six nationally advertised 
brands! An average of 1000 clocks and close to 10,000 
watches repaired annually by eight watchmakers and three 
clockmakers! 

These facts tell how important clocks and watches are 
at the jewelry store operated by Thomas Bb. Gray in 
Providence, R. I. The business was founded in 1878 by 
Gray’s father, B. B. Gray. It is now owned by Thomas 
B. Gray, with his son, George E. Gray, as manager. 

Ever since it was founded, the store has emphasized 
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watches and clocks. While it carries a good stock of all 
types of rings, costume jewelry, diamonds and jewelry 
accessories and novelties, there are those who associate 
the store name with watches and clocks exclusively. 

The business occupies a building with a rich historic 
background. George E. Gray states that they have been 
told by authoritative sources that religious services were 
held in this building before the famous First Baptist 
Meeting House was built in 1775. The Gray building has 
an original fireplace, which is used from time to time, to 
furnish both heat and the attractive features of an open 


fire. 


Two years ago the store was enlarged by moving the 
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clock repairing to the basement, releasing this space of 
20 ft. by 15 ft. for better and larger displays of mer- 
chandise. The clock repairing section now occupies a 
space of similar size in the basement. 

Watch repairing is located on the street floor where 
customers have an open view of the eight watchmakers 
at their benches. It is one of the factors that sells Gray’s 
as watch repair headquarters. Anyone who enters the 
store, or who walks by on the sidewalk, can see these men 
at work and see the large number of watches suspended 
from the service board at the rear of the store. It is a 
message that is told without words. 

Watch and clock repair service is handled by the 
Purdy’s Watch Repairers’ Record, giving the store’s job 
number, name and address of the person leaving the 
watch, date received, date repaired, date delivered, de- 
scription of watch with its number, description of work 
to be done, record of what was actually done and the 
initials of the watchmaker or clockmaker who did the 
work. Gray finds this record better than giving the cus- 
tomer a numbered call ticket, because of the possibility 
of trouble if the ticket is lost and found by another per- 
son. When the work is completed, Gray’s mails a postal 
notice, giving only the job number, and the customer is 
asked to bring that notice. The person is also asked a 
few questions to indicate a knowledge of what the article 
is and something of its description. 

When it comes to clock sales, the company has just 
about anything anybody might want, from a $5 alarm 
to a costly floor model having Westminster or Canter- 
bury chimes and otherwise styled to one’s particular likes. 
The latter are sold mainly to churches, large offices or 
for use in mansions or very large houses. These are cus- 
tom built, the cases being made to Gray’s special order 
and the movements produced at the store. 
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‘ The open view of the watch 
E.. "epair department at Gray's 
m which passersby are given 
m tells its own sales story, 


Also in the custom built class are banjo clocks, which 
range in price from $180 to $360. These are exact repro- 
ductions of various well-known banjo clocks and are 
available in different styles to meet various decorative 
plans. Including floor model and banjo clocks in the 
custom made group, there is a stock of about 12 on hand 
at all times and others or variations may be made to 
order. 

In the store’s regular lines, there are living room and 
mantel clocks in a price range of $12-$150. Travel clocks 
are very good, and these range in price from $9 to 
jeweled models from $16 up to $98. Travel clocks, among 
the big sellers at Gray’s, are shown in a display case with 
an additional open display. 

Cuckoo clocks have come back into the picture since 
the war, and these range in price from $10 to $61. The 
company also sells ship clocks, these being also sold to 
large industrial companies and to organizations requiring 
this type of accurate time keeping. 

“In our line of men’s and women’s watches,” explains 
George E. Gray, “we carry at least six nationally adver- 
tised lines because we find that people want to see a large 
assortment before making selections. We find that the 
national advertising being done by the manufacturers is 
doing an excellent job of making people watch-conscious. 
It makes them think about watches and tells them about 
the newest in watch construction and styling. While this 
advertising starts the sale in many instances, we find 
that people do not make up their minds until they visit 
the store and see all lines and all models in the particular 
price bracket they can afford. When buying watches, 
people want good quality, smart styling plus a price that 
fits their budget, and these are the factors that we stress 
in making watch sales. When we once find out the 

(Please turn to page 152) 
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KNOWN THE WORLD OVER 


dG WH ‘Pay . You to Vsit the Smperial Exhibits af 





National Jewelry Fair Annual Convention and Show 
HOTEL STEVENS, CHICAGO WALDORF-ASTORIA, NEW YORK 
JULY 29 TO AUG, 2 AUG. 12 TO AUG. 16 
Exhibition Hall Booths: 90 and 107 Booths: 34 and 35 


SEE ““Lot 88” —internationally-famous collection of Imperial Cultured Pearls. 


FIND OUT bow you can secure a Special Promotion on these fabulous Cultured Pearls 


exclusively in your city—this Fall. 


SEE the equally astonishing SCULPTURED Pearls by Imperial—Unconditionally 


Guaranteed man-made pearls of incredible beauty. 


LEARN HOW to conduct a prestige-building, sales-making basic stock pearl department. 


Imperial Pearl Syndicate 


World’s Largest Importer of World’s Finest Cultured Pearls 


Offices and Showrooms in Convention Cities: 
CHICAGO: 5 No. Wabash Avenue @ NEW YORK: 607 Fifth Avenue 
LOS ANGELES: 607 So. Hill Street 
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1. Lord and Lady Elgin lines add these matched 
watches for men and women. Man's has 21-jewels, 
14K gold lapped case, ret: $150. Lady's is 19 
jewels, $115. Both FTI. Elgin National Watch Co. 


2. These ladies' watch cases feature simulated 
pearls in original designs. Pearls are set off 
by tiny simulated sapphires on round case. By 


|. D. Watch Case Co., Jamaica, Long Island, N. Y. 





3. "Mystere Petite’ is new product of Juvenia. 
Plexiglas rim silhouettes red hands; jet black 
face; rolled gold-plate border, symbols and crown. 
17 jewels. Visible movement. Retails at $95. 


4. Helbros Riviera with 17 jewels has dial with 
4 rubies or sapphires and expansion bracelet. Ret: 


$39.75. Helbros Watch Co., 6 W. 48th St., N. Y. 














5. The Dixie Rose lady's watchband has double 
row of dimensional half-rounds which look like 
cabochon gems. In yellow, pink, or white. By 


Jacoby-Bender, Inc., 161 Sixth Ave., New York. 
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1. Engine-turned chrome jet flame lighter can be tilted 
for pipes, left upright for cigareties and cigars. Retail 
$8. From Beattie Jet Products, 17 E. 48th St., New York. 


2. The Toothmaster, an electric toothbrush with two de- 


tachable brushes; in ivory plastic case. Box is lined 
in velvet and satin. By Toothmaster Co., Racine, Wis. 


3. Hand-made imported jewelry in filigree design is set 
with marcasites, gold-plated on silver. Pin retails for 
about $20.50; earrings, $22 per pair. Also in pink gold. 
From S. Christian of Copenhagen, Inc., 212 5th Ave., N. Y. 


4. Serving pieces in the new Holmes & Edwards "May 
Queen" pattern. Left, pierced bowl serving spoon; center, 
cold meat fork; right, serving spoon. Each $3. Set $9. 


5. Table radio from Arvin 540T series. Metal faceplate and 
plastic grill cloth, dial and volume control. Six colors; 


AC or DC: retail: $18.95. Arvin Industries, Columbus, Ind. 
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Introducing 


the VEW NEW 





Trade Mark Registered 





7? 


Gives You a Large Diamond Department 
.. Without a Large Investment! 


Entirely new and revolutionary, Add-A-Diamond 
makes every piece of jewelry in your store and 
every piece of your customers’ jewelry a good dia- 
mond possibility! The Add-A-Diamond unit consists 
of a set of ten diamonds, in sizes from .01 to .03 points, 
mounted in specially designed plates, and attractively 
shown in the velvet display-merchandiser pictured 
above. All you need do when selling a customer, is 
to select an Add-A-Diamond from the display, place 
— ORO entes Sy ee it on the jewelry and PRESTO the customer can 
etting your customers actually : 
see their jewelry with diamonds see exactly how it will look with a diamond added! 
added! | If local facilities are not available, send Add-A- 
. Diamond and jewelry to us... WE FURNISH 24 TO 
36 HOUR MOUNTING SERVICE AT CHARGES 
AS LITTLE AS 50c PER PLATE! 








PRICE COMPLETE, INCLUDING DISPLAY $] 00 
WITH 10 PLATES AND DIAMONDS...... 


(Newspaper mat available) KEYSTONE 


7% 
S nee fe 


See Your Wholesaler or Write Direct. Price subject to change 


without notice. 
Complete set 


of ten plates 
with diamonds gives you 
all the advantages of 


Robert S. Schwachter Co. 


4337 Groveland «+ Cleveland 18, Ohio 


a large diamond de- 
partment. . . with prac- 





tically no investment. 


PRODUCERS OF ROMEO AND JULIET DIAMOND RINGS—INSURED QUALITY! 


(for men) (for women) 
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1. Kalex World Clock tells correct time anywhere on globe. 
Electric clock in upper right corner. 110 volt, A.C. Top 
grain leather covers case. In red, green or brown. Retail 
$147, FTI. By Kalex Corp., 305 E. 46th St., New York 17. 


2. The Oris fold-away travel alarm is miniature of small 
leather traveling bag. Has 8-day, 7-jewel movement; dial 
and hands are luminous. Case is top grain leather. From 
L. Harris Co., 665 5th Ave., N. Y. $21.50 retail, FTI. 


3. Calendar alarms by Semca Clock Co., N. Y. 7-jewel Swiss 
movements, gilt finish and bezel numerals; luminous hands and 
dots. Left: leather case travel model, $16:95 ret. Right: 
home/office model, $13.95. Add tax. More on West Coast. 





4. Alligator cigarette case is new member of "Gold Coast" 
line of Miller & Co., 207 E. 49th St., N. Y. Holds king 
and regular cigarettes. I4K gold metal. $70 Keystone. 


5. Lady's billfold by the Meeker Co., Joplin, Mo., contains 
coin purse, secret pocket, gold-finished snap fasteners and 
pass case for cards, snapshots. In many leathers, colors. 
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MAT. NO. 1001 
A 6 Diamond Set in plat- 
inum to retail for $98.00. 
Also available in 14K white 
or yellow gold. 


























MAT NO. 1030 


7 Diamond Cluster set... 
to retail for $42.00. — 


MAT NO. 1031 , : $91° 


16 Diamond Fishtail Set to 
retail for $77.00 . . . also 
available in platinum. 


$3§>° VALUES ...to bring new accounts 


to your store... Beautiful newspaper mats 








MAT NO. 1030 ———— 
$ 4 goo 








MAT NO. 1031 
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Buy or Pass-by 


(From page 93) 


facets. Clear globes rather than frosted types are recom- 
mended for the latter. Color lights or color screens, while 
used effectively in department stores and specialty shop 
displays, are not desirable for jewelry. 

In the interior of the Everts store, flush-ceiling spot- 
lights are installed with several over each flat-top show- 
case. Wall-case merchandise is highlighted by concealed 
lighting inside the cases. For night-time display, of 
exceptional importance in Dallas where window shop- 
ping is an evening diversion, spotlights are installed to 
focus directly behind the front entrance. This space is 
used for special night-time displays such as well ap- 
pointed table settings on a dining table placed back of 
the front door after the store is closed. 

Next to proper lighting in displays, elevation of the 
merchandise to be shown is an important consideration. 
According to the majority of display experts, more people 
look at jewelry that is shown on a raised platform than 
merchandise that is displayed flat on the floor of the 
window. As backgrounds for quality merchandise such 
as jewelry, watches, silverware, etc., these elevations 
should always be kept in tip-top condition for there 
is nothing that detracts more from a display than shoddy 
or faded backgrounds. 

Due to brilliant lighting in store windows, coverings 
fade in color very quickly and require covering several 
times a year. 


Another important consideration in displays is the Use 
of the proper color and materials for backgrounds. Here 
the choice should depend on the purpose and use of the 
article shown. Naturally, colors should never clash. Stay 
away from high colors as they have a tendency to Cheapen 
jewelry merchandise. Materials which are currently jn 
vogue in the fashion field can be used effectively as back. 
grounds for wearable jewelry as, after all, it is with these 
materials that the jewelry will be worn. 

Far too many jewelers depend on the commonly used 
black velvet for their merchandise. Instead, jewelers 
should attempt to surround their merchandise with coloy. 
ful and attractive settings to win attention. Neutral gray 
tones are flattering to gemstones; aqua or turquoise 
shades, as well as maroon, are good for displaying silver, 
Your window is your stage and you should use it just as 
wisely and effectively as the show producer. Many 
jewelers hesitate to spend very much money for decora. 
tive materials, but by using care they can be selected in 
such a way that they can be used again and again. ,, in 


varying combinations or with easy-to-make changes. 
(To be continued) 





A “History of Wedding Presents” display attracts lots 
of attention in a Denver jewelry store. Each week the 
store shows unusual wedding gifts which Denver women 
have received through the years. Married couples par. 
ticipate in the weekly showing by lending wedding gijts 
for the display. The store credits the lenders of each gift 
with one dollar toward the purchase of one of the store's 
items. 
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Tariff Question 


(From page 85) 


Before 1930, the Bulova Watch Company had been 
marily an importer. About this time, the Company 
co considering the manufacture and assembly of 
watch parts in the United States, and in 1930 its plant at 
Woodside, Long Island, was opened. 

At first, this new plant at Woodside made only bridges 
and plates, the other parts being imported from Switzer- 
land. In 1936, the Woodside factory was making its own 
pinions, pallets, and dials. In succeeding years, domestic 
roduction of the following additional parts was accom- 
plished : 

1936 — Escape wheels and rollers 
1937 — Yokes and setting levers 
1938 — Balance wheels, barrels, crown wheels, hour 

wheels, minute and setting wheels, screws 

1939— Stems, clutch wheels, clutch levers, setting 

levers, train wheels, clicks, ratchet wheels, cap 
jewel plates, regulators and barrel arbors 

1942 — Hands 
At the same time, the capacity of this plant was stead- 
ily increasing, and Bulova was developing the engineer- 
ing staff and know-how domestically to produce, not only 
the movement parts themselves, but also the specialized 
tools and machinery needed to make the parts. 

By 1942 the Bulova Watch Company was making do- 
mestically all the parts for jeweled watch movements 

except the mainsprings and hairsprings. This progressive 








development and integration was necessarily halted by 
the war, during which the Company converted its United 
States plants 100 per cent to precision defense work. 
After the war the manufacture of hairsprings and main- 
springs was added so that all parts of our Woodside 
movements can be produced domestically with the excep- 
tion of jewel bearings. 

Thus, from a modest beginning in 1930, the Company’s 
present capacity at Woodside for the production of do- 
mestic movements is about 1,300,000 per year, which 
also if necessary can be increased. In the year 1948, this 
plant actually produced over 1,000,000 movements. This 
compares very favorably with the production of the other 
three domestic manufacturers. 

The only figures available to us for these three other 
domestic manufacturers are combined production figures 
through 1948 compiled by the Department of Commerce. 
These were made available at the Hearings before the 
House Ways and Means Committee on H.R. 1612 on 
January 25, 1951 (page 229). Taking the year 1948 as 
an example, these figures show a total for the American 
Watch Industry of 2,755,000 domestically-produced jew- 
eled watch movements. The 1,000,000 produced by Bulova 
represents 37 per cent of this total. 


BULOVA IS LARGEST WATCH IMPORTER 
Bulova is also the largest importer of watch movements. 
The Company has a manufacturing plant in Bienne, 
Switzerland, operated as a branch of the Bulova Watch 
Company. This Swiss operation, in line with all other 
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component parts of a watch movement as we do at our 
Woodside, Long Island, plant. We import a substantial 
quantity of movements into the United States, Canada, 
and for re-export. For the past 10 years, this quantity 
has ranged from about 750,000 to 1,400,000 per year. 


MORE DOMESTIC THAN IMPORTED BULOVAS IN 1948 


It has been asserted that Bulova’s imports are on a 
ratio of 3 or 4 to 1 as compared with its domestic move- 
ment production; instead, the simple facteis that the ratio 
during the past few years has averaged under 1}% to 1. 
In 1948, imports were less than 1 to 1 because we manu- 
factured more movements in the United States than we 
imported. 

In connection with our Swiss operation, there has also 
been considerable criticism and misrepresentation as to 
Bulova’s supposedly “undue” profit margins from this 
source and its so-called “excessive” advertising outlays. 
My general reaction to such statements is to wonder why 
a company which has developed competitively (whether 
through energetic management, efficiencies in production. 
or the like), should be criticized for making a respectable 
profit. We at Bulova firmly believe in the American value 
of advertising. We at Bulova firmly believe that our 
extensive advertising has promoted the sale of all watches 
throughout the country and has greatly benefitted the 
entire watch industry in the United States. We at Bulova 
are convinced our advertising makes the public watch 
conscious. 

Now, a brief word as to the facts. It is quite true that 
the landed cost of our Swiss movements is somewhat less 


than the cost of our domestic movements. However, the 
difference is by no means as great as some of our friend, 
seem to believe. 

Bulova’s Swiss operation is no more than a branch o, 
division of the Company. It has no independent COrpo- 
rate status and obviously does not make any separate 
profit in and of itself. The Company does make what jt 
considers to be a respectable profit from its domestic 
movement production at Woodside. If it did not, the 
Company would hardly be placing the emphasis it doe, 
on the aggressive development of this domestic produc. 
tion. In any event, to imply that Bulova finances its aq. 
vertising from the proceeds of its Swiss operation js 
highly misleading and erroneous in fact. 

One reason is that the Company has been able to jp. 
crease productive efficiency at its Woodside plant in man. 
hours by at least 33 1/3 per cent since 1941. At the same 
time, the Company has maintained a high rate of pay for 
its workers, with adequate incentives and excellent work. 
ing conditions. 

This experience of the Company at Woodside is eyj.- 
dence of the possibilities and future for the domestic 
jeweled watch industry. 

A final factual story of interest here is Bulova’s role as 
a defense producer. Here, again, there has been in earlier 
public hearings considerable misapprehension as to the 
true facts. 

Far from increasing our civilian sales during the war, 
our percentage of total jeweled watch movements, domes- 
tic and imported, sold in the United States dropped from 
19 per cent in 1940-41 to 12 per cent in 1945. Similarly, 
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Bulova’s proportion of U. S. imports dropped from 24 

; cent in 1940-41 to 9 per cent in 1940. 

The facts show that Bulova’s role in the last war was a 
substantial one. The total amount of these war items was 
about $48,000,000. In producing these items, many of 
hem new and unfamiliar, Bulova met or exceeded 99 per 
cent of its delivery schedules. This fine record was at- 
ested to by numerous letters of commendation, as well 
as being awarded the Army-Navy “EL”. 

| hope you will forgive me if I mention, at this point, 
that the Bulova Watch Company happens to be the only 
company in the United States which, during the last war, 
established a school for the rehabilitation of the most seri- 
ously disabled war veterans—the paraplegics and double 
amputees. 

I now come to a few final observations that I feel must 
be borne in mind in any governmental consideration of 
the problems of this Industry. 

| think that I may be able to offer a somewhat unique 
position to you. For, I do not speak for a company which 
is dominated by the problem of importing; nor do I 
speak for a company whose perspective is limited to do- 
mestic manufacturing. Our Company combines both view- 
points. 

I do not believe that the increase in tariff under dis- 
cussion, whether merited or not, is going to resolve many 
of the vital questions that affect the industry today. My 
Company does not wish to take any particular position 
at this time regarding the outcome of this proceeding 
because it is our view that the considerations up to now 


have been much too narrow. In concluding this state- 
ment, let me observe some of the interests which ought 
to be taken into account. 

First of all—Consumer Interest: In the final analysis, 
all of our acts, public and private, in a free enterprise 
system, should be directed towards the production and 
distribution of products constantly improving in quality 
and decreasing in price. We must think in terms of an 
industry that will sell to the American consumer in 1960 
many more watches than it sold in 1950—watches of 
even better quality and better value. 

Secondly—Retailer Interest: In order to achieve that 
objective, it is most important to give maintenance and 
repair service to the consumer. The retail jeweler does 
exactly this and it is important to maintain his valuable 
services to the consumer. Frankly, | have been much 
concerned in recent years about certain aspects of market- 
ing practices which have developed. In the last few years 
department stores, furniture and even clothing stores, 
which were never set up to merchandise and service 
watches began advertising watches at bargain and sale 
prices. 

Great emphasis was added to these advertised sales 
when an American company saw fit to liquidate a large 
quantity of their watches at one-half price. These de- 
partment and other stores, having whet their appetites 
by the public response to these sales at cut-prices, found 
that they had a marvelous traffic builder. It is therefore 
not surprising that they continued to arrange with im- 
porters to supply them with watches in both price ranges 
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and quantities suitable for this type of cut-price selling. 

Where imported watches are utilized for this purpose 
these practices are more important than the tariff question 
you are considering today. The sale of watches as loss. 
leaders adversely affects the regular channels of distri. 
bution, which are the established importers and retail 
jewelers. 

Furthermore, this practice is gathering momentum and 
getting worse! 

A watch... is a complicated machine that must render 
service comparable perhaps to an automobile. 

It does not make sense to buy a watch from any but 
the watchmaker jeweler, who is set up in his store to take 
care of the adjustment and servicing of the watches he 
sells. 

It is for this reason that I stress the importance of 
the problem of indiscriminate sale of watches as loss 
leaders to bring traffic into the department stores, which 
is working a great hardship on the consumer, as well 
as on the regular channel of watch distribution, the 
WATCH-MAKER JEWELER. Unless the jeweler is al- 
lowed to make a fair mark-up on the watches he sells, he 
cannot be expected to maintain the organization required 
to adjust, service and repair these watches, and the con- 
sumer loses in the end. 

Third—Domestic Manufacturers: Of course, I want 
to go on record—as an American manufacturer of jew- 
eled watch movements—as believing in the policy of 
providing some degree of reasonable and fair protection 
to domestic producers. The employees of these com- 
panies, including mine—many of them highly skilled 
who devoted many long years to acquiring the knowledge 
and proficiency of their trade—the production organiza- 
tions that have evolved, the communities that depend 
for their livelihood on this industry, the stockholders, 
and the suppliers who serve this industry, deserve some 
consiceration from this Commission and those agencies 
of Government concerned with international trade. 

In addition to a fair international trade policy there 
are other factors that will give strength and elasticity to 
the domestic industry. They are first an aggressive de- 
velopment of efficiency in production operations, that 





Attractive Silver Parade Window 
Features New Sterling Pattern 





The B. & L. B. Gutowitz Jewelry Store of Hempstead, Long Island, 

New York, used this effective window display to tie-in its introduc- 

tion of the new Stanton Hall pattern in Heirloom Sterling by 

Oneida, Ltd., with the annual Jewelry Industry Council Silver Po- 

rade. The promotion was joined by jewelers throughout the nation 
from April 12 to 28 to boost silverware sales. 
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can come only through improved tooling and adoption 
of mass production methods; second, a fair, equitable 
and non-discriminatory taxation policy, instead of the 
excise sales tax, which will give the seller of watches, 
domestic and imported alike, a fair chance to compete 
for the consumer's dollar. 

Fourth—Importer Consideration: As the largest im- 

orter of jeweled watch movements, and as a Company 
naturally concerned with international trade considera- 
tions, 1 believe that the importers who have appeared 
before this Commission have very important interests 
that should be considered. The very fact that imports 
have made it possible for the watch industry to market 
to the American consumer approximately 10 to 12 million 
watches per year is an excellent illustration of the benefits 
of foreign trade and the tonic effect that an effective com- 
petition may have upon U. S. manufacturing industries. 

In this process of expanding the market for jeweled 
watches, case manufacturers and assemblers—their em- 
ployees and their stockholders—have built up and con- 
tributed to the American economy. I would not advocate 
any policy of Government or trade that would ignore 
their part in our future. 

Fifth—National Defense: Finally, at this particular 
time and at all times, it is important for us to consider 
the impact of Government and trade policies alike upon 
our national defense. My earliest interest in the develop- 
ment of American production in the late 1920’s was 
derived from a concern that somehow my Company might 
be cut off from its source of supply in Switzerland. Start- 
ing in 1930 our Company undertook a studied and con- 


sidered course of building up an American unit of 
production. 


My Company has felt wholly justified in this course of 
action if for no other reason than because in World 
War II we were able to make a very substantial contribu- 
tion. 


The real immediate problem is fixing the role of this 
Industry in the defense picture. How many precision 
timing instruments will be needed in: the event of all-out 
war? What is the minimum productive capacity, tool- 
making facilities and reservoir of+skilled personnel that 
will be needed for this purpose?. Is the present condition 
of the domestic jeweled watch industry sufficient? If not, 
what trade policies or what non-tariff programs, if any. 
are necessary? Should a domestic jewel bearing industry 
be established The industry and the appropriate govern- 
ment officials should join their efforts to appraise this 
situation and seek answers to these questions. 


Many have said that our Industry is essential to na- 
tional security. But, in the materials allocation and man- 
power policies, thus far we have not been properly classi- 
fied as to the importance of our industry to the national 
defense. 

In conclusion, let me say that I and my Company are 
humble enough in our consideration of this problem to 
feel that we have no pat answer to any or all of these 
questions. We bespeak a larger consideration in your 
report and your recommendations of the problem of the 
American Watch Industry than the very narrow question 
of a relatively minor increase in tariff. 
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The outstanding store is always known by the 
outstanding character of its offerings. There is 
nothing more unusual, more perfectly in keeping with 
discriminating modes of living than the ageless 
beauty, superb distinction, and captivating chimes 
of a Herschede Floor Clock. Create and maintain 
trade winning store prestige by featuring these 
masterpieces of American craftsmanship. 
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or Westminster, 
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Whittington 
Chimes. 






Both cases and movements are made completely by Herschede 
— creators of fine chime clocks for over three generations. 





THE HERSCHEDE HALL CLOCK COMPANY, CINCINNATI 6, OHIO pr 
New York Office and Showroom: 37 West 47th Street Tubular Bells 
Chicago Showroom: 1422 Merchandise Mart 
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Premiere of Fall J ewelry 


(From page 95) 


hand. Of particular interest to all jewelers will be the 
presence of 26 watch lines that have already been ax. 
signed display space. In addition to watch lines, there 
will be exhibited prominent silverware, lighter, clock, 
jewelry, giftwares and pearl lines, and some of the beg. 
known names in the appliances field. Practically all the 
well-known jewelry advertising and promotion service 
organizations will be represented as well. These firms, 
with experts possessing the “know-how” for profitable 
selling, will be available with proven promotions to help 
make the jeweler’s 195] Christmas business a success, 
The NACJ business sessions have been planned to 


y ‘a RV i @ a i | . aN | include only essential topics that are of major interest 


for the jewelry store operator. Stripped of non-essential 


i O C 4 a T & Boy reports, discussions and other time-wasters, the session 


will open with an address of welcome by NACJ Presi. 
b GJ ‘Awe dent H. A. Goldberg. Following the president’s address, 

Y Professor James A. Hawkinson, School of Commerce, 
Northwestern University, will outline the activities of the 
The ever popular heart and book lock- jewelry store merchandising and management clinic which 
he heads, and which is available to all jewelers without 
charge. Dr. Frederick H. Pough, gem expert of the Amer- 
ican Museum of Natural History, will then outline the 
activities of his clinic on the scientific identification and 
classification of stones. 

3. M. FISHER COMPANY Following the brief outline by the two clinic heads, an 

Attleboro, Mass. “Emergency Control Roundup” is scheduled dealing with 
the biggest problem in jewelry store operation today— 
governmental controls. There will be a question and 
answer period following the speakers. 

A mass meeting of the jewelry trade on the Fair Trade 
Act will take place after the roundup. 

Adjournment will follow this discussion. 

For the sixth straight year, the Grand Ballroom of the 
Palmer House will be the stage for the NACJ annual 
banquet. The banquet is set for 7:00 P.M. on Wednes- 
day, August 1. All exhibition areas will close at 6:00 
P.M. on that date so that exhibitors will have an oppor- 
tunity to attend the banquet. 

Plans are going forward to provide the fine food and 
entertainment that has always marked the NACJ Banquet 
as the high-spot of the Fair. Tickets can be obtained by 
writing William Wagner, Executive Secretary of the 
NACJ, 545 Fifth Avenue, New York 17, N. Y., or at 
The Stevens in the NACJ offices during the Fair. 

Thousands of retail jewelers throughout the United 
States have already received badges that will admit them 
to all exhibition areas without charge. The usual, ade- 
quately staffed registration desk will open on Sunday 
morning at 9:00 A.M. The registration desk will be 
located in the Lower Level Lobby of The Stevens, just 
outside the entrance to the Exhibition Hall. Registration 
will continue from 9:00 A.M. to 9:00 P.M. on Sunday, 
July 29th, until Wednesday night, August 1st, when it 
closes at 6:00 P.M. 

No charge is made for the registration. Advance regis- 
tration and hotel registration of visiting jewelers is han- 
dled by the National Association of Credit Jewelers. A 
copy of the official directory and Convention Program 
will be issued to each jeweler in attendance upon regis 
| tration. 


ets — with authentic service insignia. 
In gold-filled, 14 karat, or sterling. 


Through your wholesaler. 








ovvyvoooogoooegeoococooooo9oo0o0oeeaceo co 8 8 8 


CULTURED 
PEARL 
NECKLACES 


AND ALL SIZES OF 
LOOSE PEARLS 
FOR MOUNTINGS 


L. BORRELLI Corp. 


Direct Importers of Finest 
Quality Cultured Pearls 


oo 0 


00000 


Selections Sent on Approval 


665 Fifth Ave. New York 22, N. Y. 
Tel. MUrray Hill 8-0648—0649 


Pacific Coast Office: HUBERT A. WOOD 
649 So. Olive St., Los Angeles, Cal. Phone—Van Dike 0966 





eo0o0oo0o0o 0 00 00 oooooooooaoeceeoeeoeeeoeeogocoeqoooeooocoeoedaco0o0o7do 


9e00eoeeoeece0co0eeoeeceeeeaeeegeeoeaoedceoaeooecaeaeeaoaoa oe 


"aooaoooocodcoeoocoeccodcaodcodacooaoacoacoaodcdcdcdodo 8 Oo 





130 THE JEWELERS’ CIRCULAR-KEYSTONE 











1951 National Jewelry Fair Exhibitors 


(From page 94) 


Cc 


Jewelry Display, Buffalo, New York....Ex-H Booth 41 
capt Manufacturing Company, Philadelphia, Pa. 
Ex-H Booth 43 
Cory Corporation, Chicago, Illinois........ Ex-H Booths 38-39 
Certina EA Watches, Elgin, Illinois..Ex-H Booths 66-67-86-87 
China Overseas, New York, N. Y......... GBR Booths 244-245 
Cohen, A. & Sons Corp., New York, N. Y. 
Ex-H Booth 95, North Ballroom 
Columbia Diamond Ring Co., Long Island City, N. Y. 
Ex-H Booth 80, P.D.R. #1 
Cramer-Tobias-Meyer, Inc., New York, N. Y...GBR Booth 308 
Cranley Silver Mfg. Co., Rockville Centre, N. Y. 
Ex-H Booth 117 
Cyma Watch Company, New York, N. Y.....Ex-H Booth 118 


Davids, Lothar, New York, N. Y.............. GBR Booth 31l 
Davidson & Sons Jewelry Co., New York, N. Y. 
Ex-H Booths 75-76 


Denberg, J. J.. New York, N. Y............... GBR Booth 271 
Dennison Mfg. Co., Framingham, Mass...... Ex-H Booths 5-6 
Diamond Silversmiths Ltd., Chicago, Ill...Ex-H Booths 110-111 
Dormeyer Corporation, Chicago, IIl....... GBR Booths 263-264 


Doxa-Delaware Watch Co., New York, N. Y...GBR Booth 272 


Eagle Watch Company, Inc., New York, N. Y. 
Rooms 610A-611A 


Ekco Products Co, Chicago, Ill.......... Ex-H Booths 110-111 
F 
Fantasy of Jewels, New York, N. Y........... Ex-H Booth 121 


Farber, S. W., New York, N. Y.....Ex-H Booths 46-47-58-59 
Feature Ring Co, Inc., New York, N. Y.....Participation Suite 


Fiddelman, J. & Sons, Inc., New York, N. Y. 
Participation Suite 
Fidelity Diamond Ring Co., New York, N. Y........ Room 509 
Firman Leather Goods Corp., New York, N. Y. 
‘ie GBR Booth 232 
Freed, Edwin, Inc, New York, N. Y...Ex-H Booths 70-71-72-83 
Freed, Edwin, Advertising, New York, N. Y. 
Ex-H Booths 70-71-72-83 


G 
Gailstyn Company, Inc., The, New York, N. Y. 
GBR Booth 305 
Garne Jewelry Company, New York, N. Y...Ex-H Booth 140 
Goodman & Company, Indianapolis, Ind....... Ex-H Booth 24 


Gotham Watches, New York, N. Y. 
Ex-H Booths 92-93-104-105 


Harman Watch Company, New York, N. Y...Ex-H Booth 129 
Helbros Watch Company, Inc., New York, N. Y. 
Ex-H Booths 81-82 


Hirsch, A. Company, Chicago, Ill............. Ex-H Booth 21 
Howard Ring Company, Chicago, Ill........... GBR Booth 247 
Imperial Lamp & Shade Co., Phila., Pa....... GBR Booth 236 
Imperial Pearl Syndicate, Chicago, Ill.....Ex-H Booths 90-107 
Ingraham, E. Co., The, Bristel, Conn......... Ex-H Booth 96 
Iskin Mfg. Co., Inc., Philadelphia, Pa........... Ex-H Booth 18 
J 
Jewelers’ Circular-Keystone, New York, N Y...Ex-H Booth 64 
Jewels By Bogoff, Chicago, Ill............... Ex-H Booth 116 
K 


Kahn, L. & M. Company, New York, N. Y...Participation Suite 
Karpeles Rosary Company, Ltd., Providence, R. I. 

Ex-H Booth 23 
Katz, Frank M., Inc., New York, N. Y........ GBR Booth 257 
Keg-O Products Corp., New York, N. Y....... GBR Booth 238 














OF A PERFECT STAR.. 
Captured in these Lovely Rings 


OK 





Look into the striking synthetic rubies or 
sapphires of these exquisite rings and see the 
perfection of clear, bright stars! Linde Syn- 
thetic Rubies and Sapphires have captured all 
the of the at a 


fraction of their cost. 


loveliness natural stones 


#+2802—l4K White Gold Ring 
With Synthetic Star Ruby or 
Sapphire and Diamonds. 


#6045—l4K White Gold 
Ring With Synthetic Star 
Ruby or Sapphire. 





Trade Mark Registered In 
United States and Canada 


(lee 
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A newspaper mat reproducing this ad- 
vertisement is available to our customers 
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| Ken Matsumoto & Co., Cincinnati, Ohio...... GBR Booth 306 

F y, P d Kent, Franklin Promotions, New York, N. Y..GBR Booth 257 
Keystone Silver, Inc., New York, N. Y...GBR Booths 249. 

Or 1@ar oun Kimler & Daniel, Inc., New York, N. Y....... GBR Booth ~ 

Kingston Watch, New York, N. Y................ Room 5134 

Kocher, Walter & Co., New York, N. Y........... Room 530A 





SALES and PROFITS 


Stock and Display 


Korn, William & Co., Buffalo, New York 
Ex-H Booths 1-2-3.4.160.16) 
Kramer Jewelry Co., New York, N. Y. 
Ex-H Booth 154, Rooms 502.594 


Kushner & Pines, Inc., New York, N. Y........... Room 504A 

- e L 
Irie Ud 1t L.M.D. Jewelry Mfg. Co., New York, N. Y...GBR Booths 24 
Lampl, Walter, Inc., New York, N. Y....... Ex-H Booth 14 
Landau, Max & Co., Inc., Neew York, N. Y....... Room 5604 
Landau Watch Co., New York, N. Y............. Room 560A 


Lehman Bros. Silverware Corp., New York, N. Y. 
Ex-H Booths 123.124 
ee Meee, FO We, TM. Wiss cccccvcccewvcces Ex-H Booth 48 
Lifton, Harold Co., Inc., New York, N. Y. 
GBR Booths 242.243 
Lignum-Vitae Products Corp., Jersey City, N. J. 
GBR Booth 229 
Linde Air Products Co., New York, N. Y...Ex-H Booths 55.5% 
Luckoff, Wayburn & Frankel, Detroit, Mich. 
GBR Booths 255.254 
Luria, L. & Son, Inc., New York, N. Y. 
Ex-H Booth 78, South Ballroom (3rd FI.) 





Emblematic Jewelry 


Our complete line awaits your 
inspection and selection at the 
August A.N.R.J.A. Convention, 


SPACE +76 
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WeeceplIne Berry 4 ki Manhattan Novelty Corp., New York, N. Y....Ex-H Booth 77 
Manheimer Watch Company, Chicago, IIl....... Ex-H Booth 9 
Marathon Company, Attleboro, Mass................ Room 659 

8 ROSE ST. NEWARK 8,N. J. ‘OD, Mautner Co., Inc., The, New York, N. Y. 
Ex-H Booths 15-16-17 
~ a MEMBER Soe Meeker Company, Inc., The, Joplin, Mo.....Ex-H Booths 12-13 
AMERICAN Mele Mfg. Co., Inc., New York, N. Y......... GBR Booth 276 


Metro Jewelry Service, New York, N. Y.....GBR Booth 237 


















uae Monarch Watch Co., Inc., New York, N. Y...Ex-H Booth 139 
Multi-Facet Company, Inc., New York, N. Y. 
— Ex-H Booth 97, Room 553A 
N 
‘emt New Hermes Engraving Machine Corp., New York, N. Y. 
CL GBR Booth 310 
ae - 
CU RED | Ollendorff Watch Co., Inc., New York, N. Y. 
PEARLS | Ex-H Booths 92-93-104-105 
| Ostby & Barton Company, Providence, R. I......... Room 533 
| Pakula & Company, Chicago, IIl........... Rooms 556A-557A 


| Paramount Wedding Ring Co., Chicago, IIl.....Rooms 601-602 


Parker-Allen Industries, Inc., Chicago, III. 
GBR Booths 234-235 


Paulson, Henry & Co., Chicago, Ill....... GBR Booths 267-268 
| Pennino Brothers, Inc., New York, N. Y........... Room 532A 
Pereline Mfg. Co., New York, N. Y........... Ex-H Booth 9 
Phillips-Buttrick, Inc., New York, N. Y....... Ex-H Booth 4 
Plainville Stock Co., Plainville, Mass........... Rooms 610-6ll 


Polishook, K. & Son, Corp., New York, N. Y. 
GBR Booth 307 


@ NECKLACES 








» | R 
e MATCHED > Reich, M. A., Buffalo, N. Y....... Ex-H Booth 57, Room 50l 
PEARLS FOR & | Reiling Mfg. Co., The, Battle Creek, Mich.....GBR Booth AA 
EARRINGS ® ' Remington Rand, Inc., Dealer Sales Div., New York, N. Y. 
- Ex-H Booth 1% 
¢ LOOSE ge | Remington Rand, Inc., Electric Shaver Div., Bridgeport, Conn. 
PEARLS ; “ | Ex-H Booths 158-159 
| Richie Premium Corporation, New York, N. Y. 
GBR Booths 277-278 
Robbins, J. W. Co., New York, N. Y.....GBR Booths 244-245 
Cee gn Robbin Products, Los Angeles, Calif.......... GBR Booth 222 
Memo selections sent Ph Roman Silversmiths, Inc., Brooklyn, N. Y.....GBR Booth 224 
on approval. Ronson Art Metal Works, Inc., Newark, N. J. 
Ex-H Booths 125-126-127 
Your best value in any price category! Royal Typewriter Company, Inc., New York, N. Y. 
Ex-H Booth 141 
FERRANTE-RIVIECCIO Co. Rubin, Herman S., Co., Chicago, IIl................. Room 
542 FIFTH AVENUE, NEWYORK 19, NY. s 
' Sales King Company, Chicago, Ill. ............ GBR Booth 270 
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Sarkin, David, Inc., New York, N. Y........... Ex-H Booth 37 
Savoy Watch Co., New York, | ae eee Room 600 
Scheffres, Bob Co., Inc., Chicago, Ill......... Ex-H Booth 145 
Schick, Inc., ee rr GBR Booth 228 


Adolf & Son, Inc., New York, N. Y. 

aaa GBR Booth 272 

Semca Clock Co., New York, N. Y......... Ex-H Booth A-65 

Semca Watch Co., New York, N. Y......... Ex-H Booth A-65 
Seth Thomas Clocks, Thomaston, Conn. 

Ex-H Booths 132-133-131 

Shiman Brothers & Co., Inc.,. New York, N. Y. 

Rooms 500-501A 


Shiman, M. H. & Co., New York, N. Y....... Ex-H Booth 73 

Shriro Watch, Inc., New York, N. Y...... Ex-H Booths 62-63 

Silbermann, Kohn & Wallenstein, Inc., New York, N. Y. 
Room 509 


Simons-Michelson Company, Detroit, Mich. 
Ex-H Booths 112-113 


Sloan, Albert E., Inc., Chicago, Ili....... GBR Booths 265-266 
Sparkle Mfg. Co., So. St. Paul, Minnesota....Ex-H Booth 27 
Spreckman, Hy & Company, Chicago, IIl....... GBR Booth 284 
Stern, Louis Co., Providence, R. I............. Ex-H Booth 155 
Streicher Mfg. Co., Newark, N. J............. GBR Booth 227 
Sunbeam Corp., Chicago, Ill................. Ex-H Booths 7-8 


Swank, Inc., Attleboro, Mass. 
Ex-H Booth 136, Rooms 505A-507A 


T 
Tanz, The Philip Co., New York, N. Y...GBR Booths 239-240 
Toastmaster Products, Elgin, Ill......... GBR Booths 230-231 
U 


United States Time Corporation, New York, N. Y. 
Ex-H Booths 53-54 


Vv 
Van Schyndle, Inc., Chicago, Ill........... GBR Booths 241-254 
Victor Corporation, The, Cincinnati, Ohio.......... Room 537 
Volupte, Inc., New York, N. Y............. Ex-H Booths 44-61 
Ww 


Wakmann Watch Co., New York, N. Y...Ex-H Booths 152-153 
Wallace, R. & Sons, Mfg. Co., Wailingford, Conn. 

Participation Suite 

Warner Jewelry Case Co., Inc., Buffalo, N. Y. 
Ex-H Booths 102-103 

Watchmakers of Switzerland, New York, N. Y. 
Ex-H Booths 88-89-108-109 
Wiesen-Hart, Inc., Cincinnati, Ohio.......... GBR Booth 233 
Wiesner, Joseph, Inc., New York, N. Y...GBR Booths 301-302 
Winton Watch Company, New York, N. Y......... Room 605A 
Woods, Patrick, Chicago, Ill............ Ex-H Booths 40-A-65 





‘Lighter’ Side of Selling 


(From page 98) 


jewelry store presents an innovation in cigarette lighters 
about once each month, showing the novelty feature oa 
top of the big lighter case where customers may pick it 
up and examine it. When the “jet” lighter came onto the 
market, the Sunshine store sold as many as three dozen of 
these in a single week, merely by demonstrating their 
eficiency in pipe lighting and, more important, by capi- 
talizing on the initial excitement which the new lighter 
caused when it was lit. Similarly, since then, varieties 
of windproof lighters, trick-action models, clear plastic 
varieties which show the amount of fuel in reserve, an: 
double wick varieties have all been introduced at Sun- 
shine’s, Each lighter which has proved its popularity with 
particular types of customers is retained in stock, with the 
result that the inventory grows constantly, with the addi- 
tion of each new type. “None of our novelty lighters is 
to be considered of the knick-knack variety,” Sunshine 
said. “We back up each with the store name, and a manu- 
facturer’s guarantee enables us to offer repairs and 
replacements.” 
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+ osever Fidelis Rosaries, There 
Are No Finer Beads! To pro- 
duce the Finest rosaries, it takes 
the touch of the Artisan, and 
Fidelis has accepted this respon- 
sibility. To present the upmost 
in excellent quality rosaries to 
your customer ... Stock 


a ROSARIES ™ 
W hen you carry the Fidelis line 


you can sell with the assurance 
that you’re selling the best. 
Fidelis Rosaries possess a per- 
manent appeal, speaking the 
language, and answering the 
demands of the most discrimi- 
nating buyer. 
























Be Fidelis offers you absolutely 
ne the finest rosary ever presented 
to the Jewelry field. F. Whitaker 
Co. also produces DEVO ROS- 
ARIES, that retail at a lower 
popular price. Write to have one 
of our salesmen call as we sell 
direct to the retail Jeweler. 
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F. WHITAKER CO. 


DEPT. F 
50 ALEPPO ST., PROVIDENCE 9, R. I. 
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GOLD 


EXPANSION 











Our many years of ex- 
perience in purchas- 
ing, restoring and 
reproducing antique 
jewelry, has gained for us the reputation of “The 
Antique Jewelry House.” 

All work is completed in our own workshop. 


¢ Memos to rated jewelers 
¢ Estates Purchased 
¢ Special Order Work 


0. Srhueider 


manufacturing jewelers and 
traders in antique jewelry 


New York 19, N. Y. 


74 West 46 St. 

















Color in Display 
(From page 96) 


than the pure tone. Pure red with a little blue becomes , 
cool American Beauty or Burgundy color — with yelloy 
it becomes a hot vermilion. Yellow. cooled with a lite 
blue becomes a lemon yellow. It is warmed toward orange 
by adding red. Blue may be the cool greenish turquoises 
and aquamarines or the warm purplish sapphire. Viole 
with red becomes a cheerful, warm magenta — with blye 
it becomes cool again. Green with blue is a cool robin’s 
egg tone— with yellow it is warm chartreuse. These 
intermediate colors are indicated on the chart by the 
smaller boxes of yellow orange, red orange, red violet, 
blue violet, blue green and yellow green. 

One step of the many possible steps between these inter. 
mediate colors is indicated by the still smaller boxes — 
YOY, OYO, ORO, and so forth on the chart. Each one 
of the twenty-four hues indicated on this chart (and, of 
course, all the other possible hues) may be modified in 
value and in intensity. Adding white to the hue produces 
tints. Adding black produces shades. 

This identification of the colors is necessary before we 
can begin to plan color combinations which will be har. 
monious. There is no such thing as a “poor” color. All 
colors are “good” but it is their combination which makes 
them vibrant and beautiful or dull and ugly. As a general 
rule, the combination of warm tones together or cool tones 
together will produce harmony while contrasts of warm 
and cool tones together must be handled with greater 
care. The complementary colors — those directly opposite 
each other on the color wheel —particularly should be 
combined alike in this respect — a warm vermilion red, 
for example, with a warm ultramarine blue rather than 
a warm red and cool turquoise blue. The contrast in hue 
is apt to be too great for comfort, especially if the colors 
are used in large areas. Analogous colors — those next 
to each other on the color wheel — may need the contrast 
in type to be stimulating — a very cold blue with a yellow 
or warm green, rather than a cold blue and a cold green. 

There are many systems of arriving at color harmonies 
by mathematical formula, but none are infallible and the 
ultimate judgment rests with the eye of the colorist. The 
final effect must be pleasing to the eye and must fulfill 
the purpose for which the color is being used. 

To use the Color-aid Swatch Book in planning color 
schemes, first select a key color from the swatches — 
possibly matching a color in the merchandise or a mate- 
rial or object which you intend using in the display. Try 
this color in various combinations, choosing either a 
complement (found directly opposite on the color wheel) 
or an analogous color (found on either side of the color on 
the wheel). If your key color is blue, for example, its 
complement is orange; its analogous colors, green and 
violet. The stronger your key color is, the more subtle your 
complementary color should be — either a deep shade or 2 
pale tint or a very grayed tone. Two colors, one on either 
side of the complementary (yellow and red with blue) will 
give a three color harmony. If you choose analogous col- 
ors, their value and intensity may be stronger since there 
is less contrast in the colors themselves. . 

Next month these principles will be illustrated in more 
concrete fashion by applying them to definite examples of 
jewelry merchandise displays. 
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Look to Fashion 


(From page 83) 


more who can be persuaded they need new jewelry as 4 
means of refreshing wilting wardrobes. Let’s take another 
look at the style factors that should be stimulating your 
retail business. Certainly fashions, this summer, call for 
jewelry from top to toe! | 

Hair is being worn mostly in softly curling four and 
fve inch lengths or in sleekly drawn back chignons. 
A very new hair style is a bouffant coiffure that puffs 
extravagantly wide at the sides and turns under in smooth 
rolls. In every instance the hair is brushed back from 
the face, leaving the ears bare which maintains the need 
for earrings, and all of these hair styles look well with 
hair ornaments; jeweled barrettes, chignon pins and 
decorative combs. 

Completely bare shoulders and camisole-top dresses, 
even for daytime wear, are making chokers and necklaces 
a glamorous necessity. 

Bare arms look best decorated with flexible, entwining 
braclets, and these are being worn in great number on 
both the upper and lower arms. Most popular of all are 
wrist bracelets with attractive dangles. It is considered 
smart to wear two matched bracelets on one arm or twin 
bracelets on opposite forearms. 

Stoles, scarfs, and jackets, the cover-up part of bare-top 
ensembles, require a variety of pins — both for decoration 
and to hold them smartly in place. 

Tiny waistlines and exaggerated hip styles can be dra- 


matized with pins. Apron effects and detailed skirt treat- 
ments also can be nicely emphasized with pins. 

Following are a few suggestions for wearing jewelry 
on sticky days when the less that touches the skin the 
better. These jewelry tricks will give a refreshing look 
to summer clothes. 

Create pin ensembles and wear them in an abundant 
variety of ways. Wear one dominant pin high on the 
shoulder and three small ones scattered diagonally across 
the opposite hipline. 

Make a jewel ensemble with two large pins — one on 
a pocket or pinned to a bodice, the other flaunted on a 
handbag. 

Match earrings to a pin at shoulder-line or belt. 

Loop a colorful necklace zig-zag through a dress belt 
for a new effect. 

Fasten a brilliant pin, like a corsage, to the bodice of 
a slip and let its radiance shine through transparently 
sheer blouses and dresses. 


VERSATILITY MARKS DIAMOND FASHIONS 


Women are showing more and more interest in jewelry 
that serves a practical purpose by being adaptable to both 
formal and informal clothes and that can be worn for a 
multitude of social occasions. This is particularly true of 
fine jewelry, and leading diamond houses are designing 
astutely for fashion convertibility as well as for beauty. 

Raymond Abrahams has long been noted for the fine 
artistry of his diamond, platinum and gold creations, and 
I was very much impressed with the versatility of this 
precious jewelry. There was so much to see! Wide, wide 

















The smart people 


send their sweeps, 
filings, scrap, ete. 
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Join the thousands of satisfied customers 
who use our refining service. We have a 
reputation for giving the best returns in 
the trade. 


REFINING COMPANY 


116 NASSAU STREET - NEW YORK 7- N.Y 


1 7.449 
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y . Your best friend is more apt 
oo to be a St. Paul Companies’ 
JEWELERS’ BLockK PoLicy—the most in- 
clusive jewelers’ insurance protection 
available. 





Individually written, this broad block 
policy is tailor-made to fit your particular 
needs. 


Compare the costs and convenience of 
having one policy take the place of 
several. 


Simplified, complete coverage for greater 
security can be yours with a St. Paul 
Companies’ JEWELERS’ BLocK POLICYy— 
from the pioneer company with the long- 
est and strongest record in the jewelers’ 
block insurance field. 


See your agent or broker. 


St. Paul Fire and 
Marine Insurance * <7» 





PACIFIC DEPT. 
Mills Building 
San Francisco 4 


HOME OFFICE 
111 W. Fifth St. 
St. Paul 2, Minn. 


EASTERN DEPT. 
75 Maiden Lane 
New York 7, N. Y. 
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wedding bands ablaze with diamonds, gloriously designed 
rings, diamond earrings that run lavishly both Up and 
down the ear, delicate tear-drop pendants, and enormoys 
star-burst circlet earrings. Especially in keeping with 
the practical aspect of fashion are fluid diamond choker 
supple as shining ribbons, that divide from inyisib}. 
hinges to become twin bracelets. These are single line 
chokers in channel settings, prong settings, or rope and 
box settings. Magnificent diamond cluster clips can be 
attached as the center jewel, or detached and worn as a 
brooch—again, some of these divide to become twin 
clips. With the purchase of one choker and pendant it i 
possible for a woman also to have twin bracelets, twin 
clips and a breathtaking brooch! Illustrated on the silk 
marquisette gown with polonaise drape are an Abrahams 
diamond choker, earrings and bracelets. A detached 
brooch is shown separately on the jacketed town suit. 


GOLD LOOK FOR SUMMER AND AUTUMN 


Gold seems to have cornered one entire section of the 
fashion market this season with bright threads running 
through rich fabrics, splashed-gold prints in luxurious 
designs, and everywhere a topping of shining gold jewelry. 
There is tailored gold, gold mingled with pearls, gold 
settings for diamonds, and gold blended with an infinite 
variety of multi-colored stones. 

Louis Tamis & Sons have an unusually interesting col. 
lection of 14K gold jewelry for both men and women, 
There is a beautiful raffia weave pattern of gold in match- 
ing tie clips, cuff links, knife, buckle, and locket. The locket 
has compartments to hold four photographs and can be 
combined with any piece of the maculine jewelry to form 
a delightful gift ensemble, “For Him and For Her” and 
certainly more imaginative than bath towels! 

Napier has an exceptionally beautiful line of gold. 
plated jewelry on sterling. The Oriental fashion trend is 
expressed in bizarre Siamese designs. Some of these are 
authentic reproductions such as “Temple Bells” while 
others are modern versions in a Siamese mood; all are 
very handsome. Dramatically different is an atomic series 
which reproduces the nuclear system with distending 
atom particles building pins and earrings up to new 
heights of dimension. In a completely different mood, 
again, is Napier’s “Garden of Gold” jewelry which fea- 
tures actual reproductions of leaves. These come in com- 
plete sets of chokers, bracelets, pins, earrings and hair 
ornaments. Smart versatility is shown in barrettes that 
convert to lapel pins. The geranium leaf seemed par- 
ticularly beautiful with subtly graduated gold shadings 
and highlights, like shadow patterns in a forest. Ihlus- 
trated on the chiffon-bloused model is a geranium leaf pin 
shining through the transparent fabric. This model also 
wears a Siamese collar and bracelet. 


PEARLS ARE A FASHION FAVORITE 


Season after season, the fashion demand for pearls 
continues and this summer is no exception. Not only are 
pearls among the lightest, and most flattering jewels to 
wear, which is reason enough for women to love them, 
but leading manufacturers constantly bring forth irresisti- 
ble designs and merchandising plans that keep pressure 
upon feminine customers. 

L. Heller & Son are showing glamorous new combina- 
tions of simulated pearls and rhinestones in their famous 
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Deltah line. Two strand chokers have brilliant center 

ndants of handset rhinestones, dazzling circle earrings 
hold single glowing pearls aloft in high settings, flashing 
rhinestone rondelles are interspersed with pearls in two 
strand chokers creating a sparkling patina of brilliance. 
This pearl and rhinestone jewelry comes in pin and ear- 
ng sets which are pleasing for hot weather fashions, and 
also with matching chokers and bracelets. Linking gold 
and pearls is Deltah’s, “Golden Opera” series which fea- 
tures gold-filled chain and pearls in arrangements just as 
dramatic as the pearl and rhinestone jewelry. Three 
strand necklaces have a center strand of rippling gold 
chain running between the outer pearls, chain necklaces 
hold bib-like cascade of fringing pearls, and dramatic 
texture chokers are contrasts of pearls with gold. Illus- 
trated with the white lace sheath are pearl bracelets and 
a choker flashed with rhinestones. 

Marvella has an enthusiastic plan to promote high 
fashion at low cost in summer merchandising with one, 
two, and three strand chokers of simulated pearls. These 
are beautiful, graduated chokers of creamy-white, lustre- 
ful pearls—the kind that give a shimmer of coolness to all 
summer costumes. And the costume is the goal upon which 
Marvella is concentrating! This house is cutting costs by 
eliminating expensive packaging in the belief that women 
are more interested in good fashion at a low price than 
they are in buying wrappings. 

Marvella has a magnificent collection of pearl jewelry 
and many exquisite new designs by the famous designer, 
Michael Paul. We will talk about these in a later fashion 
story. Illustrated on the halter frock are twin bracelets 
and a two strand choker of simulated pearls. 
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‘Port Hole Window’ Sells Infant Gifts 


“Getting the display down to the child’s level” is a 
stunt which consistently promotes sales of infant silver 
gifts at Lester’s, retail jewelry store in Lubbock, Texas. 

In designing his remodeled store front, Lester Cooper, 
head of the store, installed a circular “porthole window” 
2 feet in diameter, at sidewalk level. With the bottom 
of the circular window only an inch above the terrazzo 





walkway into the store, the display shown within is at so 
low a level that small children may see it. 

“We use the windows for gifts which attract children, 
and which the shopper may be looking for with a 
youngster’s anniversary in mind,” Mr. Cooper said. The 
window interior is actually a pastel-lined box, 2 feet wide 
and 2 feet deep. Merchandise which is shown in this 
window sells at the rate of three to one over infant gift 
suggestions shown in the regular display windows. 
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There's a great field for added 
sales in the growing number 
of those who are intensely — 
‘interested in bettering their — 
homes. Unlock the door of 
- their interest by featuring the 
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The R-713, beautifully styled, and with 2 
Westminster Chimes, retails for $47, plus tax = 
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One of the largest importers of 
JADE of every type 


Complete Stocks of Tigereye Cameos, Hematite Intaglios, 
Scarabs, and all other semi-precious CHINESE STONES 


Write for full particulars 


CHINESE JADE CORP. 


linus? West 47th St. © New York 19, N. Y¥. © JUdson 6-1666,___.. 
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SLUBAR - LONDON 


CABLES: 


ALL QUALITIES AND SIZES POLISHED AND ROUGH 
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Gemology 


(From page 106) 






































the market, but the traditional low cost has conditioned 
the jeweler poorly for the high prices of the new syn. 
thetics. It is also reflected in his attitude toward syn. 
thetics, which are commonly regarded no more highly 
than glass by most of the trade. This is a mistake, {o; 
the wearing qualities of the synthetic, the brilliance of 
the synthetic, and the hue of the synthetic is equivalent 
to that of the natural stones. 

The second most important color variety of corundum 
is the sapphire. This is the blue variety, colored by iron 
and titanium impurities. It is far more abundant than 
ruby. It occurs in the same deposits with rubies but is also 
found in many others where rubies are not. The best are 
those from Kashmir and these are characterized by , 
soft velvety blue color, and are not completely trans. 
parent. The characteristics of a Kashmir sapphire are 
imparted by these motes which give it the velvety look. 
Clear blue stones of excellent quality come from Burma 
and Siam; the former are slightly deeper in color than 
the latter, though the difference is slight. Ceylon sapphires, 
like Ceylon rubies, are light colored. Typical Australian 
sapphires are rather deep blue, with perhaps a touch of 
green to their blue, but they suffer the fault of becoming 
almost black in artificial light. There are also Australian 
sapphires, however, which do not share this characteristic. 
New South Wales stones resemble those of Burma and 
Siam. Montana sapphires come from two localities: the 
Yogo Gulch stones are often an excellent blue, but are 
usually thin and small, and the Helena stones are light- 
colored and often very green-blue. 

In connection with these locality names, it is well now 
to mention that the names do not mean that the stones 
have definitely come from the locality they suggest. In 
general, it is probably true that most Kashmir sapphires 
have come from Kashmir, and that most Ceylon sapphires 
have come from Ceylon. Today, however, when we speak 
of a Kashmir sapphire we mean a stone that has the 
characteristics of a rich velvety blue color, not too dark 
and just cloudy enough to have a soft look. It might con- 
ceivably have actually been found anywhere. Since the 
name is more a description of a type, it is also subject 
to human error and experience with many stones is 
essential to the proper appraisal of shades of color in 
stones like ruby, sapphire and emerald. 


(To be continued ) 





Small Store 


(From page 100) 


for that sort of business but, at first glance, hardly big 
enough for a jewelry store. Here is how Mr. and Mrs. 
Rosenson have overcome the deficiency in space: 

They wanted, first of all, maximum window display 
space. But they also had to use some of the lower window 
space for merchandise storage. So they built the window 
platforms high enough to provide for a great many 
drawers underneath the window floors. Opaque glass 
prevents any view of these drawers from the street. At 
the same time the window displays are at the right height 
for clear and easy viewing by passers-by. 
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In this small store they have provided four show win- 
dows. Two are 10 feet long, one is seven feet long and a 
«mall vestibule window is only one foot deep. In the rear 
window on Julia Street the 10-foot space is partly used 
by the service desk, where watch and other repairing is 
done. The service man’s operations attract the attention 
of many who stop to look. One section of the window 
adjoining the entrance door is reserved for a display of 


remount and special order work in which The Jewel Box 


specializes. . , 
For the interior displays the Rosensons had special 


show cases and wall fixtures built by a Jacksonville store 
architect. Every wall case and showcase is fitted with 
drawers of ample size to store a great deal of merchan- 
dise for which there is not room in the display cases 
themselves. 

The effect of the whole arrangement has been to make 
the tiny store look like one large showcase, which is just 
what the Rosensons were aiming at in order to overcome 
its smallness. 

One of the impelling reasons for the move made by The 
Jewel Box was to pick up more transient business. Mr. 
Rosenson has been engaged in the jewelry business in 
Jacksonville for 20 years, nine years in his own business 
and prior to that with the Duval Jewelry Co., which 
operates a chain of stores throughout Florida. Jackson- 
ville is not a resort city, as are most other cities and 
towns in Florida, but is primarily a business center. How- 
ever, a great many tourists stop over in Jacksonville to 
and from Miami or other resorts, and during the fall and 
winter season in particular, it attracts a large number 
of conventions. Many of these visitors want to take home 
a souvenir of Jacksonville, and the Rosensons are plan- 
ning to corral some of that business. 





Diamonds at Retail 
(From page 91) 


Additional Facts Brought Out by Survey of Jewelers 


Sixty-one per cent of the jewelers declared that engage- 
ment rings accounted for at least half of their total dia- 
mond jewelry sales. Roughly, 80 per cent of the diamond 
engagements rings sold in 1950 were set with center 
stones no larger than 55 points, according to the typical 
jeweler. Only 7 per cent of the diamonds were as large 
as 75 points. 

Stone size tends to be a more important consideration 
than quality to customers purchasing rings priced at less 
than $400. For higher priced rings, quality is the more 
important factor. 

A majority of the jewelers consider that couples who 
have been married for some time represent an important 
group of potential customers for diamond engagement 
rings. 

The overall effect of the report is to emphasize the fact 
that the diamond engagement ring is the dependable 
foundation of the jewelry trade. However, the figures 
clearly suggest also that the retailer whose cash register 
will ring most merrily with the Christmas bells will be 
the one whose promotional skill brings into the store the 
husband who has never yet bought his wife a diamond 
_ or who never even thought of buying her a diamond 
clip, 
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Silver Merchandising Program 








A. W. Whittingham, manager of the store, suggests an appropriate 
china pattern for a college customer. China, glass and silver 
are all displayed together in the store's popular Silver Room. 


by ROGER LOCKE 


THE owner of a Colorado jewelry story be- 
lieves he has found the key to the profitable college 
market. College girls at the University of Colorado like 
the Silver Room at Crowder’s Jewelry Store in Boulder. 

A. W. Whittingham, manager of the store, emphasizes 
the slogan “Visit Our Silver Room” in every one of his 
advertisements in the local newspaper and on his local 
radio show. 

Boulder’s population is only 18,000 and Denver is 
just 40 miles away, but Crowder’s complete selection of 
jewelry and silverware keeps the town’s shoppers from 
drifting to Denver to buy. Half of Boulder’s population 
are college students, and half of these are young ladies 
between the ages of 18 and 21. Whittingham has de- 
veloped a sales program which earns him a maximum 
sales volume from each year’s group of feminine under- 
graduates. 

Whittingham took over this store more than 10 years 
ago, when the town was less than half its present size. 
From a shopper’s point of view, Boulder was definitely 
subordinate to nearby Denver. Few jewelers in the area 
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Taps Profitable College Market 


By emphasizing sterling flatware in every 
promotion, this jeweler sells eight times 
more sterling flatware than plated. His 
annual dollar volume in sterling flatware, 


open-stock china and glass matches the 


total volume of the diamond department. 





The Silver Room, to the left of the arch, was designed to serve 
but one customer at a time. Patrons like the privacy which the 
room offers. The Silver Room is publicized on daily radio show. 


had made any attempt to carry a complete pattern selec- 
tion in basic bridal items. But Whittingham believed 
that Boulder had “big city possibilities.” He modernized 
the store and aimed his merchandising broadside at the 
local college market. 

In time, he added the popular Silver Room, where the 
bride-to-be can find each of the store’s many patterns 
grouped together, including sterling flatware, open- 
stock dinnerware, crystal patterns and a large selection 
of bridal gifts. Displayed compactly within the 14 x 8 
foot room, the young shopper can take as much time as 
she likes to look over the patterns. Yet, Whittingham finds 
that time is actually saved with each sale, because the 
customer need not be directed to many parts of the store 

(Please turn to page 149) 
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IN AUGUST, plan promotions around brand 

names that are nationally known and ac- 
Aucusr House Beautiful is the annual “Music at cepted. This trade message from a represen- 
Home” issue—but that doesn’t eliminate those who tative manufacturer should provide you with 
usable ideas. It’s typical of the best-seller 
produets you see parading across House 
Beautiful’s advertising pages. 


sell silver, china and glassware from its influence. 
For one of its feature editorials is: “How to Treat 


the Musician Who Comes to Dinner’, ° ° ° 
“ “ s — FOSTORIA CATALINA, HORIZON and TIARA DUET-TUMBLERS, 
Musicians are apt to be as critical of food as in the lovely Cinnamon and Spruce colors, are featured in a full-page, 
, .. * ei four-color advertisement. You can merchandise this ad with free 
others are of their music,” say House Beautiful’s leaflets, newspaper mats, a sales training booklet and radio con- 
tinuities by writing to Fostoria, Moundsville, West Virginia. 


editors, “so don’t experiment with foreign dishes 
that might fall short of perfection.” The issue advo- 
cates a simple American menu and a table set with 


IN AUGUST, put House Beautiful’s prestige as 

a buying guide to work for your business. 
, : ; : Send ftor our free tie-in displa eards, 
casual American appointments like those illustrated nad 1B ate 


here—a combination that will be appreciated by a advuertise- 
virtuoso of any nationality. The sterling flatware is ments you se- 


the “Woodlily” pattern by Frank Smith Silver Co., feet, and « PAGE & TIMMINS 


Gardner, Mass. The table lighter is by Ronson Art te STERLING 


newspaper 
as currently seen in 
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Metal Works, Inc., Newark, N. J. advertising. 
eR VOUR sg 
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Get the habit of using House Beautiful’s table set- 
tings every month in your business, You'll find that House Beautiful Oe at 
they bring you plenty of variety—plenty of fresh | he 
ideas to give your display settings customer-stopping 
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eye appeal. 
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For display cards, check any or all of the top-quality prod- 
ucts below (preceded by a number), which are advertised 
in the August issue. 

For a mat, in which product names can easily be inserted, 
check the square indicated. 

Fill in your name and mailing address and mail to: Mer- 
chandising Division, House Beautiful Magazine, 572 Madi- 
son Avenue, New York 22, N. Y. 
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Baby Department 


One window in the Baird. 

store is devoted ake 
to baby jewelry. A downtown 
store, its baby windows gn 
noticed by many Pedestrians 


by MILDRED SULLIVAN 





Rates Tops in Store Sales 


No matter how slow business is, no matter how adversely the weather may 


affect the other sections of the store, there is always activity in the 


baby department at the Baird-North jewelry store in Providence, R. I. 


“Oue baby jewelry department is our most 
active department,” says Jack Ronson, store manager, 
who also directs the advertising of Baird-North, Inc., 
jewelers of Providence, R. I. “It produces the largest 
number of unit sales throughout the year. It produces 
the largest stock turnover—a little more than five times 
a year with a turnover rate of 10 during the month of 
December. It actually requires vigilance on the part of 
department personnel to replenish stock. 

“No matter how slow business is, no matter how ad- 
versely bad weather may affect our other sections, there 
is always activity in the baby department. It has high 
leader value, it is a good traffic-builder and constitutes a 
valuable long-range builder for every department in the 
store. Only yesterday, a lady came in, bought a $2 piece 
of baby jewelry, looked at our other departments, and 
bought a $39 ring. That incident is typical.” 

Founded in 1888, Baird-North has long sold baby 
jewelry, but the line was not departmentalized until five 
years ago, at which time it was located off the main traffic 
aisle, to the rear of the store. 

In only a short time, this department gave evidence of 


142 


its potentialities as a traffic-and-profit-builder. Two years 
ago it was moved directly across the aisle from its original 





Jack Ronson, store manager, and Dorothy Edwards, buyer 
of silverware and costume jewelry, examine one of the 
store's best-selling gift items; a figure holding a fork 
and spoon. Price appears on each piece of baby jewelry. 
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POOLE STERLING 0& English Hand Chased SERVICE 
No. 700 Retail $1893.90 F.T.L. 
This ts the seé, the demand for which Poole is still un- 
able to satisfy. In spite of its retail price it is the most 
wanted sterling silver tea service. The magnificent hand chased desi 


and extra heavy weight have captivated the fancy of every buyer. 
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create a maslerfuece. 
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position to a busier, better-lighted location on the main 
traffic aisle. 

The department is aggressively advertised, a policy 
based on the theory that so long as babies are being born 
every day, people will be interested in baby gifts every 
day. The appeal of this line of merchandise is as constant 
as the flight of the stork. . © {ie 

“One of the best means of advertising this line,” Le MM) 4 Aes 
explains Mr. Ronson, “is our permanent baby jewelry . (Ca 
window. This is not a section of a window; it is a sepa- 
rate window devoted exclusively to baby jewelry, and it is 
used expressly for that purpose every day of the year. 
Since the store is located in the heart of downtown Provi- 
dence, this display has the benefit of heavy pedestrian 
trafic and produces more direct sales than any other kind 
of advertising. We display as wide a variety of baby 
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jewelry as possible, use nationally advertised names, make 
generous use of attractive packages and display each item 
with an easily visible price ticket.” 

Baby jewelry is advertised in the Providence Evening 
Bulletin and the Sunday Journal in copy devoted exclu- 
sively to this merchandise. The copy is scheduled for 
Tuesday or Wednesday, giving people time to think and 
talk about their possible purchases which they buy at 
the end of the week. 

In the rotogravure section of the Sunday Journal, baby 
jewelry is featured in one full-page each year. At Christ- 
mastime, the department is given important space in the 
roto magazine which the store inserts into the Providence 
Sunday Journal and mails to its customers. In 1949, baby 
jewelry was given a half page. In 1950, it received a full 
page. “And,” Mr. Ronson states, “we have considered 
giving it two full pages.” 

Radio spots begin in the middle of May and run through 
June. A similar series begins in September and extends 
through December. These are broadcast during the morn- 
ing and afternoon over WEAN, Providence, with WPRO. 
Providence, and WFCI, Pawtuckett, added for the Septem- 
ber through December schedule. Mr. Ronson believes that 
radio spots are most effective before 6 P.M. When spots 
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are later than that, it is believed that they meet too much 
competition from television. 

The store’s direct mail advertising also includes heavy 
emphasis on the baby department. 

In regular jewelry lines, Miss Dorothy M. Edwards, 
buyer of silverware and costume jewelry, reports that 
small sterling pieces are the best sellers. One of the best 
items is a sterling fork and spoon, retailing at $3.50, while 
a three-piece plated knife, fork and spoon set in the junior 
size is a good seller at $2.50. New items which are prov- 
ing to be quite popular are: a duck holding a spoon and 
fork and a Koko holding a spoon and fork, each retailing 
at $2. Combination sets, including picture frame, brush 
and comb, from $8.95 and up, and a brush and comb set 
at $5.95 and up, are also good sellers. Sterling baby 
cups are always popular, with a price range of $5.95 to 
$18, the former being the most popular in that line. 
Another new, popular item is a spoon having a small 
bowl and long handle, for more efficient baby-feeding, 

(Please turn to page 150) 
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* *19 BE PROMOTED: 


in newspapers 
of the nation’s largest cities 


with radio spots 
m on thousands of newsstands everywhere 
¥ 


in the October, November and December 
issues of HOLIDAY. 


NOW! The magazine that received 112,000 dimes 
in response to a single article—HOLIDAY —un- 
wraps a golden opportunity for mail-order 
advertisers. 


HOLIDAY’s great pre-Christmas issues go all out 

to feature gift suggestions. The October, Novem- 

ber and December issues of HOLIDAY will be 

crammed full of Christmas-gift advertising. 

What’s more, the ‘“‘Do Your Holiday Shopping 

in HOLIDAY” theme will be promoted to mil- 

‘lions of Christmas- gift customers. And all this 
climaxed with HOLIDAY’s great December issue 

... Christmas on the cover... gift ideas galore! 

And remember... these special HOLIDAYs 
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will be promoted through metropolitan news- 
paper advertising, radio spots and thousands of 
newsstand posters all over America. 


® ‘ HOLIDAY reaches the country’s richest, most 
(\, responsive families... people who are ready, 
2 willing, and able to buy your better product. 
And it reaches them (especially in the pre-Christ- 
mas season) in the Holiday mood, the buying 
mood. Time and time again, HOLIDAY’s cream- 
of-the-crop market has proved itself the most 
responsive in America! Think of the good names 
for your mailing list! For complete details, write 
HOLIDAY Magazine, Independence Square, 
Philadelphia, Penna. 
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Merit Rating Helps Retail Salesmen 





Improve Their Performance in Selling 


This method of checking retail sales personnel gives management a better 


picture of top sales producers and marginal men, and affords a factual 


basis for coaching and upgrading salesmen toward improved selling results. 


= retailers are well aware of the neces- 
sity for helping their sales people improve their perform- 
ance as creative professional salesmen. The question is: 
“How can the retailer help his salesmen improve their 
performance?” Some sales-minded retailers have found 
that a merit-rating system, supported by a periodic per- 
sonal interview with each salesman at regular intervals, 
is one useful tool in a broad program of sales revitaliza- 
tion and sales management. 

The value of a merit-rating plan is two-fold. It gives 
management a clear picture of which men are below pac 
or above par, and it also affords a factual and non- 
emotional basis for discussing each man’s good points 
and weak points with him with a view toward helping 
him bring up his sales performance. 

Every retailer has three types of salesmen—even if 
there are only two salesmen and the boss—the top pro- 
ducers, the average producers, and the marginal men who 
are the first to be laid off or discharged when cutbacks 
or other circumstances arise. Obviously, it is always 
cheaper to train and upgrade good workers into top pro- 
ducers and marginal salesmen into good or average men 
than it is to undergo costly labor turnover. 

A merit rating system cannot accomplish any miracles 
of increasing sales directly, but it does provide a means 
of reviewing the effectiveness with which each salesman 
does his job, determining which category he falls into 
and it does provide management with a guide in selecting 
individuals for further training and development. 

In some instances, merit rating systems provide a 
factual basis for promotions and pay increases. A merit 
rating system that is understood by all employees, sales- 
men and service men and clerical workers alike, can exert 
a strong psychological influence on their productivity once 
it is known generally that the system is equitable and ad- 
ministered consistently. 

Following, is reproduced a merit-rating check sheet 
used by several retail stores with similar problems of 
training and upgrading their salesmen. This check sheet 
covers four main points: how the salesman manages him- 
self, how he understands and knows his merchandise, how 
he handles his customers, and his proficiency in selling 
and making a sales presentation. 

In using the merit-rating form, the owner, or in some 
instances, a senior salesman, rates each salesman carefully 
on each point, circling or checking after each item the 
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by E. MOTTERSHEAD 


behavior which is most nearly typical of the man or 
woman being rated. An important point: the ratings are 
expressed in numerical “point values,” but the selections 
or evaluations made by the person doing the rating are 
that of picking out a described behavior, rather than of 
making a judgment of “good” or “poor” in each instance, 


This gives the salesman’s perfomance a strictly factual, 


non-emotional basis. It enables the person doing the rat- 
ing to be reasonably honest and accurate in spite of any 
preconceived notions. In some instances, it also reveals 
just how little the retailer really knows about his salesmen. 


Rating retail salesmen with this type of form is only 


the first step. Such a rating, as a compilation of informa- 
tion, merely indicates which men are strong or weak in 
what part of their sales performance and what type of 
training and assistance may be necessary in each case. 


In order for such a rating to be really useful, each man 


should be called in, his rating shown to him, and each 
(Please turn to page 153) 
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Total Score on Managing Himself: 


cific results? 
ay 


RETAIL SALESMAN’S MERIT RATING CHECK SHEET 
I. How the Salesman Manages Himself: 


- Does he maintain, for himself 


daily and weekly personal sales 
quotas set up in terms of spe- 


Fd 


. Does he set up and maintain a 


definite procedure for new 
prospect contacts for each 
week or month? 


. Does he spend a little time 


each day or evening planning 
exactly how and where he will 
spend his time the next day? 


. Does he think ahead as he 


works to avoid unnecessary 
running around, wasting time 
and effort? 


. Does he cooperate with you 


and other members of the sales 
force, service departments, 
etc., in saving time, giving 
your customers better service? 


. Does he follow the rules, carry 


out store policies, get in orders 
promptly, and in other ways 
hold up his full share of routine 
responsibilities? 












































No. He We set Occasionally Maintains 
just does up the for special his own 
his job quotas ‘“‘contests’’ quotas 

—2 0 2 4 
No. Has Strictly We maintain Maintains 
notime _hit and direct mail _ definite No. 
for it miss adv. ete. calls weekly 

—2 0 2 4 
Never We lay He plans Plans ahead 
have seen out his his day each day 
him doit schedule each day and week 

of work 

—2 0 3 5 
No. Very We have to Does things Keeps his 
erratic supervise on time, work well 
worker his work _ routine organized 

—2 0 2 4 
No. He He goes Cooperates Goes out of 
likes to along with when we his way to 
be the the rest ask him help out all 
lone wolf of us to do so around 

—2 0 2 4 
No. He Hehasto Is very He has a 
does as follow conscien- practically 
he pleases’ the rules tious In perfect 
too much or else! this area record here 

—2 0 2 4 

___ Points 
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The Shopping Center 


(From page 86) 


ence in the center of several stores each of which carries 
similar, though not necessarily identical lines of compet- 
ing merchandise. Customers therefore are not presented 
with a mandatory choice in the items they are buying. 
Stores which carry similar lines are grouped together for 
ease of shopping. 

Provision for window shoppers is furnished by mar- 
quees over the sidewalks in front of all establishments for 
shopping in all kinds of weather. The “Miracle Mall,” 
exclusively for foot traffic, extends for a length of six 
blocks through the center of Northgate. This is attrac- 
tively landscaped, and prohibition of car trafhc makes it 
safe for children. All stores open onto, or are adjacent 
to the Mall. Stores therefore have at least two front 
entrances—from a parking lot, and from the Miracle Mall. 

This unusual arrangement was made possible by build- 
ing of a delivery tunnel underneath the Mall, which serves 
stores on both sides. There are thus no back doors and 
unsightly accumulations of waste to be observed at 
Northgate. 

Burnett Bros. Jewelers have installed a store with a 
number of unusually effective merchandising features. 
The objectives of the management in designing of the 
store were threefold, B. J. Burnett explains. These were 
(1) to present a thoroughly modern, up-to-date store 
which would attract the attention and foot traffic of North- 
gate shoppers; (2) to achieve an effect of simplicity and 
dignity which jewelry store merchandise demands; and 
(3) to design a store which would highlight the merchan- 
dise primarily and the fixtures only incidentally. 

The display area measures 25 x 100 feet, and has an 
unusually high ceiling. The problem presented by the 
shape of the room was solved in part by creating the 
illusion of no ceiling, with lights on the merchandise and 
display fixtures only. The walls and ceiling were painted 
in shades of mouse gray to black. Spotlights suspended 
from the ceiling hang directly over and focus upon the 
show cases. Other lights on brackets mounted to the 
wall focus on merchandise in the wall display cases. All 
tables and cases are of light finish wood which contrasts 
effectively with the walls. 

All fixtures were custom made. The wall cases are 
“book case” style, with open back, and are placed so 
that merchandise can be seen and handled by customers. 
They are spaced at intervals along the walls, avoiding 
the monotony of a continuous line of shelving. The 
arrangement also permits easy departmentalization of 
merchandise. 

Show cases are both narrower and shorter than the 
tables on which they rest. This leaves a narrow shelf in 
front and a somewhat wider one at both ends. Besides 
the unusual appearance which it gives to the fixtures, it 
provides some added selling space. Customers who wish 
to sit while they examine the merchandise find the shelf 
a convenient height for leisurely examination. 

The store is brightened by occasional patches of color, 
such as the bright red rug in the section which serves as 
the “lounge” adjoining the costume jewelry department. 
A table with a lamp, and two chairs, are provided for the 
comfort of customers who are waiting for friends, or wish 
to rest for a few minutes. 
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Like other Northgate stores, Burnett’s has an entrance 
at each end of the store. Costume jewelry is displayed in 
two show cases at one end. There is no display Window 
at this end of the store, which has the “visual type” of 
front with floor-to-ceiling window. The costume jewelry 
department attracts a good deal of foot traffic thus promi- 
nently situated. 

The principal display window is located at the Opposite 
end of the store. A shadow box window at the other side 
of the doorway, extends through the wall, thus inducing 
shoppers to step inside to examine the other merchandise 
Four shadow box displays are set into the partition which 
begins at this entrance and extends half the length of the 
store. This partition and the line of show cases opposite 
run at a slight but noticeable angle with the walls, 

Associated with B. J. Burnett in the enterprise is C. )). 
Burnett of Everett. William B. Staadecker is manager of 
the Northgate store. 





Miniature Train Shows Diamonds 


A miniature “freight train of diamonds” was a highly 
unusual display developed by Ralph Caliendo, manager 
of Smith Jewelers, Grand and Olive, St. Louis, Mo. Mr. 
Caliendo, whose hobby is miniature railroading, first used 
the tiny HO gauge train which he constructed himself, in 
the window of the store to display costume jewelry. So 
much traffic was stopped by the display at this busy inter- 
section in midtown St. Louis, that the window was left in 
place only a few days for fear of obstructing traffic. 

During the past Christmas season, however, the idea 





worked out to perfection with cold weather, preventing 
overlong visits by passersby. 

For the Christmas display another HO gauge electric 
train was added and the two locomotives, each pulling six 
freight cars apiece, took turns winding their way around 
the track arranged on a kidney-shaped platform cut to 
fit the window. Incorporated on the platform were many 
tiny miniature accessories, including a freight station. 
crossings, traffic signals, etc. 

In the Christmas display the “freight’”’ consisted of un- 
mounted diamonds, wedding and engagement rings, and 
other diamond-set rings. Tiny signs on each car sug: 
gested the diamond rings as gifts for mother, sweetheart, 
sister and other members of the family. Arranged on 
display stands around the center of the window were 
other rings including signet and stone set rings for Dad 
and brother. 
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College Market 


(From page 140) 


to make her selections. In addition, the Silver Room 
assures the customer complete privacy when she is dis- 
cussing wedding plans, names of guests, or credit arrange- 
ments and customers enjoy this feeling of individuality. 

The walls of the Silver Room are white plaster, with 
white woodwork throughout. A broad shelf contains all 
of Crowder’s patterns of open-stock dinnerware. Place 
settings of sterling flatware are displayed in a 12-foot, 
velvet-covered case. Above the sterling flatware case, at 
eye level, all patterns of crystal stemware are displayed. 
The remainder of the room includes a large, 4-tier case 
in which chests of plated flatware are shown. Whitting- 
ham has emphasized sterling flatware in every major 
promotion. As a result, the store sells eight times as much 
sterling flatware as it does plated. 

In ten years, he has built a variety of 72 sterling flat- 
ware patterns, a total of all products of seven sterling 
manufacturers. He displays a choice of 36 patterns in 
open-stock dinnerware and 28 crystal patterns. 

Whittingham believes that every effort should be made 
to win the patronage of every female student. He says, 
“Our theory is to educate the bride to patterns and to the 
gifts she wants to buy while she is still in school, for 
then she remains a customer even though she may travel 
miles away to a distant home.” 

Whittingham budgets 24 per cent of his annual gross 
for advertising purposes. He runs at least one ad every 


day in either the town newspaper or college newspaper. 
He sponsors a radio newscast each evening and always 
hits at the “Visit Our Silver Room” slogan. But the most 
immediately effective promotional asset at the Crowder 
store is its huge display windows. One window is de- 
voted to silver at all times, with displays of open-stock 
china and glass backing it up. 


NO INCENTIVES NEEDED TO DRAW TRAFFIC 


Whittingham uses no premiums to atract new cus- 
tomers. He says, “We have so much traffic from local 
families and the schools to the Silver Room that it simply 
is not necessary to offer expensive premiums. Because 
the program is aimed at young people, we feel that we 
will get adequate visits from them without using special 
incentives.” 

Whittingham prefers to sell the bride’s diamond first, 
then point out the Silver Room and invite her to see it. 
The name of each bride-to-be is entered in the store’s 
registration book, in which a complete record is kept of 
her selections. Customers like the plan, because the pos- 
sibility of duplicate merchandise is eliminated. 

The net results of this smoothly operated program has 
been a unique balance between sales of the two major 
departments. The combined sales of sterling flatware, 
open-stock china and glass are equal to those of the dia- 
mond department. A consistent advertising program, the 
privacy of the Silver Room, and a complete selection of 
bridal needs have led to the success of this Colorado 
jeweler. 














A Unique Proposition 


A prominent diamond ring and loose diamond house is seeking the services of top 
notch salesmen with good connections and successful records in the following territories: 


Middlewest, West of Chicago 
South and Southwest 


to work on a PARTNERSHIP BASIS, with no investment. 
It is better than being in business for yourself. You have no headaches about anything. 
We are direct importers of diamonds with good connections in Europe and elsewhere. 


We have a diamond cutting plant right on the premises. 
We give your customers liberal credits plus advertising features which are second to 


none. 
We give you a liberal drawing account and 


WE SPLIT THE PROFITS 5090-50 


Write full details in first letter. Replies will be held confidential. 


Box ''B., 1859” Care Jewelers Circular-Keystone 
100 East 42nd Street New York 17, N. Y. 
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Personal Card List Facilitates Gift Orders 


Filing away the personal calling cards of more than 
750 customers, where the store always has them available 
to enclose with any gift, is a simple idea which has led 
to many additional gift sales per year for Elebash 
Jewelry Company, of Pensacola, Florida. 

“Anything which makes it easier for the customer to 
make a gift purchase, and to get it to the recipient with 
the least amount of trouble, tends to increase sales,” 
Eugene P. Elebash, Jr., partner and manager of this 
long-established store, said. “For that reason, we have 
made gift purchasing a simple matter of picking up the 
telephone, giving us the name of the person to whom the 
gift is to be sent, and authorizing the selected gift to be 
charged to the customer’s account. That is all that is 
actually required for a known customer of the store to 
handle all of her gift-buying needs, where weddings, 
birthdays, anniversaries, etc., are concerned.” 

The firm set up this plan more than a decade ago, 
capitalizing upon the fact that the store takes orders for 
custom-engraved greeting cards, wedding invitations, and 
other personalized printing. Noting the fact that many 
customers came in to select a gift item, and invariably 
handed over a personal card to be enclosed with the gift, 
Elebash hit upon the idea of suggesting to each that they 
leave a stock of cards with the store, making it possible 
to “order by telephone” and still maintain the personaliz- 
ing feature of the calling-card enclosure. 

Needless to say, this appeals to busy social leaders. 








businessmen, etc., wiio can so seldom spare the time to 
come to the store and make a selection. 

“Since we set up this system, we have a lot of cys. 
tomers who have made use of the convenient jdeg as 
much as 10 times in a single year,” Mr. Elebash Said, 
“These are primarily wealthy customers, who haye many 
friends to remember with gifts, and most of whom rely 
entirely upon our suggestions. Such sales, inasmuch a 
they take only a few momen‘s’ time, do not tie up a sales. 
person, and save the customer an arduous shopping trip 
into the downtown district, are highly important to oy; 
overall yearly sales volume.” 





Baby Department 


(From page 144) 


which retails from 75 cents to $3.50, the latter for the 
sterling unit. 

Lockets, ranging in price from $2.95 to $11.50, are the 
best sellers in the personal jewelry line. Rings are always 
good, ranging from $1 to $3.50, then up to $6 for the 
little older group. In the baby line, the $2.50 rings move 
fastest. The $5 ring is most popular with the older group. 
Baby bracelets range from $2.95 for gold-filled to $10.50 
for karat gold. Pearls range from $3.95 up. Rattles. 
which start at $2.50, are always in steady demand. Plate. 
knife and fork sets are good and feeding dishes with 
warming compartments are a year-after-year staple that 
continues to be popular. 
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Metals of Guaranteed Purity 


PLATINUM : 
IRIDIUM - RUTHENIUM - RHODIUM -: OSMIUM 


W. solscit your Sweeps bing 


Filings — Scrap Gold and 


Platinum — Metals 


Your Old Gold Shipments 


PALLADIUM 


WILL RECEIVE 
Special Autention 


Kastenhuber & Lehrfeld, Inc. 


21 West 46th Street Tel. LUxemburg 2-2320 New York 19, N. Y. 
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Business With a Future 


(From page 112) 


- customers’ eyes as they stood looking into the counter 
_ Four cases were all I had room for, running parallel 
to oll three walls. 

“To the right of the door was the first long case hold- 
ing watches ‘and diamonds. Across the rear wall I put 
my counter with its fine women’s jewelry and such oift 
items as compacts and earrings. Then back to the left 
of the doorway I put my case of men’s wear with its 
cuff links, tie pins, and other men’s items. Next to this, 
and closest to the door was a small display stand of pen 
and pencil sets. 

“This, then, was the counter layout of my store. Right 
along the wall, behind these counters already described, 
| installed the wall cases I also designed. In the corner 
nearest the front display window I have my watch repair 
desk. Next to this, along the wall was my first long wall 
cupboard. Two more similar, but smaller cases were 
balanced on either side of my safe across the back of 
the store. These three cases with the counter cases, com- 
plete all my fixtures. 


“Fluorescent lights under the upper front ledge of my 
cupboards help light up all the larger items I show there, 
while the store itself is lit up by two long tubes. My 
wallpaper with its very light, flowered pattern, retains all 
this light to keep my store cheerful-looking! 


“I change my displayed merchandise often so that 
customers who come in will always see something dif- 








ferent to strike their fancy. The bases of my wall cup- 
boards are storage spaces, so I can have plenty of items 
on hand to replace those things sold from the display.” 

But the thing most noticeable to a stranger who comes 
in this store is neither the fixtures, the merchandise, the 
layout, nor the lighting—but rather the friendly spirit 
shown here. 

There is a constant stream of people coming in and 
out and not once is the owner called anything more 
formal than “Joe”! There isn’t any of the stilted “Mr. 
Jawson,” not even from teenagers who form a large part 
of his clientele. He is “Joe” to everybody, from the 
aged customer who comes in to inquire if his watch is 
fixed, down to the youngster on his way to the nearby 
Custer High School who has dropped in to ask about a 
class ring. 

Asked why that is, Joe grins and answers, “I’ve worked 
hard to achieve that attitude from my customers, believe 
it or not! And I'll tell you exactly why! When I moved 
in here I knew North Milwaukee was a flourishing com- 
munity. So I planned on a business with a future. In 
the jewelry line you have to keep an eye on building 
steady trade for the-many tomorrows to come. 

“I knew that much; and I also knew that the city of 
Milwaukee with its many fine stores is easy to reach 
from here, thus being able to draw off many of the local 
customers. Also there was an old established store here 
already, which naturally had its following. 

“So that’s how I knew I would have to work twice as 
hard to get the local residents used to coming to me. 
I aimed especially at the younger set, for I knew they'd 
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2» N. Wabash Avenue 


territories. 


territory. 





TERRITOR 





OHIO SALESMAN 


Wanted by 
PAKULA AND COMPANY 


® Hundreds of active accounts — Ohio is one of our best 
® Preference to a man who has successfully traveled this 


° Apply by letter only — your reply will be held in strict 
confidence. Write attention of Sales Manager. 


NORTHWEST 





Chicago, Ill. 


The fast growing Northwest 
Territory is open also. 

Consists of Oregon, Washington 
and Northern California. Lots 

of active accounts in this territory. 
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be my customers in the future. And you know how in 


YOU CAN STAKE YOUR REPUTATION ON formal youngsters are! They like to call people by the, 


first names! So I encouraged that right from the start 


“As a member of the local Kiwanis group I hel 
b> 1 sponsor banquets for the winning teams of the Custe 
MT¢/ High School, and in this connection [ get to know many 


— of the teensters. I also sponsor a bowling tea 
BLADES! called, naturally, Ritz Jewelers. They bed oie a 
— in the Ritz Annex bowling alleys. 
ae ai “As for advertising, I’ve found that little ads ip the 
 «_ - local papers help, as well as notices in the school bulletins 
That helps bring in the youngsters if even just to ask my 
prices on a birthday gift. 

“In line with that, I do a lot of little favors for the 
people who drop in that many other jewelers might not 
want to bother doing. Like tightening a stone in a rino 
or fixing glasses, or a simple adjustment on a watch. 
things like that. It makes for friendly relations. 


Time On Their Hands 


(From page 116) 
approximate price bracket, we then stress quality and 


















Famous makers of the 
finest sterling and reput- 
able repair shops have 











——— learned to depend on style. 

| . Northampton Cutlery for This store also does a good business in binoculars 
and illustrations the ultimate in quality ; : , 
imei and craftsmanship in ranging in price from $52 to $300. They also do well 
gladly furnishe forged stainless steel with the Cyclo-Stormograph, predicting the weather prob- 
blades abilities for the next 24 hours. This sells for $150 and 
has appeal to a limited class of persons who are more- 

NORTHAMPTON CUTLERY COMPANY than-average weather-conscious. 
NORTHAMPTON 2, MASS: e@ ESTABLISHED 1871 “Our advertising activities are centered around the 





local newspaper,” explains George E. Gray, “and we find 


ee0ao050 0000000000000 080. this our best source of business. We have used newspaper 
advertising for many, many years and it is one of the 


: A he My © U . Cc Ss hA i AG T ; factors that has built up this large watch and clock busi- 


ness. Ou ge, since it is generally tw 
TrUEUEEUEUTEETEEEEEEEEeE Ee Our copy is not large, ce it is generally two 
columns of three or four inches or two columns of eight 


J O S 3 6 F C aa T a | x C O inches during the heaviest buying seasons, but it keeps 
' ° . our store name and address consistently before the people. 
A good watch and clock business is not built in a short 
time; it is the result of years of building up the store name 
and its reputation. That is where this newspaper adver- 
tising enters the picture. It keeps our name and our 

d clock and watch lines before people most of the time.” 
an During the past year Gray sponsored a 15-minute musi- 
— cal program over radio station WEAN, Providence, at 
Sandsteel Cabinets 2:45 every Sunday afternoon. This was developed by a 
, , watch manufacturer and sponsored locally by the store. 
and Mainsprings The store uses considerable direct mail advertising, 
ranging from bill stuffers to original letters and printed 
Assortments pieces sent to its complete mailing list of about 3000 per- 
sons. This medium majors clocks and watches and fea- 
tures new products whenever that is possible. 

Much emphasis is placed on store and window displays. 
About 75 per cent of all these displays are devoted to 
clocks and watches. Gray says it is very important to have 
ample stocks on display that the entire line may be silently 
advertised to everyone who enters the store. 

Another factor that helps the store is its own parking 








Now Distributors of 


Sandsteel Mainsprings 

















FOR SERVICE CALL lot. This was added about 12 years ago, has space for 4 

dozen cars, and has proved very valuable, since parking 

J O S ° B ° B E C H t E L & C O ° in front of the store is now banned because of the large 
729 SANSOM ST. PH!LADELPHIA 6, PA. flow of traffic and a new routing system put into effect 











by the City of Providence. 
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Merit Rating Salesmen 


(From page 146) 


point discussed carefully. The purpose of the rating should 
be explained, and the factual and non-emotional method 
made clear. If it is true, for example, that the salesman 
ig a good worker but not much of a talker, he will prob- 
ably admit it and be willing to receive help in improving 


his ability to make an effective sales presentation. 





re 


II. How Well the Salesman Knows His Merchandise: 


Does he have a good fund of 


Does not 


Has a fair 


Knows our 








Knows mdse. 





1. . 
information about most of the know knowledge merchandise and all sales 
merchandise, its uses, its sales enough of goods very well points 
features etc.? ee 

—2 0 2 4 

9 How is his knowledge of mer- Has Has a bare Knows what Knows what 
chandise in stock, location, trouble knowledge we have but and where 
quantities etc.? finding of stock not always and finds it 

things where fast for cust. 
—2 0 3 5 

3, Does he volunteer information No. Seems Will give Talks at Talks just 
about the merchandise to the content some if great length enough to 
customers, explain its uses, to take asked for aboutevery do the job 
advantages, etc.? orders it item sold effectively 

—2 0 2 4 

4, Does he bring out the salient Not as Stresses Tells of Talks about 
features and selling points much as popularity, durability, points that 
about each product in terms could be price suitability, hit each 
of customer values and satis- style utility customer 
faction? 

—2 0 2 4 

5. Does he keep in touch with the Never Checks our Checks the ‘Keeps tabs 
general advertising and sales knows what window windows and onthe _ 
promotion activities of the is being displays all ads competition 
store as a whole? advertised also 

—2 0 2 4 

6. Does he show signs of con- No. Just Likes to Studies Toes a lot 
stantly trying to learn more picks up talk to trade mags. of outside 
about the merchandise he a little jobber sales litera- study on 
handles, uses, styles, trends, now and _ salesmen _ ture ete. the field 
construction details, and simi- then when he can also 
lar facts? —- —————— —— - -  —- — ———- 

—2 0 2 4 

Score on Knowledge of the Merchandise:___ Points 





EARN MORE .. « WATCHMAKER 


—learn how at Elgin 





Individual instruction by experts. 


Your training here, in the tradition of a 
great watch factory, fits you to become a 
financially independent craftsman for life. 
Complete course in fine watchmaking; in- 
struction in store management. Begin any 
time. Write Registrar for free bulletin. 


ELGIN WATCHMAKERS COLLEGE 
269-A South Grove Avenue, Elgin, Illinois 


First school accredited by United Horological 
Association and Horological Institute of America 





When interviewing a man over this merit rating form, 
be sure to start it off by being friendly, putting him at 
ease, explaining the purpose of your visit with him and 
the purpose and nature of the rating form used. Tell him 














III. How the Retail Salesman Handles His Customers: 

1. Does he go out of his way to Claimshe Asmuch Makesa Yes! Even 
get acquainted and make hasn't ashe can definite the hostile or 
friends of his customers? the time effort shy ones! 

—2 0 3 5 

2. Does he ever seem to be at a Says he Don’t Only Has a very 
loss as to Just how to ‘“‘size can't know once in good knack of 
up a prospect or regular figure a while understand- 
customer in order to make the ‘em out ing people 
best sales appeal? - - —— 

—2 0 2 4 

3. Does he like to argue just for Yes! Sometimes No No. Would 
the sake of “‘winning a good rather make 
fight?” a sale 

—2 0 2 4 

4, Can he handle price resistance No Don’t He tries Has a good 
by telling your quality and know hard record on 
Service sales story? this 

—2 0 2 4 

5. Is he polite, persistent, perti- Loses his At least Factual Yes! Qn all 
nent, and factual in overcom- temper isalways but not too counts! 
ing sales resistances and han- easily polite tactful 
dling objections? a - — 

—2 0 2 4 

6. Is he able to converse easily Is the Good asa _ Likes to Good talker, 
with customers, handle their ‘‘strong worker talk, is con- but gets the 
complaints, render service, but silent but not vincing, but job done at 
build sales, etc. and keep mat- type’ much of a_ talks too the same time 
ters on a friendly and conver- talker muc and on time! 
Sational basis? 

S —2 0 2 4 

Score on Handling His Customers _________—~ Points 
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I'm Cooking Up 
BIG THINGS 


FOR THE 


y- CONVENTIONS! 


VW 7 
See the Long Life 


GAVEL & ACCESSORY LINE! 


Silver & Gold Bands @ Sound Blocks 
Rosewood @ Cocobolo @ Ivory Plastic 
% 


Sensational FREE $15 Gavel Case Deal! 
- 
VISIT BOOTH 229 


National Association of Credit Jewelers 
July 29—August 2—Hotel Stevens, Chicago 


* 
VISIT BOOTH 102 


American National Retail Jewelers 
Association August 12-16—Waldorf 
Astoria, New York City. 

















‘ 






.HiING '¥ OLE 
Et -~ * “ " 


TERRIFIC FREE GAVEL DISPLAY 
CASES! POWERFUL FREE DEALER'S 
PROMOTIONS! These special offers are hon- 


eys! If you can’t come to the convention, write us 
for details today! Become **Gavel Headquarters’’! 
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ACTIVE — INACTIVE AND OBSOLETE 
STERLING FLATWARE PATTERNS CAN 
BE TURNED INTO CASH NOW! 


Many of your customers are interested in changing 
their incomplete or obsolete patterns of flatware for 
new patterns, providing they can receive a fair price 
for their old silver. We are prospective customers for 
this silver and will be pleased to make a tentative 
offer on receipt of information as to quantity, con- 
dition, etc.; or, a definite offer on receipt of the 
silver. This will enable you to obtain a much higher 
price for the old silver. We are also interested in 
purchasing any sterling silver your customers wish 
to dispose of or any sterling flat or hollowware stock, 
either new or used. 


Correspondence Solicited 


We are also interested in your traded-in 
or surplus jewelry and diamonds. 


Julius Goodman & Son 


XX” MADISON AVE. 











MEMPHIS 1, TENN. P 








CCURATE 
EATS ALL 


OMPETITION 
in production & delivery of 


mo BAGS & ROLLS 






e To Protect Your Merchandise cag a 
e To Merchandise Your Product A 


PACIFIC SILVER CLOTH © ANTI-TARNISH FLANNELS Dept. K 
ACCUPAC COTTON-LINER PAPER © KIMPAK 






150 West 22nd Street New York 11, N. Y. 
Chelsea 2-4880 














JEWELERS PRICE TICKETS 
COMPLETE WITH CONTAINER 


#950 $12°° 





WITH EACH SET YOU GET: 


e 1092 INDIVIDUAL TICKETS 

e 150 PLASTIC EASELS 

e 100 TABS 

e ROLL OF SPECIAL ADHESIVE 
e ORDER YOUR CHOICE 


A—lIvory with Black Figures 
B—Black with Silver Figures 





SIZE 


6 of ev 
price Ry my an from 


to $1000.00. C—Half Black & Half Ivory 





popular 





CAN ALSO BE AFFIXED TO WOOD—GLASS—METAL—FABRIC 
AVAILABLE AT YOUR JOBBER OR ORDER DIRECT 


7 777 || er — 
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you have rated him to the best of your ability, and that 
before you act on the basis of your rating, you woylg 
like to check over each point with him to make sure that 
you have understood him and his problems and have put 
down on the record an accurate picture of his perform. 
ance as a retail salesman. 

Lead him into discussing his job, his problems, what 
difficulties he is facing. Give him what help you can and 
make note of weak spots you can help him with later On, 
Get him wherever possible to point out himself what he 








IV. How the Retail Salesman Presents His Services and Makes His Sales: 


1. Except under emergency con- He doesn’t More Is very 
ditions, is he always thorough- know what or less 
ly prepared with ‘‘presale in- preparation 
formation’’ about each new means 
customer? 


Makes spegj 
a 

well prepared effort to get ) 

most times the facts on 


each Customer 





er ee eee ee 


—?2 0 3 5 


bo 


His basic selling attitude: Is Strictlya Don't 


Helps cus- — Good prot 
he more interested in helping manfora know — 


tomers in 











i é lem-solving 
the customer make the right ‘fast buck solving attitude but 
decision for his problem than problems strong closer 
in a quick immediate sale? poor closer _ also 

—2 0 2 “ee: 
3. Does he invariably make a Sloppy More or Sometimes: — Always neat, 
good impression, neat, well Joe less OK inconsistent cheerfy! 
groomed smile on his face etc.? wntnideitinst. 
—2 0 2 4 
4. Does he have his sales talks Can't Knows it, Tellsa Handles 
well in mind, thoroughly handle but can’t good sales objections 
organized and prepared? objections _ tell it story easily 
~2 0 2 We: 


5. When he comes to the ‘‘close’” Wears’em Closeson Appeals to — Closes by 
does he do it by winning an downand catchas emotions and working out 








argument, appeal to emotions, wins by catch prejudices the specific 
or use the secondary question argument can basis of buyer details of 
method to specify details of the sale 
the sale? —_-_——- 
—2 0 2 4 
6. The telephone company says: Harsh Nota Pleasant Pleasant voice 
‘The voice with a smile wins.’ voice, stand-out voice, uses effective 
How is his general manner, brusque good or language selling lan- 
tone of voice, sales language? manner bad not good guage 
—2 0 4 


2 
___ Points Grand Total: __ 


* ez we eaea eae ee emHerm— RC eC RRL ETUC hU SR SKK KKK HK KEK KEKE EEC HUE 


Total Score on Selling Technique__ 


Total possible score on this merit rating sheet is 100 points. 


Score of 52 points or less — man either must improve or be replaced 


53 - 60 points — man is probably doing acceptable work, can stand improve 
ment in weak spots indicated 
61-70 points — good man, can probably use some encouragement and com- 


mendation, encourage to keep up efforts where he has a good 
score and improve weak points 
71-80 points — very good man. Sit dewn and analyze his methods and tech- 
niques to use in training other men. 
— almost too good to be true. Get him to check your evaluation 
of his performance. He may prove to be a good man to train 
other salesmen. 


81 or over 





could do to improve his selling, and encourage him to 
improve along those lines. Send him back to the floor 
with a pat on the back for some of the strong points on 
his record, and with a word of encouragement that by the 
time you rate him again you know he will have improved 
all down the line. 

Of course, using a merit rating form like this is not 
the whole answer to building a hard-hitting sales organi- 
zation, but it does prove to the men that you are making 
a definite effort to understand them, to understand their 
problems and help them with those problems. And you 
will find that by using this method the men will recipro- 
cate by doing their best to live up to the standards of 
professional salesmanship set forth in the rating chart. 





A Denver jeweler makes many sales by telephone. He 
telephones 25 people every day and tells each one that he 
can have a free bouquet of flowers if he will come mo 
the jeweler’s store and buy two dollars worth of mer 
chandise. 


THE JEWELERS’ CIRCULAR-KEYSTONB 








Fashion Emphasis 
(From page 108) 


“the jewelry | modeléd at the fashion show.” All of 
them are potential customers, making their homes in the 
shopping area surrounding the Master Watch Shop. 

Models may be sizes nine to twenty and of any age. 
Merchants prefer a variety of ages and sizes so that a 
large percentage of women in the audience can associate 
themselves with items being worn. 

These items are not selected for their showiness or 
high fashion appeal, rather they feature things the average 
woman in the audience could wear. The Spectors show 
“Accessories to Complement Your Outfit.” Ten modeis 
are given three changes each, which makes a showing of 
3) ensembles and, of course, 30 sets of jewels. 

Often the fashion show may be “broken up” by a little 
entertainment. A child is often available, but adult 
amateur and even professional performers donate ser- 
vices occasionally. “Then too, so many organizations are 
willing to send representatives out to increase the value 
of the show at no extra cost,” Spector says. And others 
gladly donate products for the good-will it produces. 
Free cigarettes, a complete dairy luncheon, and door 
prizes for practically every show, are some of the em- 
bellishments the jeweler has been able to add without 
cost to himself or the sponsoring organization. 

The organization also supplies the hall or place of 
meeting, eliminating another expense often associated 
with larger fashion shows. Tickets are sold by members 
and the entire proceeds, usually from $100 up, goes to 
a worthy cause. 

To the jeweler, each fashion show nets around $50 in 
on-the-spot sales. In addition, valuable publicity is gained 
and local residents are made pleasantly conscious of the 
store. They become even more jewelry conscious if the 
jeweler or his wife attends the show. There is a natural 
tendency for persons in the audience to approach the 
jeweler and “talk jewelry.” This kind of jewel-conscious- 
ness and the good-will alone would make it well worth 
their time to handle the two fashion. shows monthly 
which the Spectors manage, even if it involved some 
expense, they reason. 





Supporting Records 
(From page 110) 


real savings usually lie behind the figures on the return, 
in the supporting records you keep, the way you handle 
certain transactions and record them, the method of fig- 
uring inventory and depreciation, the recording of all 
expenses and liabilities during the taxable year. Such 
savings are not made at filing time, they are effected 
throughout the taxable year, in fact, when filing time 
comes around, it is often too late to effect all possible 
savings because the method by which transactions have 
been recorded or handled cannot be revised after the 
year is over. The Treasury is concerned only with actual 
gains and losses that were duly recorded within the tax- 
able year, not at some time during the following year. 


The right supporting records will help you keep tax 


expense down to minimum because they will enable you 
to take all permissible deductions and justify them. 
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WATCH REPAIRING TO THE JEWELRY TRADE 


One week's service on average overhaul jobs 


Cleaning ....... (dee abe cueaseeeconse saeksaee 
(self-winding - $1.00 extra) 
CD EE nee cece desecesqeeweuseeoes 4.50 
Cleaning and Mainspring ............0eeeeee0% 3.50 
Cleaning and Stem and Crown .............-: 3.60 
OEY 6 54 cwhindn6ee6ebeeecadneneeodant« 2.50 
Stem en@ Crown ealy ..cccccccccccccccces coe | =leee 
Da. 6 nen 000 0seedeewdenes seccas.. Bee 


Jewels - balance, roller, pallet (with clean) ea. .85 
Crown, hand, crystal reg. (with cleaning) ea... .30 


PN ac kobe ctnecencddcddsducdedeaanee 1.00 
Pe scene oeeens6eecenesneasecuunde 1.00 
IE nachna deecaneusseuedoened 1.00 


Chronographs overhauled (plus parts)....$8.50- 10.50 
All customers’ property is fully insured while in our possession by 
our Jewelers Block Policy, issued by the St. Paul Fire and Marine 
Insurance Co. 

We acknowledge all watches upon receipt with a list of your numbers, 
size, maker, jewels, case. 

We have a good staff of competent Watchmakers—NO APPRENTICES. 
All repairs timed on our WATCHMASTERS and carefully checked 
before returning to you. 

If you are interested in FIRST CLASS WORKMANSHIP and repairs 
that we fully guarantee, we can be of service to you. Repairs shipped 
"open" to well ratea accounts. Terms: Net: 10 days. 


FRED P. SMITH 6008 W. Belmont Ave. 


Chicago 34, Illinois 

















NOW ANYONE 
CAN ENGRAVE RINGS 








Send for %., 
Folder R 













get a 


NEW HERMES - poy ovt of profits 


13-19 University Pl., New York 3 











IMPORTANT 


NOTICE 


Due to an error on the part of our advertising 
agency the price for Airflex bracelets, packaged, 
was omitted from our June advertisement. 


Priees are as follows: 


$11.25 Keystone, BOXED, plus tax 
& 9.00 Keystone, bulk, plus tax 


FRANCINE INC. 


166 Doyle Avenue Providence, R. |. 














Gift Emphasis is Profit Maker 


For This Small-Town Jeweler 











I, a town of only 5000 people and a metro- 
politan shopping area with a total population of only 
20,000, McEwen’s Jewelry Store of Danielson, Conn., has 
developed a gift business than runs into big money. Not 
counting rings or watches, many of which are gift items. 
the gift department annually runs better than 40 per cent 
of total sales. According to Ray L. Harwood, who heads 
the store, in some years, the gift volume makes up nearly 
90 per cent of the total. 

“The gift business is a mighty good line,” explains 
Harwood, “because it a valuable traffic builder. It offers 
a complete line of popular priced merchandise to induce 
people to come into the store. It is surprising how many 
people think of the jewelry store exclusively in terms of 
diamonds, watches and expensive jewelry. With our gift 
business, we have brought people into the store to buy 
inexpensive merchandise. They have become acquainted 
with us and they have lost that idea that our jewelry store 
sells only high priced merchandise. 

“Furthermore, gift busines is a cash business. Selling 
is comparatively easy, since display is the principal factor. 
People see and buy. In general, there are no long sales 
interviews. In our case, gifts have always been a profit 
producer. In a small town such as ours, it is difficult to 
make a living on only diamonds, watches and expensive 
jewelry. The population here is not great enough, and 
those who do shop in this area are not, in general, persons 
with high incomes. They are in the medium and low 
income brackets, since many depend upon farm or textile 


156 





by MILDRED S. SULLIVAN 


Locally known as "The Store of a 
Thousand Gifts,"" McEwen's Jewelry 
gives display prominence to gift 
merchandise throughout the store. 
Shown in open display, gift lines 
occupy one entire side of store. 





work, both of which are seasonal and unsteady. 5o out 
gift business has been a great help to us.” 

McEwen’s is locally known as “The Store of a Thousan! 
Gifts,” a title it has had since 1915, when Henry A. 
McEwen, who was then operating the store, heard a cus- 
tomer make that remark. He realized that he had stum- 
bled upon a good slogan, so he featured it in his news: 
paper advertising and store posters. It created a public 
consciousness of McEwen’s as a gift store. The slogan 
spread to neighboring towns which had their own jewelry 
stores but which did not have a complete gift line. To 

(Please turn to page 166) 
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There’s nothing like color to attract attention 
—to make people want to see and buy. Shown 
here are two of the eight beautiful full-color 
pages highlighting Fostoria’s Fall national 
advertising program of 29 ads. 

The color ad on the left is scheduled for 
September House and Garden. It promotes 
the new Catalina pattern in a modern, exciting 
chartreuse. The illustration on the right fea- 
tures Holly for the November Modern Bride. 

Here’s a complete listing of the full-page, 
full-color ads for this Fall: 


*Trade Mark 


6 help you Sell 








August House Beautiful Duet-Tumblers* 
Autumn Modern Bride Century 
Autumn Bride’s Magazine Duet-Tumblers* 
September House and Garden Catalina 
October House and Garden’ Century 
November Modern Bride Holly 
November House Beautiful Century 
Winter Bride’s Magazine Colonial Dame 


Plus 21 Black and White Advertisements 


Tie in your displays and local newspaper ads 
with these Fostoria sales-making, full-color ads 
. .. and watch color-power work for you! 








FOSTORIA GLASS COMPANY « MOUNDSVILLE, WEST VIRGINIA 
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1. New China Design 





2. Viennese Bronze 








iw 


. Rose Glassware 


4. Sterling Compacts 
CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


| | I. "Rose of Picardy"—new pattern on the "Silvia" shape in 
Johann Haviland china from Bavaria has moss rose theme in 
soft colors on a white body; 5-pc. place setting retails at 
$10.25. From Midhurst Importing Corp., 129 Fifth Ave., N.Y. 


|] 2. African figurine is one from group of beautifully sculp- 
tured bronzes made »; Hagenauer in Vienna, ranging in size 
from 15%" to 9"; line, including copper and brass pieces, 
is carried by Hudson Art Importing Co., 225 Fifth Ave., N.Y. 


(1 3. Suitable for use with many dinnerware decorations is the 
"Rose" cutting, appearing in full stemware and two sizes of 
plates; stemware retails at $36 a doz.; 7" plates, $36; 8° 
plates, $39. From Fostoria Glass Co., of Moundsville, W. Va. 


(1 4. Sterling silver compacts in line priced from $II to $25 
retail: Left, "snuff box" shape with scalloped monogram cen- 
ter, $11; right, square shape with octagon center, $20. Avail- 
able now from Volupte, Inc., 347 Fifth Avenue, New York. 


[1 5. Dick Talbett's "Ancient Glass" smoking accessories with 
gold and bronze-tone veins on opalescent silver background; 
surface impervious to acids and alkalis; retail from $1.75 

5. “Ancient Glass" Accessories to $7.50. From Josephine Vaughn, 527 West Seventh St., LA. 
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Atlanta, Georgia — July 22 to 25 


Los Angeles, Calif. — July 22 to 27 
- 302 Brack Shops 


Chicago, Ill. — July 30 to Aug. 10 
- 1550 Merchandise Mart 


Dallas, Texas — Sept. 1 to 7 — Adolphus Hotel SEITE ESD 
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Dinnerware Design 


4. Silver and Glass Accessories 


5. Sgraffito 
Ware 


1. Spode China Bird 


3. Glass 
Epergne 





CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


|. Hand-painted in rich tones of blue, chestnut, yellow, green 
and white, this "Kingfisher" figure in Spode bone china is 
6!/," in height and may be retailed for $21.50. Carried in 
stock by Copeland & Thompson, Inc., 206 Fifth Ave., N.Y.C. 


2. "Barbara''—new pattern in Franconia china dinnerware by 
Krautheim shows informally arranged garden flowers in fresh 
bright colors, on the “Louise” shape; 5-pc. place setting, 
$8.95 retail. Herman C. Kupper, Inc., 39 W. 23rd St., N. ¥. 


3. Utterly simple in styling is this new epergne in heavy 
crystal glass by Tiffin, suitable for table or sideboard. 
It stands 12" in height and is 13" in width. One of two new 
epergnes created by the United States Glass Co., Tiffin, 0. 


4. Martini mixer and cup, water pitcher and glass are part 
of new line of hand-cut glass and sterling silver in "Brook 
pattern, including many serving accessories, retailing from 


$2.95 to $11.95. By Chase Silver Co., 339 Fifth Ave., N.Y. 


5. Sgraffito ware pieces made by Chalice Studio of Phoenix, 
Ariz., are modern in style with mat glazes in 5 colors an 
contrasting linings; bowl, $10.95 retail; wine jug, $5.9 
cups, $1. Sold by Ken Sebring & Co., 220 Fifth Ave., N.Y. 
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Pattern No. 207 THE WETTIN 


PASCO 


OPEN STOCK DINNERWARE 


created by the famous 


LORENZ HUTSCHENREUTHER 


and 





SPAN 
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BAVARIA 
TIRSCHENREUTH 





factories 


BAVARIA 


& 
TABLE GLASSWARE and choice GIFTWARES 





These lines should have your careful consideration. 


Complete displays at the principal Shows. 


PAUL A. STRAUB & CO., INC. 


19 East 26th Street (Near 5th Avenue) New York 10, N. Y. 
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2. Windermere Gray Designs 








4, Junghans Clock 


5. Sight-saver 
Lamp 
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1. Doulton 
Figurine 








Milk Glass Vases 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


1. Clad in full-skirted dress in deep rust color, with a 
plumed hat to match, this exquisite figurine is “Vivienne” 
in Royal Doulton bone china; 8" tall, it may be retailed for 
$33.50. From Doulton & Co., Inc., I! East 26th St., N.Y.C. 


2. Plates in the "Windermere Gray" series, part of the new 
line to be introduced at summer shows, have underglaze color 
rims, blending decorations. All of them are done on "Cen- 


tury" shape. By Castleton China, Inc., 212 5th Ave., N. Y. 


3. Vases are included in new series of translucent milk 
glass pieces, blown by hand and painted by hand in variety 
of rich floral patterns. They may retail from $1.75 to $6 
apiece. Made by the Dunbar Glass Corp., of Dunbar, W. Va. 


4. One of several new Junghans importations, this clock 
has unbreakable glass dome and is 9''x9''x5!/" in size; move- 
ment completely jeweled. The clock is priced at $112 Key- 
stone. Sold by the Henry Coehler Co., 220 Fifth Ave., N. Y. 


5. This Rex Cole sight-saver lamp is adjustable in height 
and has movable, ventilated reflector; light in weight, it 
comes in three decorator colors and it may be retailed for 


$17.95. Sold through Burton C. Meyer, 225 Fifth Ave., N.Y. 
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4. Porcelain Bridal Party 


5. Chanticleer 
Cocktails 


7 
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1. New China Pattern 





CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


|. “Miramar” is name of this new china dinnerware pattern 
banded with platinum and decorated with unusual rose design 
whose gray leaves match bands; place setting, $15.50 retail 
From Flintridge China Co., 380 S. Raymond, Pasadena, Calif. 


| 2. Group of patterns from new series of highball glasses 


decorated with 14 different cuttings to match various stem- 
ware and flatware designs; they may be retailed from $9 to 
$16.50 a doz. Duncan & Miller Glass Co., Washington, Pa. 


3. Modeled in fine detail and painted in natural colors is 
this cocker spaniel figurine—one from wide assortment 0 
animal figures from the art works of Lorenz Hutschenreuther. 


Sold by Paul A. Straub & Co., Inc., 19 East 26th St., N.Y.C. 


4. "The Wedding Party"—created by Robyn, is sold either 
in tomplete set for $150 Keystone or as individual pieces 
Figurines are porcelain with fired gold trim; attendants done 
in pastels. From Edna Rymal Cox, of 202 Brack Shops, LA. 


] 5. "Chanticleer" cocktail glass designed by Will & George 


is made with a new process which fuses glass bowl to color- 
ful ceramic base; 5!/2" tall, the glasses cost $13.20 a dozen. 
Distributed through Dillon-Wells, 760 W. 7th St., Los Angeles. 
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NEW YORK 
July 15th-20th New Yorker Hotel 


ATLANTA 
July 22nd -25th Biltmore Hotel 


CHICAGO 
July 30th-Aug. 10th Palmer House 


DALLAS 
September 2nd-7th Baker Hotel 


BOSTON 
September 2nd-7th Parker House 


Special Exhibit at our 
New York Showrooms— 
August 12th-16th 
August 20th-24th 


WATCH FOR 
THIS BIG, NEW 
1951-1952 PROMOTION! 


BEAUTIFUL COLOR ADS IN 
BRIDE’‘S MAGAZINE, MODERN 
BRIDE, BETTER HOMES AND 
GARDENS, TODAY’S WOMAN, 
AND HOUSE AND GARDEN. 
NEW COMPLETE ADVERTISING 
SERVICE AVAILABLE ... In- 
cluding Mats, Radio Commer- 
cials, TV Suggestions, Counter 
Cards, Window Display Ideas, 
Hints for Sales People and a 
host of other Selling Aids. 
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don’t miss 





at the shows... 


LET CASTLETON HELP YOU 
BUILD A BIGGER, 
MORE PROFITABLE CHINA BUSINESS! 


There’s a new trend in china ... to fresh new designs, different 


patterns, exciting modern contours. Castleton has them all! 
And Castleton is ready again... with new colors, new ideas 
... everything that has put the trade’s (and consumer's) 
eyes on this fine made-in-America china. 

So don’t miss this latest exhibit! Together with more 
advertising, in more publications, plus more of everything 
that will help you sell . . . you‘ll find more and more 

that a generous representation of fine Castleton 

in your department is a must! 


CHECK THE DATE... there’s a profitable 


season ahead—if you prepare now! 


MADE MUSA. 


IC 
CASTLETON CHINA, Inc. 


212 Fifth Avenue, New York 10 
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ade since 1770 


THE WFINE ENGLISH 


DINNERWARE by MADELINE LOVE 








COPELAND MAN LINES of fine china and glass have been added 

PAS this year to the list of exhibitors at the Nationa) 

Fine English Earthenware es China, Glass and Pottery Show set for July 15 to 20 iy 
i=, the New Yorker Hotel, New York. To house this increase, 


the show manager, William E. Little, has taken additional 
space on the second and third floors, most of it having 
air-conditioning. The Show will be officially opened at 
1 o’clock on Sunday, July 15, and will close at 1 o'clock 
the following Friday. 

New names on the roster of fall gift shows include: 
Buffalo Gift Show at the Hotel Statler, August 4 to 8: 
Pittsburgh Gift Show at the William Penn Hotel, August 
Made in England by W.T. COPELAND & SONS, LTD. 12 to 15; Cincinnati Gift Show at the Hotel Sinton, Sep. 
tember 9 to 12; and Cleveland Gift Show at the Statler 
Hotel, September 16 to 19, all under the management 
IMPORTED AND DISTRIBUTED AT WHOLESALE BY of John M. Hammer. The Mid-South Gift and Jewelry 

Show and Mid-South Variety Show will be held in the 
COPELAND & THOMPSON, INC. King Cotton Hotel in Memphis, Tenn., August 13 to 16, 
206 FIFTH AVENUE, NEW YORK 10, N. Y. under the management of A. J. Cory. 


* % *% 


 preneetae STEINKEMPER, Midwest representative 
for the United States Glass Co., with showrooms in 
the Merchandise Mart, Chicago, is also to be in charge of 
the showrooms which the Midhurst Importing Corp. will 
open July 1 in Room 1506 in the Mart. He will represent 


. : SPOUVE 
OPELANCS CHINA 
English Bone China Coretancs cu! 


Lowestoft Stone China 








WILLIAM 
STEINKEMPER 
United States Glass 
Co., Chicago 





Booths, Colclough, Royal York and Johann Haviland 
chinas for the Midhurst firm in the same metropolitan 
Chicago territory in which he will continue to sell U. 5. 
glass. 


SATIN LINED 


COTTON FILLED Buy everything you need from one 
HINGED LID reliable source . .. America’s most com- 















SET-UP AND plete line of jewelers’ boxes, fancy wrap- 
FOLDING BOXES pings, seals and labels. Supplied from Midhurst has just taken on the Johann Haviland line 
stock, designed or imprinted on special of dinnerware. This factory was established in 1907 in 
for order Buy now, save money, avoid Coa a 
JEWELRY seasonable shortages. Waldershof, Bavaria, and following Johann Haviland’s 
FLAT WARE WRITE FOR CATALOG retirement in 1924, it became associated with the Richard- 
HOLLOW WARE Every jeweler should have this book for Ginori Ceramic enterprises. In the late 1930s, it was 
RINGS reference when buying boxes and acquired by its present owners, the Rosenthal China 

| Betas. q y Pp ; 
GLASS WARE wrappings. Contains illustrations, group. The china, which comes in the lower medium 


CHINA and prices, details on hundreds of items you 


— =... Request your copy now. price range, has no connection with any other line of 





er ne ware on the market. 
: # * co 
PICTIR IAL PAPER. PACKAGE CORPORATION HE DUNBAR GLASS CO., Dunbar, W. Va., which 
15116 MERCHANDISE MART ==.@ 232 SOUTH LAKE STREET is setting up its own national sales organization, will 
G-e@Neem laa, ies Pe AURORA. ILLINOIS be represented in New England by W. W. Lang, Newton, 
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Roval Doulton 


the name discriminating customers know 
the name advertised to 65 million readers 


To you, Royal Doulton will 

always mean prestige sales. Because 

for many generations Royal Doulton 
has been the royalty of fine 

English china. Because today, 

Royal Doulton is advertising to your 
customers in 9 major magazines, a total 
of 28 national ads in 1951 alone! 


Visit the Royal Doulton exhibits at the Gift Shows 
in Los Angeles, Chicago, New York, Dallas and 
Boston, or see the complete line of Royal Doulton 
china, dinnerware, figurines and character jugs 


in our New York showroom. 


DOULTON AND COMPANY, INC. 
11 East 26th Street, New York 10, N. Y. 
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Mass.; in the mid-West by the Charles H. Newman Co., 
Chicago; in the Southeast by the Foleys, Ormond Beach, 
Fla.; in the Michigan area by Don Rose Associates, 
Detroit; and the Western Pennsylvania, Western New 
York, West Virginia and northern Kentucky area’ by 
Lois B. Campbell, of Monaca, Pa. Robert E. Allan has 
been appointed manager of the new Dunbar showrooms 
in the Brack Shops, Los Angeles. 
* * * 











IRECTLY ABOVE —the Hon. Josiah Wedgwood, 

head of Josiah Wedgwood & Sons, Ltd., speaks at 
the opening of an exhibition of Wedgwood ware at the 
company’s newly-designed showrooms in London last 
month. Shown with Mr. Wedgwood are the Lord Mayor 
of London (Alderman Denys Lowdon), who opened the 
exhibit, and the Lady Mayoress. The affair was arranged 
in conjunction with the national celebration of the Festival 
of Britain. 





This marks the first time in more than 100 years that 
such a large collection of Wedgwood has been collected. 
More than 300 pieces are on view in the special exhibition 
room, shown above, most of them the work of the founder 
of the company, the original Josiah Wedgwood (1730- 
1795). Also shown are pieces from earlier dates, when 
Josiah Wedgwood was in partnership with Thomas Whiel- 
don, as well as documents dealing with the even earlier 
history of the family, which has been in the pottery busi- 


ness for ten generations. 
*% * * 


i 16-page booklet on its Spode bone china bird 

figures, done in full color, has just been brought out 
by Copeland & Thompson, Inc., New York. The Doulton 
Co., Inc., of New York. has a new full-color booklet, too, 
a supplement to its Collectors’ Book of figurines. And 
R. F. Brodegaard & Co., Inc., has issued a new catalogue 
of glassware made both in this country and Sweden. 
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— ART IMPORTING CO., INC., of New York 

is now importing the Hagenauer line of sculptured 
bronze figures from Vienna. In addition to the figures 
the line also includes decorative items in a combination 
of copper and brass, and coffee and teasets, 





Gift Emphasis 


(From page 156) 
this day, “The Store of a Thousand Gifts” is the McEwen 


slogan. It still appears in every ad, in every store poster, 
and in all store displays. | 

Glassware is the gift line which represents the largest 
dollar producer. Harwood features goblets, stemware. 
glasses, sherberts, candy dishes and novelty pieces, Some. 
times even he is astounded that such a large glassware 
volume can be sold in a town of this size. 


Silver-plated flatware is his second biggest line and 
electrical appliances rank third. Harwood says that 
lamps, hand-hammered aluminum serving trays, candy 
dishes and various small, decorative hostess dishes are 
also popular with his customers. 


Cameras are good gift items, and Harwood believes that 
about half of his camera sales are made for gift purposes, 
A pen and pencil set which retails at $12.75 is his best 
seller in that line, and his $5 pen line is consistently good. 


The McEwen store features three well-known leather 
goods brands, another profitable gift line, in a price range 
to $15. Harwood finds that six dollars is his most popular 
luggage price. 

This jeweler is always searching for a novelty to add to 
his stock. His coaster sets, cigarette holders and small, 
pick-up items are always easy to sell. “In trying out new 
items or new lines,” explains Harwood, “I buy 12 items 
in each line. I have found that 12 of any line is enough 
to test the sales value of a new item. We try to provide a 
few items of many kinds rather than concentrate on mass 
quantities of a few selected items. People want variety. 
They like to browse around, and the larger our assort- 
ment, the better they like it. 


“We keep our merchandise moving around. At the 
present time, our glassware is in a glass-enclosed wall 
case, but if we move it out on the open, self-service dis- 
plays, there will be an immediate sales reaction. Cus- 
tomers will remark about our new stock of glassware. 
Actually, it will be the same merchandise, but people will 
notice it in its new location. 


“We emphasize nationally advertised brands because 
we have found that they sell faster and require less sales 
effort. We make a big play of brand and manufacturer 
names. If a manufacturer does not supply tie-in posters 
or circulars, we sometimes clip their advertisements from 
national consumer magazines and show these to our 
customers.” 


Harwood is a consistent newspaper advertiser. His ads 
appear in the Wyndham County Transcript, the Moosup 
Gazette and the Plainfield Gazette each week. This sched- 
ule is stepped up during the Christmas season and 
occasional ads are used in the Norwich Bulletin. These 
newspapers cover a large territory, carrying the McEwen 
name to thousands of Connecticut’s potential gift pur 
chasers. 
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ie merchandising pro- 
motions developed by Chime Jewelers 
of Bellflower, Calif., have really rung 
the bell for owners George and Thelma 
Pratte. Service plus imagination are the 
keys that have unlocked the doors to 
successful retailing for this couple, and 
their bright new maroon and silver- 
gray store is but one symbol of that 
success. 
Because the town is located just out- 
side the fringe of the Los Angeles 


Exterior of Chime Jewelers. 

























> 
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Mrs. Pratte stands behind silver case that shows store's range of patterns. 






suburbs, the Prattes have had to face 
the problem of keeping the hometown 
dollar at home. Their friendly policies 
have not only succeeded in doing this 
but, as former residents of Bellflower 
have moved away, many have continued 
to drive as far as a hundred miles to 
buy their watches and their silver from 
their friends at Chime Jewelers. 


EMPHASIS ON GIFTS 


The Prattes realized long ago that 
the small town jeweler’s biggest busi- 
ness rested on the giving of gifts. Few 
middle-class housewives ever buy them- 
selves a dinner ring or a fine watch, 
but if they own either, chances are it 
was received as a gift. Therefore, they 
set about creating a program which 
has made Chime Jewelers synonymous 
with gifts in the minds of Bellflower 
residents. They have accomplished this 
in a dozen ways. 

“Today’s girl graduates are tomor- 
row’s brides,” says Mrs. Pratte, “and 
the bride is the jeweler’s best busi- 
ness bet.” Many jewelers are satisfied 
to sell the young couple their rings, but 
not Prattes. They point out that the 
ring is but one small part of the poten- 
tial business that awaits the jeweler in 
the wedding. Silver, china, glassware, 
and appliances will be purchased by 
the family and friends as wedding gifts. 
Wedding invitations, gifts for the bridal 





LACES % 











Nervice Plus Imagination Keeps Trade 


party and the groom’s gift to the bride 
are important, too. And this jeweler 
looks for years of potential business 
from the new family as birthdays and 
anniversaries roll around. 

So convinced are the Prattes of this 
merchandising truth, that they changed 
the name of their firm from “The 
Chime Shop Jewelers,” to “Chime 
Jewelers, The Bride’s Store,” when they 
moved into their new building this 
spring. 

In order to reach the maximum nun- 
ber of future brides, Chime, for ten 
years, has presented each graduating 
senior of the town’s two high schools 
with a graduation present: for each 
boy this is usually a tie-clasp or set of 
cuff links; for the girl it is now a silver 
teaspoon in the pattern of her choice. 
When the girls come in to select their 
teaspoons, each one fills out a regis: 
tration card listing not only the silver 
pattern of her choice but also the 
china and crystal which she hopes to 
own and lists the appliances which she 
would like to have. In the event she 
has already completed her silver ser- 
vice, which happens occasionally, she 
is given a crystal goblet. 

In the course of a year, approxi 
mately 200 girls will graduate from the 
two high schools and the number of 
girls who accept teaspoons has been 
very high. Better than 54 per cent of 
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the January seniors came in for their 
spoons and registered with the store. 

Many of the girls go on to Whittier 
or one of the other nearby colleges 
but many others soon announce their 
engagements and, within a matter of 
months, the wedding bells begin to 
ring. The registration card which each 
girl fills in is filed alphabetically in a 
loose leaf folder. Since Chime Jewelers 
is the only retail establishment in the 
entire community to offer bridal regis- 
try service and to promote this service, 
it is only natural, as showers and gift- 
giving time approaches, for the friends 
of the bride to drop in or call the store 
to check the registration card. As each 
purchase of one of the desired items is 
made, it is marked on the registration 
card so that a complete record of how 
many teaspoons and how many goblets 
have been bought for the young couple 
is known at all times. Because duplica- 
tions and unbalanced services are one 
problem in any wedding, the young 
couple encourages their friends to use 
Chime Jeweler’s services where Mrs. 
Pratte can guide the purchases to 
needed items. 

After the engagement is announced, 
or when the ring is purchased, the 
bride-to-be is invited to drop by the 
store to receive a copy of the “Wed- 
ding Plan Book” published by the 
G. R. Gibson Co. of Norwalk, Conn., 


Left: Completely de- 
partmentalized, the 
store sections are 
alternately maroon 
and gray. Below: 
Sample of one of 
"dollars" the Prattes 
had made for Silver 


Dollar Club. 


by BETTY WYATT 


Home-Lown Customers 


together with Gibson’s “Memory 
Book” and the “Bridal Secretary” pub- 
lished by J. R. Wood. These are all 
presented with the store’s compliments 
to help the bride better plan and or- 
ganize her wedding.. 


ADD WEDDING INVITATIONS 


To give the maximum service to their 
wedding customers, the store has added 
wedding invitations to their line. They 
not only take the orders for engraving to 
save the young couple a long trip into 
Los Angeles, but, as a courtesy service, 
they will address and mail the invita- 
tions—relieving the families of one of 
the most irksome jobs surrounding a 
wedding. Mrs. Pratte also works with 
the bride and her mother in planning 
her flowers and catering to balance her 
wedding budget with the maximum 
value although the store does not go 
into either line. This, too, is a cour- 
tesy service. 

So well organized is the bridal de- 
partment, that many friends of the 
couple simply phone the store, check 
the registration list of what has been 
bought and make their purchases by 
phone. The Prattes do the rest. All 
wedding and shower gifts are wrapped, 
free of charge, in heavy white em- 
bossed paper, tied with white satin rib- 
bons, topped with silver bells, and an 

(Please turn to page 178) 
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California 


GIFT AND JEWELRY Items 








Salt cellar and pepper mill, made of h 
milkglass and hardwood. Mill has steel ae 
and variable grind adjustment. Verity Sout. 
hall, Ltd., 2251 Lincoln Avenue, Antadena 
Calif. Mill $9.00, salt cellar $7.50 Keystone. 
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Dinnerware accessories from B. J. Brock & Co., 4513 W. 153rd, 
Lawndale, Calif. Farmhouse patterns shown. Retail prices: 


Franciscan's Coronado, one of the oldest Fran- egg platter, $4.95; well and tree platter, $12.95; chafing 
ciscan patterns. Satin finish in ivory, tur- dish, $12.95; coffee grinder cigaret box, $5.95; stove jar, 
quoise, yellow and coral. Also in high gloss $3.95: coal scuttle, $1.25; flat iron butter dish, $4.95. 


glazes in turquoise and maroon. Service for 
two at $3.95 retail. 16 piece service is $11. 


Hand-made Kraft Crystal. Bubble 
base compote, 5!/." x 14"; Retail: 
$20. Candlesticks, 7" high, $20 pr. 
Dillon-Wells, 760 W. 7th St., L.A. 
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St. Joseph Copertino, good luck 
medal: "Fly with Me to Safety’. 
Wrought in 14K gold. 1'/2 inches 
in diameter. California Jewel- 
smiths, 236 So. Beverly Drive, 
Beverly Hills, Calif. $90 Keystone. 


Breakfast combination setting for two. From 
| American Ceramic Products, 1825 Stanford St., 
: Santa Monica. Retails for $17.95. In four pat- 
terns of Winfield China: Tiger Iris, White Bam- 
| boo, Dragon Flower (shown) and Pussy Willow. 
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Headquarters 
for all western 
Jewelers needs 


LOS ANGELES, CALIF. 


> ROO 


LL. 


ATONE 


SAN FRANCISCO, CALIF. 


PHOENIX, ARIZONA 


@ WATCHES @ SILVERWARE 

@ DIAMONDS @ APPLIANCES 

@ JEWELRY @ CLOCKS 

@ MOUNTINGS @ MATERIAL HONOLULU, T. H. 


Order your complete needs from the office nearest you 


c.w.REYNOLDS co. 


~~ wy bee > A LE i 2:22 Se 


315 WEST FIFTH STREET ¢ LOS ANGELES 13 ° VAndike 1231 


657 Mission Street Merchandise Mart 213 N. First Avenue 
San Francisco 5, California Honolulu, T. H. Phoenix, Arizona 
SUtter 1-4572 Phone: 6-8175 Phone: 8-2789 
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California 


i 





Clementine, the Cat: a conversational piece from Roselane Pottery 


(iit and Jewelry 


| wood beige, or gun metal grey. Glazed finish. Retail: $3.95, Key, 











The Mallard Family, in colored ceramic with 
hand detailing from Hagen-Renaker Potteries, 
Monrovia, Calif. Per dozen: Duckling $2.10; 
Mama: $3.60; Papa $5.40. From |" to 3" fall, 





Reproductions of Victorian designs with cultured 
pearls, center diamonds and enamel work. For rings, 
earrings, and a combination pin or pendant. Carl 
D. Lindstrom, 220 W. 5th St., L.A. Keystone price: 
Brooch starts at $310; earrings $230; ring $150. 





One of new line of ceramic figurines in over- 
glaze, decorated with Z2K gold. Available in 
pink, green, white at $20 Key. Florence Ceram- 
ics, Inc., 74 So. San Gabriel Blvd., Pasadena. 


A ruby cabochon, mounted in 
platinum with four baguette 
diamonds and 10 small, round 
diamonds. Just under 5 Cts. 
A cuff link roll designed for jewelry sales- From collection of |. Widess 
men or retailers. Carries 24 pairs. In black and Sons, 220 W. 5th St., L.A. 
velvet and sateen. From Settle Jewelry Roll 
Co., 437 No. Canon Dr., Beverly Hills. At $15. 
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ALAN LADD 


WEARS THE RISLET 
IN HIS LATEST Fi’ \ enw. 
PARAMOUNT PICTURE = tts eae ue = <.« Tomorow’s Design Today! The creator of the famous H-Link, George 
pe 
DANGER Schmidt, presents the appealing RISLET. A first for men only .. . 


in the World Premiere Showing of a completely different bracelet for men 
everywhere. Distinctive Rhodium finish on Sterling Silver . . . masculine, 


luxurious for the man in uniform and civilians. The nation’s newest volume 


sales creation. Order RISLET by NOW! Jobbers Only. $12.00 Keystone. 


GEORGE SCHMIDT MANUFACTURING, INC. 





716 East 14th Street 
Los Angeles 21, California 
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California 


GIFT AND JEWELRY Items 








Bouquet Babies, porcelain bisque miniatures in 
six poses and six pastel colors. Hollow in back 
holds sachet. $5.95 each, Keystone. From Edng 
Rymal Cox, 202 Brack Sheps Bldg., Los Angeles, 











The Rislet, man's rhodium-finished sterling silver bracelet 


by Geo. Schmidt, 716 E. 14th St., L.A. $12 Key. Jobbers only. 





Miniature French Limoges plates, | 34" diam. 
Hand-decorated gold border. Wide choice 
of motifs. Complete with wire stand and 
hanger at $12 per dozen. From the Amer- 
ican Bravo Co., 7815 Beverly Blvd., L.A. 





New ring mountings of Wallach Jewelry Mfg. Co., 
213 So. Broadway, L.A. At right: designed for 
one diamond and six pearls. Center: for one pearl, 
two stones. Left: for one pearl, two diamonds. 
Settings in yellow gold, white gold, or platinum. 








| Bone china vanity accessories by Reina Califa. 





| In four background colors. Keyst. prices: ash Genuine rock crystal bracelet with square < 
tray, $2; bud base, $3; small box with rose, $4; Brazilian crystals. Sterling silver mounting at 

: cologne bottle, $3. All other boxes are $6. Key. Earrings $4 per pair, Key. From Mae 

| Worth Durham, 527 W. 7th Street, Los Angeles. Trading Co., 947 S. Grand Avenue, Los Angeles. 
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A Los Angeles Trade Fair Show Sponsored by the Los Angeles Chamber of Commerce 
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3rd Western 

Jewelry & Silverware 

Show 
nae China & Glass 
August 12-15 
Biltmore Hotel 


(AND INDIVIDUAL SHOWROOMS) 


% 


6 Los Angeles 


26590 


See the leading national lines 


at the official show for leading jewelry stores 


and buyers in the Western States. 








D Vinlorily wg e Chima Z De. 


350-380 a RAYMOND AVE. 


PASADENA 1, CALIF. 


VEEL 


Our newest in a grey shoulder pattern finished in 


platinum bands, plus a pink rose with grey leaves. 


$15.50 a 5 piece place setting. 
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WORLD’S beg. FINEST ley 


MONOGRAMMING MACHINE 


STAMPS 
Fountain Pens 
Leather Goods 
Writing Papers 
Book Matches 
Napkins 
Gift Items 











Over 15,000 jewelers, stationers 
and gift shops are today success- 
fully using Kingsley’s Machine 
to promote sales. Its proven 
speed, simplicity and ease of 
operation assure you of 
extra profit. 


| KINGSLEY 

















STAMPING MACHINE CO. 


1606 Cahuenga Bivd. « Hollywood 28, Calif 
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MOUNTINGS 


WALLACH f 


A COMPLETE LINE OF 


QUALITY RINGS 


\ TO THE WHOLESALE TRADE 


WALLACH 


JEWELRY MFC. CO. 


213 S. BROADWAY 
LOS ANGELES 12, CAL. 
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SOUTH REPR. J. WHARTON 











14 Karat Gold 
Expansion 
Watch Band 





Fastest selling band on the market. Un- 
conditionally Guaranteed. Springs are 
constructed of finest stainless steel. Will 
not rust or deteriorate. Priced at 
$100.00 Keystone. Sales guaranteed 
100%. We will repurchase without ques- 
tion for cash any unsold bands. 


Cut SD. oLinds from 


220 W. Sth St., Los Angeles 13, Calif. 


Manufacturers of fine jewelry 
Star Sapphires @ Rubies @ Diamonds 
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q Harry Taylor, for many years owner of 
a jewelry store at 477 15th St., Oakland, 
Calif., has moved into a new store at 1619 
San Pablo St., same city. The new shop 
will be known as Taymont Jewelers. 

q After seven years as a watchmaker in 
the Sacramento area, George Paquette has 
opened his own retail store at 167 S. Mur- 
phy Ave. in Sunnyvale, Calif. Firm will be 
known as George Jewelers. 

q Julian’s Credit Jewelers has moved into 
new quarters at 6813 Pacific Blvd., Hunt- 
ington Park, after 14 years in their former 
location at 6330 Pacific Blvd. The move 
parallels the community growth southward, 
according to owner Julian Matz, and places 
the store in the heart of the town’s shop- 
ping district. 

q Mart Jewelers, 225 26th St., Santa 
Monica, Calif., has been purchased by Gus 
Ferrara from former owner H. J. “Hal” 
Finch. The store carries a complete line 
of general jewelry merchandise and is lo- 
cated in the Brentwood Country Mart 
building. Prior to purchasing the store, Mr. 
Ferrara was a watchmaker with the Roy- 
croft Jewelry Co. in Inglewood, Calif. 

q The Tesco line of watches, which will 
be merchandised under the name of Ael- 
red’s, will be distributed in the 11 Western 
states and Texas by Aelred’s Jewelers, 
643 S. Olive St., Los Angeles, according 
to an announcement made by Mrs. James 
Siegal, head of the firm. 

q The Jim E. Mattox Co., 712 S. Olive 
St., Los Angeles, has been appointed rep- 
resentative for Pickard China in the 11 
Western states, according to an announce- 
ment made by Austin Pickard, president 
of the Antioch, IIl., firm. 
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WEST COAST § 


q The California Retail Jewelers Associa 
tion has announced the affiliation of 67 
new members since March of this yea; 
This brings the retail membership of the 
association to over the 600 mark. 

q The watchmakers licensing jl] spon- 
sored by Representative Burkhalter * the 
California legislature has been tabled in 
committee. Under terms of this proposed 
legislation, standards of trainino je 
knowledge would have been set up for all 
persons doing watch work within the state 
and licensing, plus an examination, would 
have been required. 

q Leroy and Dorothy Bergman are the 
proud new proprietors of Bergman Jewelry 
Co., 1626%2 N. Cahuenga Blvd.. Hollywood 
Calif. The firm carries a complete stock 
of general jewelry merchandise. Prior to 
opening his own store, Mr. Bergman was 
with Wm. Stromberg, Inc., of Hollywood. 
for seven years. He was also associated 
with the Sol Bergman Co. of Cleveland, 
Ohio, before moving to the West Coast. 
q W. P. Wilson, who for the past 12 years 
has been watchmaker for Tom Monk 
Jewelers of Sacramento, Calif., has pur. 
chased Norvell’s Jewelry Store in Bur. 
lingame, Calif. Firm will be operated as 
W. P. Wilson, Jewelers. 

q Langert Bros. Co., successors to Apple. 
gate-Lawson, Inc., 326 Goodrich Bldg, 
Phoenix, Arizona, wholesale jewelers and 
material supply house, recently celebrated 
their first anniversary and announced an 
expansion of jewelry lines to complement 
their material and tool departments. They 
will handle Harwood and Automade prod- 
ucts for the Arizona area as well as Hyde 
Park, Glycine and Lathin Watches. 





Record Attendance Expected 
At California Gift Show 


Advance reports indicate that the 33rd 
California Gift Show will surpass all pre- 
decessors in number of exhibitors, buyers 
attending, and new items to be shown for 
the first time. The show will be held in 
Los Angeles from July 22 to 25. 

Woody Klingborg, manager of Los An- 
geles Trade Fairs, Inc., sponsors of the 
show, indicated that the show space is now 
sold to capacity and late comers are being 
turned away. Hotel reservations and ad- 
vance mail registrations are running ahead 
of previous years with many buyers plan- 
ning their second trip into the California 
market for 1951. 

A survey of manufacturers who will ex- 
hibit has shown that metalware will be 
shown and that a record number of pre- 
view items will be presented. A further 
check shows that manufacturers plan to 
hold their price lines in spite of an in- 
crease in labor costs in the past six months 
with many firms absorbing the whole of 
this cost while others will be forced to 
increase their prices a fraction. 

Plans have also been announced for a 





gigantic Luau on July 25, to be sponsored 
by the Gift and Art Club, replacing the 
traditional formal party usually hosted by 
this group. The Luau, to be held at the 
Deauville Club on the beach at Santa 
Monica, will be open to all persons, buyer 
or exhibitor, attending the market. The 
party will start with cocktails at the pool- 
side followed by a dinner dance. An 
aquacade will highlight the entertainment 
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EMERALDS — SAPPHIRES — RUBIES 
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OF CHARMS 
World’s biggest selection of 14K Geld and 
Sterling Silver Charms classified and beanti- 
fully illustrated for easy selling. Keystone 
Prices. Write now to David Gordon, Mant- 


facturing Jewelers, 448 S. Hill St., Les An- 
celes 18, Calif. 
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California State Fair to 
Sponsor Jewelry Competition 


The American Gem Society has joined 
with the California State Fair Committee 
his year to promote fine jewelry design 
through the Fair’s annual fashion judging 
program. ; 

The fashion program of the California 
State Fair is unique in this country. It 
was set up several years ago to give recog- 
nition to the growing apparel market and 
all top firms from all parts of the state 
including the major manufacturing firms 
in Los Angeles and San Francisco have 
competed each year for the gold medal 
and ribbon awards. The fashion awards 
feld has now been broadened to include 
fne fashion accessories, shoes, jewelry, 
handloomed and custom design textiles, 
etc. 

This year, for the first time, the Fair 
will include a three-fold fine, California- 
made jewelry competition. Classifications 
will be: first, precious metals set with 
colored gems of California (gems must be 
obtainable in California, i.e., kunzite, mor- 
ganite, etc.) ; second, precious metals set 
with gems of other than California origin; 
third, precious metals without gems. Rings, 
bracelets, earrings, pins, necklaces, clips 
and ensembles may be entered in each 
category. 

Jewelry pieces of California manufacture 
and origin only can be entered in the com- 
petition. Retailers may enter pieces created 
under their auspices, made in California. 
Manufacturers and wholesalers may also 
enter California-made items. 

Judging will be by a panel of 35 leading 
fashion authorities on the basis of fashion 
design. Winners will be awarded blue 
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Made to your 
Individual Specifications 
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GEM TESTING LABORATORY 


Has only X-Ray equipment in the West for 
pearl identification. Testing of all stones. 
Appraisals for the trade. Same day return of 
shipments. 


KENNETH F. MacKENZIE, F.G.A. 
Gemologist 
707 So. Hill St., Los Angeles 14, California 


Appraisals and Gem Testing Exclusively 




















Amazon Orchids, ever- 
lasting, imported from 
Peru. Individually 
packed in acetate gift 
box. Fast selling. Cost 
$12.00, 18.00, 30.00 
per doz. FOB L. A. 

H. L. JESSON CO. 


124 W. 6th STREET 
LOS ANGELES, 14. 
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ribbons. A limited number of gold medals 
are awarded to the entire fashion field 
and it will be possible for jewelry entries 
to be eligible for these awards. 


The American Gem Society has assisted 
the California State Fair in contacting 
manufacturers and designers and in stimu- 
lating interest in the competition in the 
interest of the jewelry industry as a whole. 
Publicity on the winners of the various 
awards is carried not only throughout 
California but is given national and even 
international attention. 


Awards for the competition which 
closes July 5, will be announced sometime 
after July 15. Winners will be modeled in 
the nightly fashion shows held August 30 
through September 9, during the Fair in 
Sacramento. 





Discussion on Public Relations 
Highlights AGS Guild Meeting 


An informal round table discussion on 
“The Jewelers’ Public Relations” led by 
William Bender, Los Angeles public rela- 
tions counsellor, sparked the final dinner 
meeting of the season for the Southern 
California Guild of the American Gem 
Society, held at the Los Angeles Athletic 
Club in May. 

Mr. Bender was introductory speaker on 
“Public and Customer Relations,” at the 
symposium held recently in connection 
with the AGS conclave in Washington, 


D. C. 


Wholesalers and retailers present at the 
guild’s meeting outlined what they each 
were doing to build the status of the 
jewelry profession and their own store’s or 
business’s part in the profession. Typical 
of the desired program was the report 
given by Don Wight (Wight’s Jewelers, 
Ontario), former president of the Guild, 
who has been particularly active in ad- 
dressing community groups on gemology, 
as has Kenneth MacKenzie, treasurer of 
the group, who speaks as a gem consultant 
to professional groups. 

The particular public relations problems 
of jewelers were discussed and there was 
a free interchange of ideas between whole- 
salers and retailers as to what each group 
expected or wanted from the other. 

Mr. and Mrs. John H. Rowe of Moscow, 
Idaho, were special guests at the meeting 
and contributed details of promotions they 
have used with success in their store. 


In his remarks prefacing the round 
table discussicn, Mr. Bender urged those 
attending to look closely at their own 
stores. “Many of our best stores,” said 
Mr. Bender, “are designed to appeal to 
the capitalists of 15 years ago. Those 
people usually knew something of jewelry 
values and their standards were different 
from those of our customers’ today.” 


He pointed cut that today it’s the union 
man who has the money and is buying 
most of the merchandise and stated that 
it is important that the jeweler as well as 
the appliance store reach him. “It seems 
to me it would be a pretty good idea,” 
Mr. Bender declared, “if we spoke their 
language and told them it cost no more to 
buy in our store than in the cheaper, flashy 
store down the street.” 
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Proved 
PROMOTIONS 


TO GET TRAFFIC 
NEW ACCOUNTS 
REOPENED ACCOUNTS 


See us at these showed 


CHICAGO 


July 29-30-31 August |-2 
The Stevens— Booth 222 


NEW YORK 


August | 2-1 3-14-15-16 
Waldorf-Astoria—Rms. 768-77C 


DALLAS 


September | -2-3-4-5-6-7 
Hotel Adolphus— Room 719 
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Josh Goldberg 
Mel Mooser 
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Service Plus Imagination 
(From page 169) 


appropriate gift card is enclosed. The 
gift is then delivered, free of charge. 
Those brides-to-be who have not reg- 
istered with the firm on graduation 
have been quick to see the advantages 
of listing their desired silver patterns 
with the store. Usually, they register at 
the time the ring is purchased or within 
a day or two of the announcement of 
engagement. Since all young couples 
who buy their rings at Chimes are in- 
vited to register, this enables the 
Prattes to be of service to many brides 
from outside the immediate community. 


SILVER DOLLAR CLUB 


For those girls who are going on to 
college, or working, or for the young 
housewife who has not completed her 
silver, the Prattes have formed the 
“Silver Dollar Club,” a typical Pratte 
promotion. When the details of the 
program were worked out, Mr. Pratte 
went into a Los Angeles bank to buy 
an undetermined number of silver dol- 
lars. None of the employees, not even 
Mrs. Pratte, knew exactly how many. 
These were then placed in the display 
window so that each coin was at least 
partly visible. Every person was in- 
vited to come inside to leave his esti- 
mate of the number of silver dollars in 
the window and, incidentally, to learn 
the details of the “Silver Dollar Club.” 
Five persons correctly guessed that 
there were 80 coins in the display. Each 
winner was presented with a silver 
spoon. 

To stimulate additional interest. the 
Prattes had special cardboard and sil- 
ver-foil “dollars” printed and distrib- 
uted all over town. Salespeople wore 
real silver dollars in silver bezels as 
lockets throughout the promotion. This 
idea caught on with the girls who 
worked in the local banks and they 
promptly came in to buy similar units. 
By the time the promotion was drawing 
to a close, it had become a fad to 
“wear” a silver dollar. The store did a 
handsome extra business in chains and 
mounting the coins. 

When the silver dollars were re- 
moved from the window, placards were 
still carried inside announcing the plan 
and the salespeople switched from sil- 
ver dollar necklaces to sterling demi- 
tasse spoons, worn as pins. This, too. 
started a minor fad and the owner of 
the town’s largest restaurant ordered 
special pins made up for his staff. 

In addition to the bridal merchandise 
of silver, china, and crystal, Chime 
Jewelers does a brisk business in cos- 
tume jewelry. thanks to a little trick of 
dramatization. During the last war. 
when good costume jewelry was diffi- 
cult to find at the lower price levels, 
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Mrs. Pratte added an extensive line of 
imported handkerchiefs to take the 
place of the one dollar and three dollar 
costume jewelry items. These made ex- 
cellent gifts for bridge parties and host- 
ess thank-you tokens. In time she found 
that there was a market for these up 
to eight dollars. However, after the 
war, when better grade costume jewelry 
once more came on the market, hand- 
kerchiefs began to slow down in sales. 
As a test one Mother’s Day, they de- 
cided to team handkerchiefs with scat- 
ter pins in special gift folders. To every- 
one’s surprise the combination pack- 
age “walked out of the store.” They 
still do! Because these are usually a 
quick gift item, handkerchiefs and pins 
are packaged. ready to go, with gift 
card attached and sales check par- 
tially filled in so that the sale is made 
in a matter of moments. The combina- 
tion gift gives the jeweler a chance for 
an extra item and the dramatic presen- 
tation satisfies the customer that he 
has bought more for his money. 


PLAY UP GIFT OCCASIONS 


The bridal business is a major factor 
in their operation, but the Prattes also 
carry a fairly heavy direct mail pro- 
gram playing up each gift-giving oc- 
casion. Manufacturers’ aids are drawn 
upon heavily for this program because 
the store feels that the identification of 
their firm with brand names is ex- 
tremely important in their small com- 
munity. 

The mail list is compiled each fall. 
Beginning in September. each person 
who enters the store is invited to regis- 
ter on a special blank which gives her 
name, address. birthday. watch brand 
preference and information on _ silver 
service. This card is then checked 
against previous years’ registration. A 
duplicate card is then made to be filed 
by date, while the original is filed 
alphabetically in the mail file. Each 
customer on the mail list is sent an 
individual birthday letter each year. 
timed to arrive a day or two in ad- 
vance of the date. The goodwill created 
by these personal notes can never be 
measured, but the Prattes feel it is 
an integral part of their growing circle 
of customer-friends. 


PROMOTE STORE IDENTITY 


Store identification is an important 
part of the Chime Jewelers’ merchan- 
dising theories. In addition to their 
bridal gift wrapping service. they have 
also developed special silver foil and 
maroon papers for gifts for other oc- 
casions and all gift packages leaving 
the store are done up in these distinc- 
tive wrappings and topped with the 
traditional silver bells. 

Further playing up their name, the 
store interior is dominated by a Grand- 


father’s clock which chimes the hou; 
and this, in turn, is amplified through a 
public address system on the outside 
store front. 


What are the Prattes planning now? 
It is Christmas in July for them, an 
annual event started several years ago. 
By July 1. the store will have installed 
Santa Claus windows and the interior 
will be devoted to important Christmas 
gift items, electrical appliances, elec. 
tric clocks and watches, special china 
services and silver. Customers will be 
invited to start their Christmas shop. 
ping in July on a lay-away, pay-as. 
you-go plan. Each customer who makes 
a purchase on the lay-away plan in 
July is presented with a special Christ. 
mas gift from Chime Jewelers at the 
time of purchase. with best wishes of 
the Prattes for a Merry Christmas. 


American Gem Society— 
Gem Information Bureau 


A new public relations program de- 
signed to acquaint the general public with 
complete information on gemstones has 
been announced by the American Gem 
Society through the formation of the Gem 
Information Bureau. 

Purpose of the Bureau is to supply the 
general public with complete information, 
other than monetary appraisals, on gems in 
their possession. The public will be in- 
vited to send descriptions of their gems 
and if possible the name of the stones to 
the Bureau’s offices at 3142 Wilshire Blvd., 
Los Angeles. Actual jewelry is not to be 
sent. The Bureau will then send a complete 
fact sheet to the correspondent. 


In announcing the formation of the 
Bureau, AGS President Kenneth G. Map- 
pin, F.G.A., C.G., of Montreal, Quebec, 
said, “More recent history indicates that 
vems have changed ownership in families 
for generations, and the increasing desire 
of the new owners for information on their 
vems is more apparent now than ever be- 
fore. It is for this reason that a Gem 
Information Bureau as a public service has 
been formed in the headquarters office of 
the American Gem Society in Los An- 
celes to furnish, free of charge, complete 
information on gems to anyone with the 
exception of the monetary value.” 

Announcement of the availabilty of this 
service to the general public will be made 
through locai newspapers throughout the 
country. Questionnaires have been sent to 
all Registered Jewelers throughout the 
country asking them to submit the names 
of local newspapers. addresses and names 
of the city editors. Fact sheets containing 
pertinent data on the AGS have then been 
suvplied to these editors for their files. 
The announcement of the formation of the 
Bureau and its purposes have also been 
supplied to these papers. 

It is believed that the creation of such 
a program will stimulate public interest 
gems and jewelry as a whole. 
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Months Until Decision 
On Watch Tariff Issue 


The United States Tariff Commission 
has granted American watch manufactur- 
ers and represen;L-ives of the Swiss watch 
manufacturin,;},,, -ustry additional time to 
submit either new or supporting briefs in 
connection with the tariff question. 

The Commission has set July 10 as the 
final filing date for all interested parties 
to submit this additional information. The 
new date for filing rebuttals with the Com- 
mission has been set at July 25. 

The extension was granted when Ameri- 
can watch assemblers stated, on the final 
day of formal public hearings, that they 
were in the process of gathering additional 
information and would like to submit their 
findings to the Tariff Commission. 


The Tariff Commission investigation be-— 


gan early this year when Elgin and Hamil- 
ton filed an application with the Commis- 
sion, asking that the tariff situation be 
looked into. They backed up their request 
with briefs tending to show that import 
duties, as now levied, are so low as to be 
detrimental to American industry. 


EIGHTY WITNESSES TESTIFY 


Formal public hearings were ordered to 
be held in Washington in May. The hear- 
ings lasted eight days, during which more 
than 80 witnesses appeared and gave 
testimony. 

At the Washington hearings, Waltham 
joined forces with Elgin and Hamilton. 
Representatives of the Swiss watch indus- 
try joined with the American importers of 
Swiss watches in their opposition to any 
modification of the existing import levies. 

After the Tariff Commission has con- 
sidered the firal briefs of all interested 
parties, it will undertake a detailed study 
of all testimony, supporting briefs and ex- 
hibits which were presented at the hear- 
ings. In addition, the Commission will con- 
sider the facts which it gathered through 
its own investigation. 

The commission does not expect to be 
able to reach a decision before October, at 
the earliest. This is about the normal time 
required in most cases and the agency al- 
ready is faced with a heavy summer docket. 
Officials say, however, that under certain 
circumstances it would be possible to cut 
through red tape for a more rapid decision. 

For example, great emphasis has been 
placed upon the security angle by domestic 
manufacturers. Should the commission find 

(Please turn to page 185) 
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Supreme Court s Fair Trade Decision Stirs 
Both Stores and Manufacturers to Action 


New York Stores Slash Prices on Fair-Traded Watches: 
State Supreme Court Rejects Manufacturer's Plea for 
Restraining Order; Watch Firms Plan Stricter Policing 


The _ invalidation of the  non-signer 
clause of state fair trade laws by the 
Supreme Court on May 21 (JC-K for June, 
Page 152) was quick to be picked as an 
excuse for loss-leader advertising by some 
New York department stores. This shortly 
became an ali-out price war between the 
two rivals—R. H. Macy & Co. and Gimbel 
Bros. Principal lines involved were men’s 
clothing, electric appliances and drugs, 
although some jewelry was involved, prin- 
cipally men’s accessories. 

This pattern soon spread to other cities 
throughout the country with the big de- 
partment stores making the first move, 
after which other merchants were quick 
to join in. 

Despite the fact that to all practical 
purposes the bars were let down for all- 
out price cutting of price-fixed merchan- 
dise, there were few instances of retail 
jewelers taking part. 

Another entry in the New York price 
war was S. Klein in Union Square which 
advertised a 50 per cent cut in Gruen, 
Elgin, Benrus, Bulova and _ Longines 
watches. More than 500 watches were sold 
before the store closed on the first day of 
this sale. Two of the brands—Benrus and 
Bulova—were removed from the sale in the 
morning when Bulova obtained a_tem- 
porary injunction against the department 
store to prevent it from selling their 
watches at jess than the fixed prices. By 
the middle of the afternoon, these watches 
were back on sale at the Klein jewelry 
counters when the temporary restraining 
order was vacated by the New York Su- 
preme Court on the grounds that there 
was “insufficient showing” that the case 
was not governed by the U. S. Supreme 
Court decision. 

The fight against Klein’s was joined by 
the Longines-Wittnauer Watch Co. and 
the Associated Credit Jewelers of New 
York and New Jersey who with the Bulova 
Watch Co. and the Benrus Watch Co. 
sought an iajunction against the depart- 
ment store for selling price-fixed watches 
at half price. The motion was denied by 





Justice James B. McNally against the argu. 
ments of the watch firms that because the 
watches were assembled and sold within 
New York, the price-cutting was in viola- 
tion of the state’s Feld-Crawford Law. 

By the end of June, the price war had 
nearly faded into obscurity. While price. 
cut advertising continued to be seen in 
New York newspapers, the initial impetus 
of the “bargain-day” promotions was gone 
and trade in the stores had returned to 
normal levels. 


STRICTER POLICING PLANNED 


Meanwhile, manufacturers of fair trade 
lines set about a policy of stricter policing 
of the distribution of their lines. In a 
statement made soon after the invalidation 
of the non-signer clause of fair trade 
laws by the Supreme Court, Lowell F. 
Halligan, vice-president and sales manager 
of the Hamilton Watch Co., said: “The 
Supreme Court decision in the Schweg- 
mann case does not affect Hamilton’s dis- 
tribution policies, nor will it materially 
affect our distribution methods. Since 1937 
all Hamilton wholesalers and substantially 
all Hamilton retailers have signed Fair 
Trade contracts. Those retailers who have 
not will be signed up immediately by our 
distributors. 

“Hamilton’s 58 distributor organizations 
in key marketing centers throughout the 
country are thoroughly familiar with the 
problems of the legitimate retail jeweler 
and have traditionally maintained indi- 
vidual sales policies aimed to protect the 
interests of the ethical merchandiser. 

“Hamilton Watch Company was the first 
manufacturer in the jewelry industry to 
execute Fair Trade contracts nationally 
upon the passage of the Miller-Tydings 
law. We fully expect to continue to exer- 
cise our legal rights under the individual 
state Fair Trade Acts.” 

Elgin National Watch Company also 
announced in a letter to the trade that it 
was preparing new Fair Trade contracts 
to be sent to all its customers in states 

(Please turn to page 185) 
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Purposeful Program Draws Big 





Attendance at NWJA Convention 


Outlook for Months Ahead and Role of Business 
In Defense Economy Highlighted by Speakers at 
Confab; Wallenstein Elected President of NWJA 


The National Wholesale Jewelers’ Asso- 
ciation added to its string of forty-three 
successful conventions another typically 
well organized and well attended conclave 
in Atlantic City, on June 4 and 5. This 
44th annual gathering attended by whole- 
sale members and also manufacturers rep- 
resenting the associate members was held 
at the Claridge Hotel. 

The meetings which opened at 10 A.M., 
Monday, June 4, were presided over by the 
president, Leon J. Engel of J. Engel & Co., 
Inc. Baltimore, Md. Keyed by his warm 
introductory remarks and personable pres- 
entation of the speakers, the meetings were 
conducted with precision, the talks re- 
ceived with attentive respect by those in 
the well filled meeting room. 


ENGEL MAKES PLEA FOR 
"JEWELRY CONGRESS" 

Following the report of the secretary, 
to whom President Engel paid tribute as 
the one responsible for the successful con- 
duct of the asseciation and its convention, 
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Engel delivered his inspired plea for coop- 
eration within the industry by building a 
case within his talk which was entitled, 
“What This Industry Needs is One More 
Association.” Speaking from the standpoint 
of one whose activities as Chairman of the 
Jewelry Industry Tax Committee had 
brought him in close personal contact with 
every association, Engel insisted that the 
jewelry industry was big enough—if or- 
ganized as one allied force—to win the 
respect and consideration of Government 
agencies and consumer organizations. He 
pictured the present situation, where many 
organizations within the industry are oper- 
ating “on their own” as one where the 
inherent power of the combined industry 
was being dissipated while its wheels are 
slipping on the track. The talk was well 
and seriously received. (See page 82, 
June JC-K for complete text of speech.) 


Charles F. Nagel, vice president of the 
Provident Trust Co. of Philadelphia, the 
next speaker said: “We are the world’s 
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best informed nation, the average Ameri- 
can is an expert on business forecasting 
as well as on foreign affairs, and yet we 
are within a few weeks of completing one 
of the strangest years in the history of 
our country—a year characterized by be- 
wilderment, confusion and indecision in 
the economic as well as in the political 
sphere.” 

After reviewing the experience of the 
country during the past year, Nagel, look- 
ing to the future said, “The defense pro- 
eram is by no means the only reason to 
doubt any serious letdown in business dur- 
ing the course of the next 12 months. 
Business expenditures for expansion and 
improvement of plant and equipment are 
continuing at ithe very high annual rate of 
$24-$26 billions. 

“In summing up the outlook for the 
next 12 months, there appears to be a 
sounder basis for anticipating a resurgence 
of inflationary pressures by, say, next fall 
or winter, than a continuation for more 
than a few months of a static or declining 
trend of consumer demand and the gen- 
eral price level.” 

After making a number of suggestions 
as to cautions for business and Govern- 
ment, Nagel concluded with, “Each of 
us, as a citizen, has the responsibility to 
use his best efforts to promote an aware- 
ness of the mistakes of the past and to 
support sound policies for the future. Your 
views on these basic problems are earnestly 
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solicited by your representatives in Wash- 
ington. Don’t disappoint them.” 


SENATOR O’CONOR SPEAKS 
The Honorable Herbert O’Conor, 


United States Senator from Maryland, was 
the closing speaker of the Monday morn- 
ing session. He delivered a stirring speech 
on the responsibility of the business man 
citizen in the present emergency. 


NIEMEYER EXPLAINS INCREASING 
NEED FOR VIGILANCE COMMITTEE 


The afternoon session was addressed by 
G. H. Niemeyer, chairman of the Jewelers 
Vigilance Committee and president of 
Handy & Harman. The rhetorical question 
which was the title of his talk, “Why a 
Jewelers Vigilance Committee?” was an- 
swered in the speech by one best qualified 
to explain. Mr. Niemeyer skipped all the 
reasons for the establishment of the 
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Vigilance Committee and _ only briefly 
touched on some of its accomplishments 
through the years—all of which are so 
well-known—and concentrated on current 
situations and the need for an internal 
industry-conirolled policing organization. 
He pointed out the present tendencies to 
cut ethics so thin as to approach if not 
overstep the line of decency and honesty— 
and how it was to the benefit of the entire 
industry to maintain an organization like 
the Jewelers Vigilance Committee, which 
can detect and correct those who are mis- 
leading the public or jeweler with improp- 
erly marked, incorrectly identified or dis- 
honestly advertised products sold through 
the jeweler. Pointing out that the Vig- 
ilance Committee operated with a deficit 
last year, Mr. Niemeyer, in effect, asked 
the wholesalers to contribute not only in 
principle to the aims of the organization, 
but also in cash, to its treasury. 


PERCILLA TELLS HOW JIC CAN 
HELP WHOLESALER 


Miss Martha Percilla, fashion director 
of the Jewelry Industry Council, was the 
next speaker and introduced her subject 
by saying, “My business is fashion and 
fashion is one of the most necessary things 
to good business for the wholesaler. 

“After all,” she continued, “one of the 
great advantages a retailer gains in buy- 
ing from you, a wholesaler, is his ability 
to get things in a hurry. New things, as 
soon as they hecome new, while they still 
are new. Without fashion we do not have 
change, because fashion is change. 

“While I was on the West Coast re- 
cently, a retailer said to me after a fashion 
show, ‘I wish you could come into my 
store periodically and keep me and my 
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salespeople posted on fashion news. What 
a help it would be in selling.’ 

“Obviously, I can’t do that for the re- 
tailers across the country, but the whole- 
saler can because you visit the retail store 
day in and day out. You are in a position 
to impress on him the importance of using 
change, of using fashion to sell jewelry, 
to sell watches, to sell silverware and other 
home. accessories. 
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“So often people think that in order to 
use fashion in appealing to a customer 
or in selling a piece of jewelry, the jewelry 
itself must be a brand new fashion piece. 
This is anything but true. Fashion can sell 
the most staple piece of merchandise in 
stock. 

“Actually, the job your retailer friend 
has in keeping the public interested in 
jewelry is much the same as mine, except 
that it is my job to project ideas to the 
public through the publicity channels of 
press, radio and television. And it is his 
job to project them through advertising, 
window display and in-store contacts with 
customers. 

“Tf, through you, the Council can work 
together with the retailer so that these 
ideas reach the public simultaneously, the 
impression naturally is stronger. That is 
why the Council keeps its members ad- 
vised on what we are telling the public.” 

Miss Percilla then gave a comprehen- 
sive review of the coming fall fashions 
and what they mean to jewelry sales. She 
also gave examples of practical and in- 
expensive methods of capitalizing on cur- 
rent trends. 

“Take these ideas to your retailer friends 
and urge them to put them to work. It 
will mean added sales for you and for 
him.” 


N.Y.U. PROFESSOR SPEAKS 


Certainly one of the most hard hitting 
talks of the convention was that of Ray- 
mond Rodgers, Professor of Banking, at 
New York University. Presented with a 
rich mixture of purposeful humor, the 
professor prefaced his remarks with the 
statement that “The problems you have 
cannot be blamed on rearmament. The 
present, oversiocked conditions are man- 
made.” He continued, “Now, as we look 
at the business situation today, we see 
booms on every hand; yet, we hear com- 
plaints from every quarter. What are the 
facts? 

“We are in the midst of the greatest 
peacetime capital goods boom in our his- 
tory. We have until recent weeks been 
carried along at a dizzying pace for 18 
months on the crest of the greatest con- 
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sumer durable goods boom in_ history— 
anybody’s history. 

“A recent estimate by the Federal Bu- 
reau of Employment Security puts the 
current labor force (civilian and military 
personnel) under full mobilization condi- 
tions at 69.1 million persons. Even more 
remarkable, if the armed forces do not go 
above the 3,500,000 now contemplated, 
this leaves a potential force of actual work- 
ers of some 10 million more than we had 
during World War Il. This increase in 
actual labor force speaks for itself. 

“The problem today is shortages of cer- 
tain raw materials, rather than facilities 
or manpower. 

“The Government is getting ready for 
all-out war—that is the central idea to 
understand. But it is not getting ready 
for manufaciuring great quantities of war 
material! As for actual military goods, 
they are only producing to rearm part of 
Europe on a modest scale and to supply 
our own armed forces of 3,500,000 men. 

“Knowledge of the difference between 
now and then in Government aims and 
policies makes it easier to understand how 
business, despite rearmament, can be over- 
stocked with consumer goods in many 
lines; it explains why present plans con- 
template the production of 5,000,000 re- 
frigerators, 5,000,000 television sets, 4,000,- 
000 cooking stoves, 3,000,000 washing 
machines and 7,000.000 radios during 1951. 
In this connection, I have just one ques- 
tion. Do these figures look like shortages 
to you? 

“Inflation is even more dangerous to the 
business man than to the consumer. To 
the business man, inflation is both a nar- 
cotic and stimulant. It dulls the realiza- 
tion of dangers while it stimulates him 
to ever more dangerous action. 

“In simple terms, the safest policies to 
follow in an inflationary period are: 1. Be 
doubly certain that all expansion is based 
on foreseeable normal demand, and 2. Be 
doubly careful that inventories are not 
based too largely on bank credit, in order 
to avoid the danger of losses from forced 


selling.” 





Entertainment Treat 





Entertainment hit at the NWJA convention 

were Speidel's television salesmen, Paul 

Winchell, the ventriloquist, and Jerry Ma- 
hofiey, his wise-cracking companion. 








HELLER STYLE SHOW FEATURE 


A social high spot of the convention fol. 
lowed the Monday business sessions a 
cocktail party and style show presented 
by L. Heller & Sons, Inc., of New York 
who presented their newest designs in 
Deltah pearl pieces, such as necklaces 
bracelets and earrings, some in combina. 
tion with rhinestones. Many unique multi. 
purpose convertible pieces were shown, 
Models wore dresses suitable for all occa. 
sions and the show closed with a dra. 
matic bridal sequence including brides. 
maids, flower girl, groom, et al. Enlivened 
still further by a dance team who per. 
formed for the pleasure of all who at. 
tended, the Heller hour was _ enthusiasti. 
cally received. 


GOLDBERG TELLS OF PX EFFORTS 


Tuesday session opened with a talk by 
H. A. Goldberg, president of the NAC] 
and of Coopers, Portsmouth, Va. Gold. 
berg, who had just returned from a special 
trip to Washington, spoke on the Post 
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Exchange and Ship’s Store situation as it 
is currently under the rearmament pro- 
eram. Warning the wholesalers of the 
dangers of these military stores, to the 
health of the retail business upon which 
wholesalers must depend, Goldberg said 
that his association is on top of the situa- 
tion, is following closely developments and 
has let the military authorities know that 
they are being watched, and will be ex- 
pected to hold to the letter and the intent 
of War Department regulations which 
clearly limit the stocks and the functions 
of these activities. 


VAN COTT CALLS FOR MORE ETHICS 


Kenneth I. Van Cott, jeweler of Bing: 
hamton, N. Y., and president of the ANRJA, 
spoke on what he described as a large sub- 
ject, “Ethics.” Said Van Cott: “I am not 
alone in my feeling that there is a lessen- 
ing in the uprightness and forthright busi- 
ness integrity among many newcomers to 
the jewelry field. My good friend, Gustav 
Niemeyer, in his annual report to the 
Jewelers Vigilance Committee, deplored the 
increase of sharp practice—that, while in 
some cases were within the law, were 80 
near the edge that they merited severe 
condemnation. 

“Ethics—or right conduct in a way of 
life—and I suppose it is but natural that 
there be wide difference of opinion as to 
where the borderline should be drawn— 
but I offer a simple rule that will never 
let you down. Stay away from that border- 
line, and you'll never slip over it. 

“Now this statement of policy between 
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the retailer and his public has stood the 
rest of all these long years. It is still a 
good statement. But you know—and I 
know—that there are many abuses in our 
trade that should be eliminated. The con- 
tinued mis-representation by wholesalers 
and manufacturers who sell also to the 
ultimate consumer—that they are selling 
at wholesale prices—when, as a matter of 
fact, prices charged approximate the usual 
retail prices charged in a retail store. The 
excessive pre-ticketed prices supplied by 
some manufacturers to encourage inordi- 
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nate profits far in excess of real value— 
as an inducement to the retailer to pur- 
chase that particular line of merchandise. 
The continued use of large-illustration 
diamond advertising with questionable 
claims as to value and quality. The insis- 
tence of some in using total weights of all 
diamonds in a ring, rather than the weight 
of the central stone.—I could go on and 
on. I have not touched the surface. 
“‘What is the ethics of this particular 
problem?’ I refer to the promotions that 
are devised to sell more watches through 
the medium of ‘a trade-in watch sale.’ 
The ads read ‘Bring in your old watch, 
regardless of age, regardless of condition; 
we will allow you from $10 to $25 for it 
against a new Double special, priced from 
$24.95 up.” Who loses out on this kind of 
a transaction? Certainly not the supplier 
who has sold the watch. Certainly not 
the retailer who has his normal, or better- 
than-normal profit in spite of the trade-in 
allowance. It is the public, who has been 
led to believe that his old watch has a 
value that it does not possess—who has 
also been led to believe that he has pur- 
chased a watch that is worth considerably 
more than it would cost if normal mark-up 
were used. Is this practice in line with 
the standards of integrity and honesty that 
are our heritage in the jewelry business? 
Have we, in our desire to create new busi- 
ness, slipped over that borderline between 
the ethical practice and the misleading?” 


OPS QUESTIONS ANSWERED 


The next speaker was Arnold F. Shaw, 
special assistant to Michael DiSalle, Di- 
rector of OPS in Washington. Mr. Shaw 
explained some of the complexities. of set- 
ting up and operating the OPS and told 
of the progress his agency has made not 
only in establishing its purpose of holding 
down prices, restraining inflation. After 
his talk he answered many questions about 
OPS regulations which were put to him 
from the floor. 
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INDUSTRY LEADERS HOLD PANEL 
DISCUSSION 


Betore the conclusion of the Tuesday 
afternoon session there was held a panel 
discussion where two wholesalers, Frank 
J. Heyne, of Heyne & Groves, Inc., and 
H. b. Tagg, of J. W. Johnson, Inc., sat 
on the dais with six manufacturers for the 
purpose of answering trade questions of- 
fered from the audience. The six manu- 
facturers were O. V. Anderson, Anson, 
Inc.; H. E. Blackburn, Seth Thomas Clock; 
F. R. Budlong, Budlong, Docherty & Arm- 
strong, Inc.; Lowell Halligan, Hamilton 
Watch Co.; Craig D. Munson, International 
Silver Co.; W. E. O’Brien, Toastmaster 
Products Div., McGraw Electric. 

Following the reception at 6:30 in the 
evening the banquet was held in the 
pleasantly cool main dining room of the 
Ritz Carlton. 


SPEIDEL'S PAUL WINCHELL 
ENTERTAINS 


Leon Engel, the retiring president, per- 
formed his job as toastmaster with char- 
acteristic charm and grace, and then re- 
laxed to enjoy with everyone at the banquet 
the treat of the convention, Paul Winchell, 
the ventriloquist, and Jerry Mahoney, his 
“fire-trap” puppet. Everyone was delighted 
with the performance which lasted forty 
minutes. This talent was provided through 
the cooperation of Paul Levinger, president 
of Speidel Corp., which company is the 
television sponsor for the Paul Winchell 
show. 

At the closing business session, A. C. 
Wallenstein, of The Wallenstein-Mayer Co., 
Cincinnati, was elected president. Three 
vice presidents are J. M. Montgomery of 
M. A. Mead & Co., Chicago; Milton B. 
Freudenheim of Freudenheim Bros., Inc., 
New York, and Theodore Gorenflo, Jr., of 
The Gorenflo Company, Detroit. F. Clarke 
Bechtel, of Jos. B. Bechtel Co., Inc., Phila- 
delphia, continues as treasurer. 

The executive committee is made up 
of: Reynolds Butler, E. W. Reynolds Co., 
Los Angeles; Albert Freyer, Samuel Wein- 
haus Co.. Pittsburgh; Joseph Luria, L. Luria 
& Son, Inc., New York; Melvin Cohen, 
A. Cohen & Sons Corp., New York; Frank 
J. Heyne. Heyne & Groves, Inc., Toledo; 
Edward Sickles, M. Sickles & Sons, Phila- 
delphia; Charles A. Moore, Moore-De- 
Grazier Co., Dallas, and Webb C. Ball, II, 
The Ball Co., Chicago. 





Fire Causes $15,000 Damage 
At C. J. Bates & Son Plant 


Damage estimated at approximately 
$15,000 resulted from a fire which broke 
out in two warehouses of C. J. Bates & 
Son in Chester, Conn., on the morning of 
May 18th. In spite of the excessive damage, 
representatives of the company report that 
the Barbara Bates production schedule and 
delivery now and in the future will not be 
affected. 

The fire was first noticed in a small 
brick warehouse, in which celluloid and 
other inflammable liquids were stored. It 
very quickly spread to another warehouse 





where lubricating oils, lacquers and thin- 
ners were kept. 

A considerable amount of raw material 
was lost as a result of the fire which raged 
for approximately one hour and fifteen 
minutes before being brought under con- 
trol. However, the firm reports that the 
materials were not of a critical nature and 
can be easily replaced. 

Since the fire was confined strictly to the 
company’s smaller warehouses, there was 
no work stoppage at the plant. 


Bulova 
Appoints 
Gershey 
Vice President 


SIMON C. GERSHEY 





The election of Simon C. Gershey as 
vice president of the Bulova Watch Co. 
was announced June 20th by John H. Bal- 
lard, president of the firm. This action 
was taken by unanimous vote of the com- 
pany’s board of directors. 

“Cy,” as he will always be referred to 
in the trade, has long been active both in 
selling and executive capacities. He has 
for the past 16 years been associated with 
the Gruen Watch Co. where on April 
Ist he resigned his position as _ vice 
president. 

In addition to his new duties as vice 
president for the Bulova Co., Mr. Gershey 
will assist the president, John H. Ballard. 


House Unit Makes Changes 
In Excise Tax Proposals 


The House Ways and Means Committee 
made several changes recently in its pro- 
posed revision of the excise tax structure. 
A total of $1.2 billion would be raised by 
the new excises, under present plans. Here 
is the excise situation as it affects jewelry 
store items: 

Cigarette lighters: the Committee has 
proposed that lighters be included under 
the 20 per cent federal retail excise tax. 
At present, lighters are not subject to the 
retail excise. 

Appliances (electric, gas and oil): 
There has been no change in the present 
rate of 10 per cent. However, electric 
razors, not previously subject to the tax, 
are now included in the list of those items 
which will be taxed at the 10 per cent rate. 

Photographic apparatus, equipment and 
film: The new rate proposed is 20 per cent 
on all items except those which are used 
for commercial purposes. The bill provides 
for a floor-stock refund on_photo-flash 
bulbs to stores which hold these items for 
sale on the effective date of the tax. 

Fountain pens, ball-point pens and me- 
chanical pencils: A manufacturers’ tax of 
20 per cent has been proposed. 
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Plans for 46th ANRJA 
Convention Taking Shape 


Plans are rapidly taking shape for the 
46th annual convention of the American 
National Retail Jewelers Association which 
will be held August 12th to 16th at New 
York’s Waldorf-Astoria Hotel. According 
to Kenneth I. Van Cott, ANRJA president, 
this year’s exhibits will be more numerous 
and more diversified than ever. He stated 
that the exhibitors are preparing to launch 
many new products that will interest retail 
store buyers. “It will be a worthwhile 
trade show,” Mr. Van Cott added, “for 
retailers seeking new and different items 
for fali selling.” 

The sessions are being planned around 
the theme “The Retail Jeweler in a De- 
fense Economy.” Speakers of national im- 
portance, from government and industry, 
will spark the convention. 

Qn Monday afternoon, August 13th, 
there will be a constructive presentation of 
“The Jewelry Industry Builds for the 
Future,” with dramatic showings of the 
work of the Jewelry Industry Council, the 
Watchmakers of Switzerland, and of the 
DeBeers Consolidated Mines Ltd. The 
latest trends in jewelry fashions will be 
shown at a fashion show conducted by 
Martha Percilla, fashion director of the 
Jewelry Industry Council, at Monday 
night’s session. 

Theme of the morning session on Tues- 
day, August 14th, will be “Everybody’s 
Business is the Government’s Business.” 





Stirring messages from and about the 
Government will be delivered at this ses- 
sion. On Wednesday, August 15th, the 
supply situation in all the major sectors 
of the jewelry trade will be discussed by 
industry leaders, under the heading “What 
Happens Now?” Thursday morning’s ses- 
sion will be devoted to discussion on Fair 
Trade and will be followed by the associa- 
tion business session. 

The banquet on Thursday night, with 
carefully chosen program of entertainment, 
will conclude the convention. 

There will be plenty of time for visitors 
to “browse” among the exhibits during the 
convention. Sunday, Tuesday and Wednes- 
day evenings have been left free for theatre 
or sightseeing. 


OPS Eases Margin Squeeze 
On Retailers Under CPR 7 


The Office of Price Stabilization changed 
“Pricing Rule Four” of Ceiling Price Reg- 
ulation 7 on June 18 in order to prevent 
any exceptionally severe squeeze on the 
margins of retailers pricing under this 
order. 

Under the amended pricing rule, re- 
tailers are allowed to price new merchan- 
dise which has no same cost listing on his 
chart by taking the average of the next 
highest and next lowest cost on his chart. 

As it was formerly, a_ retailer was 
obliged to price new merchandise having 
no previous similar cost on his chart by 
using the next lowest percentage markup 





N. Y. SILVERWARE MFRS. RAISE CHARITY FUNDS 


The silverware manufacturers of greater 
New York, on June 14, sponsored a Tropi- 
cal Beachcomber Party at the Grand Ball- 
room of the Park Sheraton Hotel and 
turned the proceeds over to the National 
Foundation for Infantile Paralysis. 





Miss Joan Lawrence (left), advertising 
manager of Friedman Silver Co., Inc., and 
Revere Silversmiths, Inc., served as execu- 
tive chairman for the party. G. H. Nie- 
meyer (right), of Handy & Harman, Inc., 
was honorary chairman of the event. With 
them is Deanne Sennett who was guest of 
honor at the affair. 

Prizes were awarded at the event to 
winners of raffles and various other games 
of chance. Included among these prizes 
was an Underwood typewriter personally 
donated by Carl Rupprecht, advertising 
manager of the Underwood Corp., in grate- 
ful appreciation to the National Founda- 
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tion of Infantile Paralysis for all that they 
have done for his 26-year-old son, Allan 
Rupprecht, who is in an iron lung—a vic- 
tim of infantile paralysis. Charles Grieger, 
of Handy & Harman, Inc., won the type- 
writer and then asked to have it auctioned 
off in order to raise additional funds for 
the Foundation. 

Another prize winner at the event was 
J. C. Travis (below left), of Handy & Har- 
man, Inc., who won the grand raffle prize— 
a “Dream Trip” for two with all expenses 
paid. Included in the prize was a round 
trip by Eastern Airlines to San Juan, 
Puerto Rico, plus six nights and seven 
days at the fabulous Carribe Hilton Hotel. 





Mr. Travis gave up his wonderful prize 
and requested that it be put up for auc- 
tion in order to raise more funds for the 
foundation. Mr. and Mrs. Michael C. Fina 
(shown above), of the Michael C. Fina 
Co., bought the trip for $500. 





on his chart or the average percentage 
markup for the category as a whole, which 
ever was lower. 





Winners Notified on 
JC-K Silver Parade Contes: 


On June 15, 1951 the three judges of 
JC-K’s Silver Parade Contest met to ap- 
praise the entries in this event which was 
designed to promote the Silver Parade of 
The Jewelry Industry Council. The judges 
were A. E. Haase, executive directo; of 
The Jewelry Industry Council; William 
Wagner, executive secretary of the Ng. 
tional Association of Credit Jewelers, and 
Charles T. Evans, secretary of the Ameri. 
can National Retail Jewelers Association. 

Immediately following the considered 
opinions of the judges, the winners of 
the 30 prizes were notified of the de. 
cision. 

The winners were as follows: 

Ist Prize, Arlene G. Strate, Greeley, 
Colo., of Charles W. Garretson. . 

2nd Prize, Helen K. Briggs, Danielson, 
Conn., of Patterson’s. 

3rd Prize, Mrs. R. A. Crenshaw, Mem.- 
phis, Tenn., of B. Lowenstein & Bros., Inc, 

4th Prize, William C. Ferguson, Grand 
Island, Nebr., of Meyer’s Jewelry Store. 

Sth Prize, Samuel A. Cohen, Jamestown, 
N. Y., of Rudolph’s. 

6th Prize, Sidney A. Goff, Melrose, 
Mass., of Goff Bros., Jewelers. 

7th Prize, Mrs. Henrietta Collier, El 
Paso, Tex., of Feder’s Jewelers, Inc. 

8th Prize, June M. Gruetzmacher, Clin- 
tonville, Wis., of E. C. Thimke, Jeweler. 

9th Prize, Mary Ann Balasses, Lansing, 
Mich., of Mattison’s Jewelry. 

10th Prize, Joan Privett, Bowling Green, 
Mo., of Falk’s Jewelry Store. 

The llth to 30th winners, in the fol- 
lowing order were: Edward J. Unkauf, 
Syracuse, N. Y.; Mrs. Vester Barnes, 
Mount Airy, N. C.; Mary Virginia Hagan, 
Valdosta, Ga.; Eva Friedman, Port Jervis, 
N. Y.; Mrs. A. Earl Wilson, Springfield, 
Vt.: Mrs. John C. Gilliam, Marshalltown, 
Iowa: Mrs. Lester Heeger, Sioux City, 
Iowa; Mrs. Eugene H. Hurd, Garden City, 
Kans.: Mrs. H. Chris Nelson, Central 
City, Nebr.; H. Chris Nelson, Central City, 
Nebr.; Mignon Brockman, Westminster, 
S. C.: William F. Blaha, Chicago, IIL; 
Florence E. Nelson, Central City, Nebr.; 
Mrs. Garnet Haines, Daytona Beach, Fla.; 
James E. Smith, Klamath Falls, Ore.; 
Mrs. Annie B. Bailey, Rocky Mount, N. C.; 
Mildred E. Byrne, Cincinnati, Ohio; 
Maurine L. Dorn, Camden, N. J.; Ralph 
H. Dewey, Wellsboro, Pa., and Maurice R. 
White, Marion, Ind. 





Sachs Buys Peterson's Jewelers 


Jason Sachs, member of the family of 
H. Sachs & Sons, Brookline, Mass., manu- 
facturers of silverplated hollowware, an- 
nounced recently the purchase of Peter- 
son’s Jewelers, retail jewelry firm of New- 
ton Center, Mass. 

Marjorie Peterson, former owner, Te 
tired from the trade June 15th after 28 
years of active business experience. 
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Fgir Trade 
(From page 180) 


recognizing the validity of fair trade. The 


letter stated : 
“Elgin National Watch Co. has been 


committed for many years to the policy 
of maintaining the retail price of its brand- 
name products to the full extent permitted 
by law. 

“The many reasons for such a policy 
are well known. We emphasize that the 
policy is particularly important to us 
hecause of the established good reputation 
of the Elgin name and product which tend 
to be cheapened in the public mind when 
Elgin watches are sold at reduced prices 
by price cutters. We also remind you that 
the apparent competitive advantage to a 
retailer of cutting prices on such a product 
as ours is temporary only and in the long 
run is harmful to the price cutter’s repu- 
tation as a dealer in quality merchandise. 

“You are all aware that a recent court 
decision holds that resale price mainte- 
nance may he enforced by court action 
only under a fair trade contract in effect 
between seller and buyer. We are pre- 
paring new fair trade contracts to be sent 
to all of our customers in all of the states 
recognizing their validity and shall expect 
the contracts to be signed. 

“Further, it will be our policy not to 
sell Elgin watches to a_ retailer whose 
practices are such that his handling of 
Elgin watches tends, in our opinion, to 
damage the prestige of our product. The 
contracts and our policy will be made as 
effective as the law permits.” 

Reactions in Washington to the Supreme 
Court fair trade decision were as varied 
as public opinion on the subject. Two 
bills were introduced in the House, one to 
“prohibit contracts and agreements pre- 
scribing minimum prices for resale of 
commodities in trade or commerce among 
the several States, or with foreign na- 
tions; the other to “call upon the nation’s 
business and commerce to make open war 





upon high prices of food and other necessi- 
ties in order to preserve the American sys- 
tem of free enterprise and to lower the 
exorbitant «ost of living.” 


SENATE UNIT TO STUDY PROBLEM 


Senator Joan Sparkman (D. Ala.) an- 
nounced that the Senate Small Business 
Committee, of which he is Chairman, will 
conduct a full investigation of the effect 
on small business of the recent Supreme 
Court decision on the Miller-Tydings Act. 

To lay the groundwork for future pub- 
lic hearings, Senator Sparkman said that 
the Small Business Committee staff has 
been instructed to make a study and as- 
semble all available data on the harm 
which may befall manufacturers and small 
retailers who are caught in the cross-fire 
of a vicious price-cutting war. 

“Small businessmen,” Senator Sparkman 
stated, “are being hurt by the invalida- 
tion of the nonsigner clauses of the State 
fair trade laws. In the first place, the 
manufacturers of many trademarked prod- 
ucts are suilering from the bargain base- 
ment prices a! which their products are 
being sold. Small retailers are also bound 
to be at the mercy of their large competi- 
tors in any price war.” 

Senator Sparkman stated that aside from 
causing an unnatural drain on inventories, 
unchecked price cutting may easily force 
some small retailers into bankruptcy sim- 
ply because iliey cannot afford to sell mer- 
chandise at or near cost. 

In stating that study of the problem 
may indicate a need for remedial legisla- 
tion, Senator Sparkman commented on the 
disadvantage to manufacturers of branded 
goods whose prestige and good will can- 
not help but be damaged when prices are 
slashed and their products are “cheap- 
ened” by competitive price cutting. 

“Tt is altogether possible,” said Senator 
Sparkman, “that the Senate Small Busi- 
ness Committee may recommend legisla- 
tion designed to outlaw some of the more 
vicious consequences of price wars, includ- 
ing such selling tactics as ‘loss leaders.’ ” 





AWAIT DECISION ON TARIFF 
(From page 180) 


basis for the claim that national defense is 
threatened with loss of skilled precision 
workers as well as vital production facili- 
ties, it could undoubtedly speed up action. 

Two types of decision are possible. The 
first, of course, is that there is not suf- 
ficient merit to justify changes in the 
existing rates. The other is that there 
should be an increase or return to the 
former 1934 sates which is what the do- 
mestic watchmakers would like to have. 

Once the decision is made, it is sub- 
mitted to the White House with a full re- 
port and recommendations as to action. 
This is up to the president under existing 
laws. He usually follows the course recom- 
mended by the commission. 

If the petition for tariff relief is turned 
down, industry has no recourse. It could 
only file another petition for another hear- 
ing or the industry could seek to have 
Congress pass special legislation revising 
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the import duties on watches (or in the 
case of another industry, the items in dis- 
pute). Neither action would seem to have 
bright prospects. 

But should the commission agree that 
tariff rates should be changed or the 
escape clause invoked, there is still a long 
road to travel before relief of the type 
sought could actually be attained. This is 
due largely to protocol (red tape). 

Technically, there is no reason why the 
White House could not issue a proclama- 
tion which would return the levies to the 
old rates on the usual 30-day notice. But 
even if the commission so recommended, 
such action is unlikely. The chances are 
too great that the nation affected would 
promptly withdraw concessions to the 
United States. 

The normal protocol on such recom- 
mendations from the commission would 
be for the White House to instruct the 
State Department to meet with Swiss rep- 
resentatives and work out a deal. This 
would consist of trying to see if compen- 
satory concessions could be made on other 





items in an effort to make up for the 
estimated loss of Swiss trade in watches 
that is, make adjustments on other items 
sold here by the Swiss. 

How long that would take is anybody’s 
guess, 


New York State Watchmakers 
Elect A. L. Groat President 


Members of the New York State Watch- 
makers Association, at their annual con- 
vention held at the Mark Twain Hotel in 
Elmira on June 9 and 10, elected A. Lynn 
Groat of Rochester as president. Mr. Groat 
succeeds Henry B. Fried of Brooklyn. 

Other officers elected were: Vice Presi- 
dent, Morris Gordon, Schenectady; Record- 
ing Secretary, Orville Mesler, Andover, 
and Treasurer, Raymond D. Evans, Newark 
Valley. 


Evans Replies to Van Cott 
Proposal to Membership 


Following the public release of Ken- 
neth I. Van Cott, president of the Ameri- 
can National Retail Jewelers Association, 
which recommended several changes in the 
by-laws of that organization (June issue 
JC-K, p. 154), Charles T. Evans, ANRJA 
secretary, issued a counter statement in 
which he stated that “the intent and effect 
of the proposed changes in by-laws are 
obvious by the wording in Section I of 
Article II, ‘All elected officers shall be 
retail jewelers.’ ” Under this provision, Mr. 
Evans maintained, neither the present sec- 
retary (or assistant secretary) would be 
eligible for election to this office. 

In reply to the question of retirement 
raised in Mr. Van Cott’s letter, Mr. Evans 
said “the executive commmittee is aware 
of my expressed intention to retire at the 
end of 25 years—two years from now.” 

Regarding the question of continuing 
as secretary, Mr. Evans said “the members 
of the association have been, and _ still 
are, capable of electing a reliable officer 
to fill and carry out the post of secretary. 
This right and capability should not be 
taken from them by a needless change in 
the by-laws. 

“We are making no defense of our 
stewardship (for we do not believe you feel 
that necessary), but simply ask that the 
rules of fair play be followed, and that 
the orderly procedure of discussing and 
voting on a proposition be done at the 
annual convention and not by mail three 
months ahead of the meeting.” 

Mr. Evans concluded with the expression 
that “Mr. Van Cott, in his letter to you 
of May 14, 1951. has outlined a program 
concerning Boyd and myself. What the 
details of his plans may be are left in 
the air—suspended and vague. But what- 
ever these plans might be, whether in the 
nature of a special dispensation or other- 
wise, we are not interested. Our only 
interest, now as in the past, is to continue 
to serve ANRJA with the same ability 
and zeal that we know has met with suc- 
cess and your approval throughout the 
years.” 
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Representatives of Jewelry Manufacturers 
Tell Senators of Mobilization Squeeze 


Representatives of the low and medium 
priced jewelry industry appeared May 28th 
before the Small Business Committee of 
the Senate in Washington and disclosed 
several important problems that the mobili- 
zation effort has posed for their industry. 

George R. Frankovich, executive secre- 
tary of the New England Manufacturing 
Jewelers’ and Silversmiths’ Association, 
described this industry as, “one of the last 
true bulwarks of small manufacturing busi- 
ness in the country.” To the fact that this 
industry is experiencing problems as great 





if not greater than those experienced by 
other small business industries, he added. 
“When to this rather frightening combina- 
tion of difficulties, experienced by the fact 
that we make a less essential item out of 
strategic metals, is added the fact that we 
are also highly concentrated in the Provi- 
dence-Attleboro area, our industry problem 
begins to become a community problem.” 

Mr. Frankovich stated that the industry’s 
civilian production is on the verge of 
grinding to a standstill, due to the metals 
restrictions. He cited that in spite of its 
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seventy per cent conversion in World War 
If and an intensive effort at this time to 
obtain war contracts, there are few avail. 
able for the industry. He requested of the 
Committee an answer to the industry’s 
problem of tmeeting—with the “austerity 
products” it is now required to turn wis 
the competition of foreign producers who 
are pouring brass, nickel, tin and Other 
strategic metal jewelry into this country 
at an unprecedented rate. 

He showed large brass French buckles 
that are coming into this country and 
Japanese watch bands that retail close to 
the direct labor cost of a domestic band. 
He asked, “!{ we do have real allies—if 
they are worthy of the aid they are getting 
—why do they have unrestricted use of 
metals that we are told we must do with. 
out? Why must the jewelry industry of 
this country give up its primary metals—to 
make war implements to go to our allies— 
when metal in those countries is apparently 
so plentiful its use is unrestricted?” 


H. Leon Laycock of the Fulford Many. 
facturing Co., Providence, followed Mr. 
Frankovich in this three-part presentation. 
Mr. Laycock, a jewelry findings and hand. 
bag lock and ornament manufacturer, cited 
the difficulties he was experiencing in ob.- 
taining steel as a substitute metal for his 
products, The fact that he had no history 
as a steel producer, that he was a small 
company buying small lots, placed him in 
a hardship position in his ability to con- 
vert to substitute metals. 

Mr. Laycock offered the following sug. 
gestion to the Committee, “I do not advo- 
cate the setting up of a new agency. I do 
not advocate the printing of a series of 
booklets. I suggest instead a priority rating 
of lesser importance than the priority rat- 
ing for the defense project or the essential 
civilian indusiry. A rating just below this 
level should be established and this rating 
extended to small businesses, in order that 
these companies may have a first crack at 
the remaining small pot of materials left 
when the defense industries and defense 
supporting industries have obtained their 
requirements.” 


HITS GOVERNMENT RED TAPE 


Henry P. Husserl, vice president of the 
Rhode Island Stamping Co., followed Mr. 
Laycock and showed in detail the great 
difficulties that he was experiencing in 
obtaining war work. He showed where he 
was not permitted to see Government 
prints upon which to submit bids until he 
had been cleared as a security risk—but 
could not get cleared as a security risk 
until he had made bids on classified work. 
He also stated that his company, hard hit 
by metals controls, was unable to fill the 
gap with war production. 


He suggested that a plan be worked out 
whereby a smaller war plants agency would 
be created. This agency, according to Mr. 
Husserl, would take large components of- 
fered for procurement by the regular pro- 
curement agencies and break them down 
into units capable of being produced by 
small business; this agency would then 
direct this work to small business manu- 
facturing plants which can show a hard- 
ship brought about by metals restrictions. 
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.$. Watch Manufacturers 
Draft Final Tariff Brief 


{he American jeweled watch industry 
has completed its final brief to be filed with 
the United States Tariff Commission by 
the deadline date of July 10. Spokesmen 
for the industry are confident that, on the 
basis of facts brought out at the recent 
public hearings, the relief it seeks from 
tari concessions made in the Swiss trade 
agreement of 1936 should be granted. 

J. Bradley Colburn, counsel for the 
American industry, declared, “We believe 
we have firmly established the critical im- 
portance of our industry's unique labor 
skills and precision facilities to our na- 
tional security—and the prime need for 
, return of the equitable market condi- 
tions which existed prior to 1936, to pre- 
serve these skills and augment facilities 
vital to our national safety. 

“Our brief summarizes the 
points we proved during the hearing. .. . 
The efficiencies of the American and Swiss 
watch industries are about the same—but 

. wages paid in the American industry 
are more than double those paid by the 
Swiss industry. It is this wage differential 
combined with reductions in tariff duties, 
which have caused the American market 
to be flooded by Swiss-made watch move- 
ments and which have resulted in the 
injury to the American industry. 

“Studies of import and domestic produc- 
tion figures, offered at the hearing show 
that the American industry supplied ap- 
proximately half the jeweled watches ab- 
sorbed in this market before the _ tariff 
tates were reduced in the trade agreement, 
but that by 1950 its share of that market 
had shrunk to 19 per cent. The famous 
seven and 15 jewel American made watch 
movements have been completely elimi- 
nated from the market and equivalent 
quantities have been imported from Switzer- 
land. 

“Jewelers don’t have to be told how 
badly their business has been hurt in re- 
cent years by the many watch promotional 
sales by the department stores and other 
outlets,” added Mr. Colburn. 

“Some importers testified at the hearing 
that they would pass on to retailers and 
the public any tariff increases that may 
be granted. We do not believe this would 
be necessary or probable,” concluded Mr. 
Colburn. 


essential 





Committee Members Appointed 
For Denver Gift & Jewelry Show 


Jewelry manufacturers will be repre- 
sented as follows on the executive com- 
mittee at the 14th Denver Gift and Jewelry 
Show, to be held in the Albany Hotel, 
Sept. 16-19: Bill Demchuk (Elgin Na- 
tional Watch Co.), Robert Ender (the 
Napier Co.) and Chink Pomer (Kramer 
Jewelry Co.). 
| Other newly elected committee members 
include C, William Dick (Ignaz Strauss 
and Co.), Alfred Fein (Everlast Metal 
Products, Inc.), Herbert I. Henry (Beck- 
hard Line), Ted Huntington (N. S. Gus- 
tin Co.), Lynn Jones (M. C. Wentz Co.), 
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Wes Kasl (Gladding-McBean Co.), George 
B. Kersting (Royal Haeger Pottery) and 
Walter A. Songster (Cambridge Glass 
Co.). 

The event will be sponsored by Allied 
Exhibitors, inc., with H. W. Johnson, 
president, and Mildred M. Dalton, show- 
director, in charge of management details. 


Simons Addresses NYU Students 


Detroiter Leonard N. Simons, of the 
Simons-Michelson Co., advertising agency, 
addressed the New York University School 
of Retailing on June 23rd. Simons, whose 
agency has specialized in jewelry store ad- 
vertising and merchandising counsel for 





over 20 years, is also one of the owners, 
with Michelson, of two stores. His sub- 
ject, before the university group, was “Ad- 
vertising Budget and Plans,” one on which 
he has spoken a number of times through- 
out the country. 


Krauss Convaiescing in Hospita! 


Joseph Krauss, senior partner of the 
Krason Jewelry Co., 733 East Ohio St., 
Pittsburgh, Pa., is recuperating at Mercy 
Hospital in that city from a heart attack 
suffered on May 2nd. His many friends 
in the jewelry trade have brightened his 
stay in the hospital by forwarding flowers 
and countless get-well wishes. 
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CPR 7 Changes Affecting New 
Sellers and Retail Jewelers 


For those jewelers who filed price 
charts under Ceiling Price Regulation 7, 
The Office of Price Stabilization has further 
amended the original order with several 
changes that affect not only established 
businesses but also those who opened for 
business after the regulation went into 
effect. 

Under this new Amendment 6 to CPR 
7, retailers handling sterling and plated 
flatware, hollowware,_ silver accessory 
items, jewelry, watches and clocks, are 
permitted to prepare their charts and 
prices without deducting cash discounts 
from their invoice costs. 


retailers prepzring price charts to use 
their purchase registers as records of 
costs instead of the actual invoices. 

A second change in the order applies to 
those retailers who opened for business 
after CPR 7 was issued. Under the orig- 
inal order, these store owners were re- 
quired to use Appendix E in the order to 
determine their markups, or, as an alter- 
native, to apply to OPS for markups in 
line with his experience, not to exceed the 
markups at which three-quarters of the 
sellers covered by the order operate. Part 
of this new amendment removes the limita- 
tion that markups for new stores must not 
exceed those at which three-quarters of 
all sellers under CPR 7 operate. This 





It also allows 


applies to those retailers who, while open- 








A Cool Effect 


for Hot Summer Sales 


It takes a good display to catch a 
customer's attention during these lazy 
summer days — and this popular 
Dennison beauty is a proven “stopper”. 

It’s a case for one or two rings, of 
handsome modern design and sturdy 
construction. There’s richness and 
depth in the fluted, clear plastic cover, 
set off by a gold background. Contrast- 


ing base of opaque plastic comes in 





Blue Pearl, Light Green Pearl, Pink 
Pearl and White Pearl. 

The spring-hinge cover opens to a 
soft ring pad in a harmonizing shade, 
accented by a cool, white satin cover 
cushion — cleverly slanted to display 
the rings at an easy-view angle. 

7550TX is packed in individual 
white packers, one dozen to a carton. 


Order by number. 


You can see this and many other fine Dennison cases at Booths 5 and 
6, NACJ, Hotel Stevens, Chicago, July 29 to August 2; and at Booth 
19, ANRJA, Waldorf-Astoria Hotel, New York, August 12 to 16. 


FOR RETAILERS 


Dennison makes a complete line of boxes 
and cases in paper, metal, fabric and 
plastic; findings; supplies. Sold by lead- 
ing wholesalers throughout the country. 
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FOR MANUFACTURERS 


Dennison makes a wide range of specially 
designed paper jewelry boxes and cases 
for manufacturing Jewelers. Consult 
us about your packaging problems. 
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ing for business after CPR 7 Was issued 
had made ccmmitments on their ne 
stores and merchandise before the order 
and had planned their selling prices 
the basis of these commitments. 

A third ruling in the amendment pro- 
vides for the pricing of an article acquired 
before February 27, 1951, on which the 
retailer has no cost records. The ceilino 
price for that article is that as determined 
under the General Ceiling Price Regula. 
tion. In other words, the highest Price at 
which that item was sold or offered for 
sale in the period from December 19 
1950, to January 25, 195]. 


on 


TOKEN OF HIGH ESTEEM 





The Gruen sales organization, as a token 
of their esteem, presented this sterling silver 
cigar box to Simon C. Gershey upon the 
occasion of his resignation as vice president 
of the Gruen Watch Co. 

In addition to bearing the 39 facsimilie 
signatures of the sales force, the cigar box 
has the following inscription engraved on 
its cover: “Presented to Simon C., Gershey, 
vice president who has always been a good 
friend and an inspiration to all of us. With 
this token of esteem go our best wishes for 
his continued success in any field he may 
choose to enter. From the sales organization 
of the Gruen Watch Company. April-1951.” 

The cigar box, which is completely 
lined with cedar, was made by Tiffany & 
Co., New York City. 


Fair-Traded Prices Maintained 
In Ad Campaign of Kay Stores 


Kay Associated Jewelry Stores, one of 
the nation’s largest retail credit jewelry 
organizations, instituted a national cam- 
paign of full page ads in all cities where 
Kay Associated Stores are located, featur- 
ing nationally known jewelry items at fair- 
traded prices. 

This policy was adopted by the unan- 
imous decision of the managing executives, 
the regional executives and the merchan- 
dising-and-advertising committee, despite 
the large scale price-cut advertising that 
followed the Supreme Court decision on 
Fair Trade. Extra money was voted to be 
added to the advertising budget to cover 
the cost of these ads. 

The first of these advertisements will be 
devoted to Hamilton watches featuring 20 
styles at their fair-traded prices ranging 
from $55 to $180. Subsequent ads will 
feature Bulova, Benrus, Longines-Witt- 
nauer, Elgin and Gruen watches, all at 
their fair-traded prices. 
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Flatware Excise Defeated— 


The prompt rebuttal by _a_ Tepresenta- 
ive of the International Silver Co. of a 
tatement by Secretary of the Treasury 
John W. Snyder is credited with playing 
oe? in the refusal of the House Ways 
& Means Committee to levy an excise tax 
on silverplated flatware. — | 

During the recent public hearings con- 
ducted by the House Ways & Means Com- 
mittee on the proposal to levy an excise 
'ax on silverplated flatware, it was testified 
by Secretary of the Treasury Snyder that 
silverplated flatware is bought in place of 
sterling flatware—which carries an excise 
tax of 20 per cent—thus reducing the 
amount the Treasury Department receives 
on taxing sterling knives, forks and spoons. 

“Such a statement,” A. L. Zeitung, di- 
rector of flatware sales of The Interna- 
tional Silver Co., immediately wrote to 
Secretary Snyder, “is not correct in any 
way. Neither does it reflect the actual 
purchasing by the lower income group. 
“Silverplated flatware is purchased by 
the great majority of the people who can 
afford only the less expensive implements 
for dining. Sterling flatware is bought by 
the higher income groups who can afford 
the excise tax.” 

Mr. Zeitung, who earlier had testified 
before the House Ways & Means Com- 
mittee on the inadvisability of such a tax, 
explained to Secretary Snyder that the 
proposed tax on silverplated flatware would 
prove a great hardship to many families. 





Merz 
Promoted 
at Gruen 


MAURICE MERZ 





Benjamin S. Katz, president of the Gruen 
Watch Co., announced recently that the 
Gruen Board of Directors has appointed 
Maurice Merz vice president in charge of 
manufacturing. 

Merz, who has been associated with 
Gruen for the past seven years, is well 
known in the jewelry field. 





New England Jewelry Mfrs. 
Attend Annual Golf Tourney 


Ledgemont Golf Club at Seekonk, Mass., 
was the setting June 26th for the annual 
tournament of the New England Manu- 
facturing Jewelers’ Golf Association. Golf 
during the afternoon and a steak supper 
for 150 members and guests made up the 
day’s program. 

Play was arranged in three divisions— 
two for members according to handicaps, 
and one for guests. Net and gross prizes 
were awarded in each division. 

The committee comprised Gottlieb Arm- 
brust of Armbrust Chain Co.; Harry 
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Adams, retired, formerly of Speidel; 
Harold Andrews, General Plate Co.; Wil- 
liam Reilly, Evans Case Co.; Wilfred 
McPeak, of Monroe Black Co.; Samuel 
Hammond of Thomas McGrath, Inc.; Wil- 
liam Roland of Roland & Whytock Co., 
Inc., and Fred McKeown of Anson, Inc. 


OPS Officials Address Meeting 
Of Precious Jewelry Mfrs. 


Approximately 200 precious jewelry 
manufacturers from the New York and 
Newark area attended a meeting May 22nd 
at the Roosevelt Hotel, New York, to ob- 
tain information in connection with CPR 
22, the manufacturers’ pricing order. The 
meeting was held under the auspices of 








the Precious Metals Jewelry Manufactur- 
ers Committee and with the cooperation of 
the Jewelers Vigilance Committee. G. H. 
Niemeyer presided at the meeting in the 
absence of Charles H. Church, chairman 
of the Precious Metals Jewelry Manufac- 
turers Commiiiee, who was unable to be 
present because of illness. 

Chief speaker at the meeting was Frank 
Aranow, counse! to the regional director 
of the Office of Price Stabilization, who 
explained the 1easons for price control and 
outlined the provisions of CPR 22. A ques- 
tion and answer period followed his ad- 
dress. 

David Krieger, formerly of OPA and 
now a consultant of the OPS in Washing- 
ton, also took part in the discussion. 








Matched 


A woman wants a wedding 

day of rare and tender beauty— 
And she wants a wedding 

ring of classic loveliness . . 








to symbolize that day forever. 


You can supply her wants 
with this Rings-O-Bliss 
Tray assortment. 


advantage. 


Write for 
beautiful 
catalog of 
Bliss Rings. 


29 EAST MADISON ST. 





Wedding Rings 








RINGS-0-BLISS MATCHING WEDDING SETS! 


AN EYE CATCHING TRAY FREE. Grain leather, velvet lined. The 
perfect complement for the merchandise it displays to such striking 


sizes, polished and reviewed annually to insure steady turnover. 


TWENTY-FOUR HOUR SERVICE for engraving—at slight additional 


cost .. . just part of our service to dealers. 


& EXTRA SALES AND ADDED PROFITS that come when fine rings are 
displayed to maximum advantage in the eyes of potential buyers. 


Asis: ing C. 


= A COMPLETE LINE OF HIGH QUALITY, fast moving sets in all 






















HERE'S WHAT YOU GET WITH 
YOUR INITIAL ORDER OF TWENTY 


CHICAGO 4, ILLINOIS 








189 





Weatherman ‘Glad Hands’ 24-K 
Club Spring Outing on June 13 


Members and guests of the 24-Karat 
Club of the City of New York turned out 
in force for the Club’s Annual Spring Out- 
ing on June 13, which was held at the 
New York Athletic Club, Travers Island, 
Pelham, N. Y. 

Despite threatening skies, the weather- 
man was fully cooperative in holding off 
the rain during the morning when the 
outdoor events were held. It was not 
until the men came inside for lunch at 
one o'clock that the rain started, but this 
in no way interfered with the outing sched- 
ule as the program for the afternoon 
called for a “Day at Monte Carlo.” This 





was just what its name implied, an after- 
noon of competing against Lady Luck in 
all the well known games of chance popu- 
lar at the French resort. 

Using stage money, the members tried 
their luck in a competition to see who 
could come out best for the afternoon by 
winning the greatest amount of “money.” 
Harold Alberts took first prize with a 
total of “$60,000” for the afternoon and 
was presented with an Atmos clock. Run- 
ners up were Larry Sparks, Henry Harte- 
veldt, Jr., Royal Linthicum and Claude 
Seale. in that order. William Bernstein 
won the President’s prize—a handsome 
traveling bag—for guessing the combined 
weight of five waiters. 

In the morning events, winning team at 
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Many look fine... 
Few are fine... 


Ernest Borel invites you to compare this watch with any good watch 
that you carry. We are confident, that ofter your close inspection, 
you will feel that Ernest Borel offers more. Ernest Borel is one of the 
world's leading manufacturers of officially certified wrist Chronom- 
eters. Ernest Borel movements are super finished. The Incastar 
regulator and Nibarox | hairspring are two examples of refinements 
to be found in Ernest Borel Watches and Chronometers. 
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quoits was Si Gershey and Charles Boyn- 
ton; second place were Harry Lynch and 
Harry Eitelbach. 

John Sommer, with a hole-in-one won 
the golf pitching contest; A] Levy took 
second place. 

Harry J. Bromley, vice-president of the 
24-Karat Club and chairman of the out: 
ing, presided over the shore dinner held 
that evening. Before the dinner he called 
upon the members to stand for a moment 
of silent prayer for the late Sigmund Cohn 
honorary member of the Club who te. 
cently died. He also complimented the 
members of the outing committee of which 
he was chairman, for their work in making 
the affair the success it was. These were 
Jerome L. Agate, Herbert Gardner. Larry 
Sparks, Robert Schick and Carl van Dam. 


oo ______ @ 


Secretary of E. H. Goulding's 
Marks 50th Year with Firm 


Miss Ella Bode, secretary of E, H. 
Goulding’s Sons Co., retail jewelers of 
Alton, Ill., was honored on June lst at a 
company dinner held in observance of her 
fifty years of service with the firm. 





In recognition of her keen interest in 
the management and growth of the firm, 
Miss Bode (shown above) was presented 
with a white gold watch set with two six- 
point full cut diamonds. When asked to 
comment on changes which have taken 
place in retail stores since she first started 
work back in 1901, Miss Bode pointed out 
that today the workweek is much shorter 
and working conditions have improved con- 
siderably. However, she quickly added, 
today there’s lots more paper work due to 
numerous tax reports and government 








Illustrated above is one of several styles 
Ernest Bore! self- 
from $49.50 to 


*INCASTAR, the advanced 
regulator . . Special 
awards for accuracy, by 
Official Swiss Testing Ob- 
servatories, increased 65% 
when lIncastar regulators 
replaced the out of date 


aS 
"Index Regulator."' Write 


for INCASTAR folder. 


thllts! 


SINCE 


regulations. 

The E. H. Goulding’s Sons Co. cele- 
brated its 99th anniversary in May of 
this year. 






in self-winding watches. 
winding watches retail 
$375.00. 


BURL 


1859 


—_——__—_.-___  o@ 


Joan Lawrence Sails for England 
To attend Advertising Confab 


Miss Joan Lawrence, advertising mana- 
ger of Friedman Silver Co., Inc., and 
Revere Silversmiths, Inc., sailed for Eng- 
land June 29th aboard the Queen Mary. 
Miss Lawrence has been chosen as one of 
the Youth Scheme Delegates to the 2oth 
International Advertising Conference be- 
ing held in July at London, England. 

Miss Lawrence, along with other Youth 
Delegates, will be a guest of the British 
Advertising Association. 





Exclusive U. S. Distributors 
JULES BOREL & COMPANY 1015 Walnut, Kansas City 6E, Mo. 
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list prices as provided under CPR 7. 


* 

Nine Representatives trom Jewelry Trade Under this provision (Section 43) OPS 
P ° . may upon application by a manufacturer, 
Appointed to OPS Advisory Committees issue an order establishing dollars-and- 
Five representatives from the retail and lations workable and practical at all levels mig ena or pong we ln yates pee 
wholesale jewelry industries and four of retail distribution. stantial percentage of retail sales under 
jeweled watch manufacturers were ap- The committee engaged in a roundtable CPR 7 are of branded merchandise that 
pointed during the past seven weeks to discussion of the overall retail pricing has been historically sold at manufactur- 
Industry Advisory Committees by the Office problems under the General Ceiling Price er’s suggested retail list prices, and the 
of Price Stabilization. Regulation and the retail ceiling price provision in the regulation recognizes this 
The first of these appointments was regulation CPR 7, with special emphasis situation. OPS officials told the committee 
made on May 7th when Ward E. Listen- on the problems of the small retailer. everything possible will be done to speed 
walter of Gough Industries, Inc., wholesale Several members said the pricing burden the processing of manufacturers applica- 
distributors of electrical appliances in Los of many retailers would be considerably tions and the issuance of orders setting 
Angeles, was named to the Wholesale Con- relieved if OPS could speed up the autho- retail prices under this provision of the 

sumer (Large) Durable Goods Industry rization of the use of manufacturer’s retail regulation. 








Advisory Committee. The following day, ee re: 
May 8th, the OPS appointed Hyman Cohen, 
president of A. Cohen & Sons, New York 
jewelry wholesalers, to the Wholesale Con- 


commen 22°2:/THIS CAN HAPPEN 70 YOU! 
WHEN YOU RUM A LANDAU OGe/ 


appointment of the four members who will 
serve on the Jeweled Watch Manufacturers 
Advisory Committee. They are: R. M. 
Kant, Hamilton Watch Co., Lancaster, Pa.; 
James G. Shennan, Elgin National Watch 
Co. Elgin, Ill.: Arde Bulova, Bulova Ps a 
Watch Co., New York, and Teviah Sachs, coutitl, .% . =... N re 
Waltham Watch Co., Waltham, Mass. The : 7" aan * : 

committee is scheduled to meet with OPS 


s =. a Ss : . . 
oficials to make recommendations for ne a , 7. y ‘ S U b S ri t U te 





There Is 


pricing regulations concerning the jeweled 
watch industry. No meeting dates have 
been set as yet. 


For a 


RETAIL COMMITTEE APPOINTED Vs ee all Ay:N@ 4 
Appointment of an overall Retail Indus- ~~ : : | .. 
try Advisory Committee to advise on oo —E™ Pur LAN DyANG. 
matters of pricing policy affecting retailers . = =. 
SALE! 


LOSE! 


of consumer goods was announced June — oo at : —ee 

l7th by Harold B. Wess, director of the a _ 

Consumer Goods Divisions of the Office Daye | eg ies 

of Price Stabilization. YO Y 

“We want it to be a working committee 

with grass-roots knowledge of the basic 

problems of retailers, because next to the When you run a LANDAU “FLAT SALE” not an auction, you get the 
° experience gained through running proven successful sales for over 

consumer, the retailer has the greatest 25 years! You get the best and biggest sales organization in America 

stake in inflation and price control,” Mr. behind your sale —LANDAU hos what it tokes to increase your 

Wess stated. He added that he considered ee Oe Oe ee 


the new retail group “one of the most 
important advisory committees working Rememter — You're under no obligation 
with OPS.” $0 tele toigaccaa. ties 
The new committee is made up of 36 tee small or too large! ee eel | 
individual businessmen, both members and maui isis ¢ i] , LAN DAU 
non-members of retail trade associations. dau — Send me v 

Yes Lan GUARANTEES 


Retail jewelers named to the committee a) ‘nterested 


7 
were: H. A. Goldberg, president of the particula rs —I R F S J LTS | 
« 


National Association of Credit Jewelers 
and of Cooper’s, Inc., Portmouth, Va.; 





Durward Howes II, of B. D. Howes & Son. YES! LANOAU DOES 
Los Angeles, Calif., past president of the . sae Y . — 
° . . . the hundreds of jew- 
American National Retail Jewelers Asso- elers from coas: to 
ciation; and C. J. Cauwenbergh, of Clyde’s sees that are proud 
, ~ Ts to boast “WE RAN A 

Jewelry Shop, Green Bay, Wis. awa w & Acs 
At its first meeting on June 19th, sshalagiael serie 

. , . . ‘ your store aily 
Michael V. DiSalle, director of Price cae. eae @:- a 
Stabilization, told the newly appointed sare g20.cee 00 10 
p in less 
committee that OPS appreciates the sub- than 30 days. LET 
stantial support it is receiving generally THIS HAPPEN TO 
82- 2 YOU! NOT AN AUC- 


from retailers in the fight against inflation. dae TION. 
He assured the committee it is the earnest = 

desire of OPS to give the fullest possible 
consideration to the constructive efforts of REPRESENTATIVES COAST TO COAST TO SERVE YOU QUICKLY 
the committee to make price control regu- | 
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Record Number Hear Industry Leaders Speak 
At Watch Material Distributors Convention 


Attendance at the fifth annual meeting 
of the Watch Material Distributors Asso- 
ciation of America, held on June 7 and 8 
at the Hotel Statler in New York, consti- 
tuted the largest registration the associa- 
tion has ever had at an annual meeting. 
Over 245 members and their guests at- 
tended the timely and interesting two-day 
conference. 

The convention got underway on Thurs- 
day morning, June 7, with a closed busi- 
ness session fo1 active members only. Full 
reports on activities during the past year 





were made by the association president, 
treasurer, executive secretary and com- 
mittee chairmen. A number of vital mat- 
ters pertaining to the active members were 
also discussed in detail. 

William R. Katz of William R. Katz 
Co., Dallas, Texas, president of the asso- 
ciation, opened the Thursday afternoon 
session which was set aside for associate 
members to discuss matters pertaining to 
their products. 

First speaker on the program was 
Harold Pearlman of the American Perfit 
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Get Your Share of Lighter Repair 


WE NOW HAVE REPAIR KITS AVAILABLE FOR IMMEDIATE DELIVERY 
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$10.00 Net X-100 

This Kit contains an assortment of 

285 parts to fit Ronson. 

THESE PARTS listed at $17.86 will bring in 

$25 to $50.00 — In Resales and Repairs 
Plastic storage chest, 4!/4 x 


FREE! 8!/, with 33 compartments. 





* Window Display Streamers. 








$50.00 Net X-300 
This Kit contains an assortment of 578 
parts to fit Ronson, Evans, Thorens and 
other lighters. 
THESE PARTS listed at $84.57 will bring in 
$200 te $300—JIn Resales and Repairs 
Plastic Counter Display S-800 
| Plastic Storage Chest 6!/2"'x!1"* 
= with 60 compartments. Win- 
dow Display Streamers. 





* Each Kit is packed in a beautiful clear 
plastic storage chest. 


Gulde Chart in lid tells where each part 
is located and suggests retail price. 


LIGHTER PARTS, Inc. 








Send check In advance; save postage 
and C.O.D. Fees. 


display sign, S-800 FREE 
with X-300 or X-500. 
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$1 Plastic 3 color counter 
“t Atl Makes Of 
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$25.00 Net X-200 
This Kit contains an assortment of 
388 parts to fit Ronson. 


THESE PARTS listed at $42.20 will bring in 
$80.00 to $100 — In Resales and Repairs 
Plastic storage chest, 4!/4 x 

FREE! 8'/, with 34 compartments. 
* Window Display Streamers. 











$50.00 Net X-500 


This Kit Contains an assortment of 
719 parts to fit Ronson. 


THESE PARTS listed at $88.16 will bring in 
$200 te $300 —=JIn Resales and Repairs 


Plastic Counter Display 


$-800 
FREE | Plastic Storage Chest 6'/9"'xI1"" 
e with 60 compartments. Win- 

dow Display Streamers. 





ke Parts for re-stocking your kit 
can be obtained aft all times. 


rz $-800 Beautiful 3 color counter display 
sign, FREE with Kits X-300 and X-500. 


2-4 EAST STOCKTON AVE., DEPT. K 
PITTSBURGH 12, PENNA. 
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Crystal Corp. who urged association mem- 
bers to take advantage of services which 
manufacturers can render. 


William Scheibel of Jacoby-Bender 
the next speaker, explained in detaj 
his firm has done and is doing to Promote 
the sale of watchbands in watch repair 
departments. In his talk he outlined , 
systematic and effective system of watch. 
band merchandising for the retail] jeweler 
and called attention to a booklet which 
his company has prepared on this subject. 


Max A. Lazarus, of L & R Mfg, Co, 
made a few brief remarks in support of 
the benefits to be gained from such an 
organizational get-together as the WMDA 
convention. He said he was particularly 
impressed by the spirit of friendliness and 
good fellowship which prevailed at all 
convention seéssions. 


Next speaker to address the afternoon 
program was Jerome Newman, of the Fed. 
eral Watch Crystal Co., Inc., who declared 
that he believes the distributors should 
receive the benefit of a keystone markup 
on crystals. Rust on waterproof watches 
and cases was the subject of a brief but 
interesting talk by Ben Jadow of B. Jadow, 
Inc. Mr. Jadow announced that his com- 
pany expects to publish a catalog on Swiss 
materials this year. 


’ Inc., 
1 what 


A report on the merchandising and ad- 
vertising program of the Watchmakers of 
Switzerland was made by Paul A. Tschu- 
din, director of the Watchmakers of 
Switzerland Information Center in New 
York City. Mr. Tschudin described how 
the Swiss Watch Parts Repair Program 
has simplified the system of parts identi- 
fication and established widespread dis- 
tribution of genuine Swiss repair parts. 
He announced that a 24-page supplement 
to Part One of the Official Catalogue of 
Swiss Watch Repair Parts has been dis- 
tributed to all present holders of the cata- 
logue in the United States and that a 
supplement to Part Two will follow 
shortly. 


STRESSES SALE OF WATCHBANDS 


The importance of a material distributor 
as a wholesaler of leather straps was 
stressed in a talk by Wally Miller of the 
Miller Bros. Watch Strap Mfg. Co. Mr. 
Miller suggested steps for distributors to 
take to improve their sale of watch attach- 
ments. 


Other speakers at the afternoon session 
included: Max Friedman, of the Longines- 
Wittnauer Watch Co., who read a letter 
his firm sent to dealers pertaining to genu- 
ine Longines-Wittnauer materials; Jerome 
Shipman, of Standard Unbreakable Watch 
Crystals, Inc., who pointed out that satis- 
fied customers are the finest asset any firm 
can have; and A. Loevy, of the Zenith 
Mfg. & Chemical Corp., who told the 
material jobbers to instruct their custom- 
ers to exercise caution when using inflam- 
mable liquids and solvents. 

A reception and banquet was held on 
Thursday evening where the men and their 
ladies enjoyed a social time, sans speeches. 

The morning session on Friday, June 8, 
was made up of brief but pointed talks 
on pertinent matters by members of the 
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Arvin 


Appoints 
Williams 


RICHARD H. 
WILLIAMS 





Richard H. Williams has assumed his 
new duties as assistant sales manager of 
the electric housewares division of Arvin 
Industries, Inc., according to a recent an- 
nouncement by Gordon T. Ritter, sales di- 
rector of the division. 

With Walden Johansen, Mr. Williams 
will assist Mr. Ritter in all home office 
sales, promotion and merchandising ac- 
tivities. 

A member of the Arvin field force since 
1944, Mr. Williams has recently served as 
district manager in nine west central states. 








association who were assigned timely 
subjects. 

The first was covered by Pierre Borel, 
of Jules Borel & Co., Kansas City, Mo., 
who discussed a series of form letters 
used by his firm which list answers to 
typical questions asked by customers. Mr. 
Borel reported that use of the forms has 
resulted in considerable savings in time, 


money and effort. 
In a talk on competitor relationships, 


Mrs. F. T. Skelton, of F. T. Skelton Co., 
Inc. Birmingham, Ala., spoke of the 
values which accrue from cooperation be- 
tween jobbers. 


An interesiing address on Government 
controls as they affect the wholesaler was 
made by Eugene J. Sobel, of Eugene 
Sobel Co., Washington, D. C. Mr. Sobel 
described in considerable detail a National 
Production Authority order which affects 
certain merchandise handled by the mate- 
rial jobber. He also explained what the 
material distributor has to do to comply 
with the OPS wholesale pricing regula- 
tion. The reaction to his talk brought many 
sound comments from the floor. 


Last speaker at the Friday morning ses- 
sion was William O. Smith, president of 
the Western Pennsylvania Horological In- 
stitute, Pittsburgh, Pa., who reported that 
since the Esembl-O-Graf library was pub- 
lished three years ago over 6500 volumes 
have been purchased by retail jewelers. 
He also reported on the coast-to-coast 
series of chronograph repair speed con- 
tests conducted by his school in major 
cities throughout the nation. 


The following officers were elected at 
the closing session on Friday afternoon: 
President, Sydney W. Prague, Prague- 
Kurtz Co., Inc., Houston, Texas; Vice 
Presidents: Mike W. Mahar, Mahar & 
Engstrom Co., Boston, Mass.; Eugene J. 
Sobel, Eugene Sobel Co., Washington, 
D. C.; Treasurer, Lester Braude, Emil 


Braude & Sons, Chicago, III. 
Named to the board of directors were: 
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A. F. Bachman, S. H. Clausin & Co., 
Minneapolis, Minn.; John R. Cassedy, The 
Cas-Ker Co., Cincinnati, Ohio; Harry 
Colman, Colman Brothers, Inc., Cleveland, 
Ohio, and Seymour Marcum, Norvell Mar- 
cum Co., Tulsa, Okla. 

The associate members entertained at a 
reception and buffet supper on Friday eve- 
ning. The fact that practically everyone 
in attendance remained for the affair was 
evidence of the active members’ appre- 
ciation of this most successful event. 





Omega Appointed to Make 
Olympic Timing Apparatus 


Norman Morris, president of Norman M. 
Morris Corp., sole distributors of Omega 





watches in ihe United States, revealed re- 
cently that the Olympic Committee of Hel- 
singfors, Finland, site of the 1952 Olym- 
piad, has appointed Omega to make the 
intricate Olympic Timing Apparatus—the 
fifth Olympiad in succession that Omega 
has been so honored. 

Work on the more than 150 timepieces 
needed for the Summer Games, on whose 
accuracy the Olympic decisions will de- 
pend, has already begun, since it takes two 
years to make the $50,000 worth of Olym- 
pic Timing equipment needed. After each 
Olympiad the timepieces are sold, often to 
collectors and athletic associations in the 
country conducting the Olympic Games, 
for whom the famous instruments have 


‘ great historic value. 
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Jewel-Re-Clean is compounded by trained 
chemists under exacting scientific condi- 
tions in our own modern laboratories. This 
assures you of uniform quality at all times. 
Now, with the addition of Anorcene—magic 


tractive new box which has special appeal 
for the feminine shopper. Included in each 
box are a stainless steel ring holder, a 


post cards . 


DEPT. J 


CHICAGO 80, 





MR. JEWELER 


NEW JEWEL-RE-CLEAN 
WITH ANORCENE 


Jewelers everywhere have been purchasing NEW 
JEWEL-RE-CLEAN WITH ANORCENE since it 
was placed on the market in March. Sales response 
has been highly gratifying, and we thank the 
jewelry trade wholeheartedly for their splendid 
support. 


MADE IN OUR OWN LABORATORIES BY SKILLED CHEMISTS 


ESPECIALLY DESIGNED FOR THE JEWELRY TRADE 


New Jewel-Re-Clean is packaged in an at- 


plastic-handled brush, 100 tissues for dry- 


SALES AIDS FURNISHED FREE 


With Jewel-Re-Clean, you get a counter dis- 
play, circulars, imprinted jar labels, and 
. . FREE. You'll want this im- 


The First Complete Jewelry Cleaner 


2 Gomme tee: tee MRE BP DIB n 0.55 nc cecescccccccnsccecceceesss $12.00 
i grees ters, ta tadividwal 2-coler bemes. . 22... ccc ccc ccc ccc cccccccccceces $68.40 
No. J18503A—Your selling price..... $1.00 


C.F. MARSHALL CO. 


1445 JACKSON BLVD. 
ILLINOTS 


28 DISTRIBUTORS AND 
PRINCIPAL CITIES THROUGHOUT THE JU. S. A. 


For Buying 


new cleansing ingredient— New Jewel-Re- 
Clean actually outshines all other cleaners. 
Many jewelers report increased store traffic 
and good will as a result of Jewel-Re- 


Clean's superior performance. 


ing jewelry, and a traffic-building thank 
you card. And it is designed to look like 
a JEWELRY STORE PRODUCT. . . not just 
another variety store item! 


portant traffic- builder on your jewelry 
counter. If you have not already ordered 
your supply, do so today. 





BRANCHES IN 
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Wadsworth Reveals Details of 
its New Low-Priced Watches 


Arthur W. Wadsworth, president of 
Wadsworth Watch Case Co., Dayton, Ky., 
outlined recently details of an “unprece- 
dented merchandising idea” in the lower- 
priced jeweled-lever watch field. He said 
the new line would be introduced to the 
trade under the brand name “Wadsworth” 
beginning July 10, by the newly owned 
subsidiary of the Elgin National Watch Co. 

Climaxing six months of preparation 
since the announcement of Wadsworth’s 
entry into the low-priced watch field, the 
company announced a line of seven and 


“this marks the first time in modern 
merchandising history that a_ nationally 
known firm has specialized on a _ high 
quality watch entirely in the lower-priced 
category, and simultaneously offered jewel- 
ers the advantage of extensive consumer 
advertising.” 

The men’s line will start with a seven- 
jewel watch at a consumer price of $19.95, 
followed by 17-jewel timepieces ranging 
from $25.95 to $33.75. Attractive ladies’ 
watches, all 17 jewel, are offered, ranging 
from $25.95 to $33.75. In addition, Wads- 
worth will offer men’s shock and water- 
resistant watches at $35.75 and $39.75 and 
two automatics, both at $49.75. All prices 





17-jewel Swiss timepieces to retail from include tax. 


$19.95, thoroughtly backed by large space 





“To our knowledge,” Wadsworth said, 


Wadsworth said his firm has not previ- 
consumer magazine advertising. ously manufactured cases for low-cost 
watches, but emphasized the company is 
























ALL-TIMER - 
New ACCOUNT eogeeam 
PROMOTIONS 





JULY 29th to AUG. 2nd 






o—- 


) . All At One Low Price Wil 
4 
ia 


i." ————— = 

= ee = oe = i 
—— sass 
The Dermeye! & 6 
You Get > 


' —7 


DORMEYER 
a= DOES ALL 3 $]00rens 
> f gy r 


—_ 
aa’ 
= o 
. ~ 
* 
. ’ , 
« = ‘ 
¢ 

















fas reported by newspaper Advertising Check Bureau) (name available) 
Altheimer & Baer lead all others in 1000 line ads run in four colors. 
Altheimer & Baer lead all others in 1000 line ads run in black and white. 
Altheimer & Baer lead all others in merchandising diversification. 

Altheimer & Baer lead ail others in quality standards. 
Altheimer & Baer lead all others in average unit sales. <a Ss 


—————— = ene oS 
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{14% higher than competitor A and 60% higher than BI aie 
Altheimer & Baer serve more of America's leading merchants coast to coast. ar 




























That's why Altheimer & Baer are America's largest merchandisers of account < — j ni 
opener promotions. 2 =) —— 
Pre] . ° 
Open 50 or ALL-TIMER promotions offer a sure-fire, positive low cost = ) 
5000 New plan of adding 50 or 5000 new customers at the lowest ea wal 
Accounts advertising cost. r a —— > : 
rs Ae 
Choose from 52 diversified quality-tested and value 
52 Dynamic packed account openers backed by years of merchan- 
All-Timer dising know-how — everyday household needs dramati- J 
Promotions — ee and presented for mass appeal — for = sees. ere 
ow cost selling. Fee Esive BOVINO leat 
AN TAN TABLE 
COCKTAI L 12 Pee GLASS sn 
Powerful Tested pomneer seats ped attract great numbers of all 
new customers and that add prestige to your store — 
Advertising furnished for black and white or 4 colors. Also direct 
Service mail pieces—publicity releases—and promotional counsel. 
Self- ALL-TIMER 0 customer promotions can be had on a 
pay-as-you-collect payment plan to help you open new 
liquidating accounts in any number without strain on your cash 


Credit Plan position. 





See 52 All-Timer Promotions \===_ = a <3 a 
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now devoting to this job its experience of 
62 years in preducing cases for some of the 
world’s finest watches. This, he Said, will 
result in exceptionally fine cases for the 
Wadsworth watch, assuring better detail 
in workmanship and perfect fit of move. 
ments and glass crystals. 


——__ 


Golden Circle Invites 
Ladies to Festive Evening 


At the Tavern-on-the-Green in Central 
Park, New York City, the Golden Circle 
Club held its first event which included 
the ladies. It was therefore the first annual 
dinner-dance of this budding club of sales 
executives in the jewelry industry. Briefly 
it was a success. 

Attended by some 60 members and their 
wives, the evening was warm and perfect 
for outdoor dining and dancing. 

Speeches were limited to a brief word 
of welcome from President Julius Hurley 
and a cordial greeting from the chairman 
of the entertainment committee, Harry 
Rodman. George Gary acted as the gra- 
cious greeter of the affair and immediate 
past president, Bob Rodd, was much in 
evidence throughout the evening. Sam 
Lewitt, club treasurer, and Leo Davidson, 
vice president, graced the head table with 
their wives. 

Those who attended seemed to concur 
with the sentiment of “Many Happy Re- 
turns” for the event. 


Two New Bulova Appointments 


John H. Baliard, president of the Bulova 
Watch Co., announced recently the ap- 
pointment of both Seymour Herscher and 
Herbert M. Iselin as assistant secretaries 
of the firm. 





H. M. ISELIN S. HERSCHER 


Herscher, who has been with the firm 
for 11 years, was previously secretary to 
Arde Bulova, chairman of the board. 

Iselin has heen with the company for 
over two-and-one-half years assisting in 
various administrative capacities. 


Superb Case Mfg. Co. 
Moving to New Location 


The Superb Case Mfg. Co., producers of 
compacts, cigarette cases and metal novel- 
ties, are moving their factory and general 
offices from 50 Tobey St., Providence, R. L., 
to enlarged quarters at 59 Aleppo St., 
Providence, R. I. They state that the move 
makes possible many additions and im- 
provements which will add to their efh- 
ciency, 
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The I. D. Watch Case Co., Inc., of 
Jamaica, L. I., has taken new and larger 
quarters for its New York sales office in 
Room 1500 at 580 Fifth Ave. The new 
showroom has been completely remodeled 
and features the most modern appoint- 


ments. 

4 James S. Martell, president of Kimberly 
Cem Co. 62 West 47th St., New York, 
left June 8th on a trip to Siam and India. 
With unsettled conditions throughout 
southeast Asia and the increasing demand 
for zircons, Mr. Martell considered it neces- 
sary at this particular time to visit his 
sources in those countries and to make 
arrangements on the spot for larger im- 
portations for the coming year. 

4 Hugo E. Frenzke, freelance jewelry de- 
signer, has moved from 542 Fifth Ave., to 
62 West 47th St., New York. 

4 Bernard Landau, of 608 Fifth Ave., New 
York, returned recently from a five months’ 
trip to Ceylon, Burma, India and Europe, 
where he visited the principal gem mar- 
kets. In reporting on his travels Mr. Landau 
stated that there has been a tremendous 
change in business and traveling con- 
ditions in the cities of the Far East. He 
found the stocks of fine goods very small 
compared with what existed pre-war. Con- 
sequently, he added, prices were excessively 
high. 

q Irving Fried and Sam Yellin announced 
recently the purchase of the 40-year-old 
firm of Esner, Friedman & Co., Inc., whole- 
sale distributurs of materials and clocks 
located at 53 Chrystie St., New York. Mr. 
Fried was formerly associated with Adel- 
son & Segal and the National Watch Case 
Co. Mr. Yellin was formerly employed by 
Fine & Co. 

4A novel change of address notice was 
used by the Chase Silver Co. to announce 
their move to new and larger quarters at 
339 Fifth Ave., New York. The notice, 
captioned “we’re on the moye,” was illus- 
trated with drawings of a long line of 
silver flatware and hollowware marching 
in parade formation up Fifth Ave. from the 
firm’s old location to the new quarters. 
The company was formerly located at 220 


Fifth Ave. 


( Paul de Vries, Inc., diamond cutters and 
importers at 535 Fifth Ave., New York, 
announced recently the admission to part- 
nership of Sam Stone, who has been with 
the concern fur 25 years in New York. Mr. 
de Vries returned recently from an ex- 
tended buying trip in Palestine and 
Europe, and reported that the diamond 
market has firmed some eight per cent in 
the last weeks. He also announced the 
opening of a sales organization in San 
Francisco. Bernard A. MacDwyer and 
John de Leeuw, who have been associated 
with the firm for many years, will repre- 
sent the firm in that territory. 


(Charles Kaplan of Morris Kaplan & 
Sons, ring manufacturers and diamond 
importers at 21 West 46th St., New York, 
returned from Antwerp June 6th on the 
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Queen Elizabeth. Mr. Kaplan _ reported 
stiffening diamond prices due mainly to 
the influx of American buyers. He also de- 
clared that fears of inflation plus anticipa- 
tion of a big fall jewelry business has 
created a continually rising market in 
melee as well as sizes. 

q Philip Franklin of Louis Franklin Co., 
Inc., manufacturing jewelers at 665 Fifth 
Ave., New York, sailed on the Liberté May 
29th for a six-week visit to the diamond 
and precious stone markets of Europe. 
Henry Frankiin, also of the same firm, 
will sail on the Queen Elizabeth July 7th 
for a seven-week visit to England and the 
continent. 

q Also in Europe on business is A. Fein- 
berg of A. & J. Feinberg, diamond im- 
porters at 62 West 47th St., New York, 
who has already been abroad one month 
visiting the diamond markets of Antwerp 
and Amsterdam. Mr. Feinberg will remain 
in Europe on business during the months 
of July and August. 

q Reuben N. Popkin of Reuben N. Pop- 
kin, Inc., diamond importers at 9 Maiden 
Lane, New York, and his wife, sailed on 
the Ile de France May 23rd to visit the 
European diamond markets. While abroad, 
they were scheduled to travel in England, 
Switzerland, France and Italy. Mr. and 
Mrs. Popkin expect to return July 5th. 


q Back in this country after a combined 
business and pleasure trip in Europe are 
Mr. and Mrs. H. Sorin, diamond dealers 
at 576 Fifth Ave., New York. While on the 
continent they visited the diamond cutting 
centers in Beigium, Holland and Israel. 


q Arthur J. Block, president of T. C. 
Tanke, Inc., jewelers of Buffalo, N. Y., has 
been named treasurer of the Buffalo Re- 
tail Merchants Association. Mr. Block is 
a past president of the association. 


q Rachel Bernstein, wife of the late Jacob 
Bernstein, fcunder of Bernstein & Sons 
Jewelry Co., 80 Nassau St., New York, 
died June 10th at the age of 90. Mrs. 
Bernstein is survived by five sons, Herman, 
David, Irving, Sam and Jack, two daugh- 


ters, six grandchildren and one great- 
grandchild. 


q Oscar W. Fox, secretary of the Geo. 
Borgfeldt Corp., New York, died May 15th 
at his home in Forest Hills, L. I. His age 
was 67. Mr. Fox entered the employ of 
Geo. Borgfeldt & Co., in 1899, as a boy 
of 15. After a series of promotions he be- 
came assistant to the European buyer of 
the China and Glass Departments and 
spent many years abroad acting in the 
interest of ihe concern. In 1945 he was 
elected secretary and a director of the Geo. 
Borgfeldt Corp. 

q Ben De Frece, president of the De Frece 
Watch Co., 64 West 48th St., New York, 
was married in New York City on May 
25th to Mrs. Susan Strasser. Mr. De Frece 
was formerly treasurer of the American 
Watch Assemblers Association. He has been 
a leading conservationist in Westchester 
County for many years. 
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NEW OFFICERS OF TEXAS WATCHMAKERS ASSOCIATION 





The extensive national advertising of the 
new synthetic jewelry stone Rutile in news- 
papers and consumer magazines has 
brought about a growing public interest 
in this stone which is reflected in rapidly 











































































increasing sales. The local jeweler is bene- a 
fiting from this national advertising. An , 
increasing number of people are coming Approximately 200 members of the Texas of Henry Paulson & Co., who demonstrated 
to see him to get firsthand information Watchmakers Association and representa- the Paulson Time-O-Graf, and Messrs. 
about this beautiful stone. tives of local guilds throughout the state Perry and Hughes, who discussed the 
With a higher refractive index than dia- attended the fourth annual convention of Esembl-O-Graf method of servicing chrono. 
monds, Rutile has more fire than any other that group held May 6th and 7th in San graphs. 
jewelry stone. Its color is similar to a Shown above are th 
canary diamond. But it is not to be com- —_ d = di war é 7 h officers who were 
pared to any other stone, it can stand on usiness an tecnnica ‘matters were 1S- elected to serve or the ensuing year. They 
its own merits. It has proven its sales cussed at various convention sessions. Prin- are, left to right: R. B. Raymond, Dallas, 
ability. cipal technical lectures and discussions secretary; W. P. Moore, Jr., Corpus Christi, 
Yes! We have them mounted. were led by Granville Webb, service rep- first vice president; A. E. Stone, Amarillo, 
resentative of the Elgin National Watch president; Earle Yates, San Angelo, second 
HENRY Co.: Richard Slaugh, head watchmaker vice president, and Dren Duffy, Houston, 
of the Hamilton Watch Co.; Mr. Farrel re-elected treasurer. 
Costume Jewelry Trade Honors || 
LAPIDARY, INC. Rosenberger at UJA Dinner ~RE F TO JEWELERS 
fo WEST OT wes ee ONEM PLAZA 7-4815 Over 200 leaders in the costume jewelry ATTRACTIVE 
binge 8S 5 Sag eiapeate field and in the buying end of the industry ) Bg 
met on the evening of May 22nd at New "yall i ILLUSTRATED 
York’s Hotel Pierre and contributed just | IN OUR 
OLD ESTABLISHED over $100,000 to the United Jewish Appeal. onannes 
SWISS WATCH MANUFACTURER With Ernest S. Heller, of L. Heller & CATALOGUE 
Son, Inc., chairman of the Costume Jewelry 
OPEN FOR DELIVERIES visi : idi MATUPON 
Division of UJA, presiding, those present UPON 
FARLY 1952 went all-out in their desire to show Carl REQUEST 
Rosenberger, now celebrating the 50th a 
Makes all standard sizes usin anniversary of the founding of the firm, 
ceneenttion: ‘ta h A ms how they felt about him. Louis Nizer, asin Be aon reaggl dele tee ! 
- ee. uro- noted theatrical attorney and author who ; eae 
matic, Chronograph and Calen- headed the New York Emergency Mission Fantasy of Jewels 
dar Watches. Many Specialties. to Israel last year, was guest speaker, and MADE BY ALLCRAFT NOVELTY CO., INC. 
gave a glowing picture of what he had seen 16-18 Maiden Lane, Dept. A, New York 7,N.Y. 
Suggest prompt contact. in the new 1epublic. — 
Presentation of the division’s engrossed 
un ue , 
Box No. C., 1855 : c/o illuminated scroll of honor to Mr. Rosen- , REDIT FORMS 
The Jewelers’ Circular-Keystone berger was made by Julius P. Hansen, vice | %% 
100 E. 42nd St., New York City president of Frederick P. Loeser & Co. He vee 
—as well as other speakers—lauded the ses 
Genui guest of honov’s service to the industry. ose 
enuine When the totals of contributions were 
BOHEMIAN GARNET JEWELRY added up and announced, the chairman oe 
eee Te called attention to the fact that the UJA | % 
made by the finest drive was by no means over in the costume oe 
Artisans in American jewelry field. KO 
occupied Germany. “You who are here have done a good ee ‘“ 
The most fashionable job,” Mr. Heller stated. “But, successful 1 Ss. [. surnamer co. 
and popular jewelry as this dinner is, everybody isn’t here— 
today — is made in there are still firms and individuals in our 370 /th Ave., ae L, N.Y, 
attractive earrings— industry whom we haven’t reached. Each | — _—_——_— 
aE and one of you should constitute himself, and LOWER PRICES 
es—at reason- . BETTER WORKMANSHIP 
stile adeae. herself, a committee of one for UJA and QUICKER SERVICE 
see to it that every costume jewelry factor | have REVISED WAYS AND MEANS enabling me 
Memo approval packages sent to is reached and is given the opportunity to mt Sn ee tiOn Py By " 
rated jewelers — contribute to this greatest of all humani- With Quicker Service and Better Workmanship! 


‘“‘Send Me Your Next Package.’’ 


ASIATIC ART JEWELRY CO. tarian causes in a year when thousands of M. J. STERN 


lives depend on what we do and how Repairing of Jewelry & Special Order Work 
225-5th Ave. New York 10, N. Y. quickly we do Bg 61 Beekman Street New York 7, N. Y. 
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garr's Jewelers Open Eighth 
Store in Camden, New Jersey 


Herman H. Barr, chairman of the board 
Jewelers, who this year will cele- 
prate his 50th year in the jewelry business, 
announced recently the opening of a new 
branch store in Camden, N. J. . 

Barr’s Jewelers have, at the present time, 
six stores in the Philadelphia trading area 
_,. Chestnut Street, Upper Darby, German- 
town, Frankford, Olney and Mayfair, with 
an original location in the Monticello Hotel 
Building in Norfolk, Va. The new store, 
Barr’s eighth, is located at 108 S. Broad- 
way, Camden, N. J. 

Josef J. Barr, vice president, active in 
the firm’s merchandising program, an- 
nounced that the new location in Camden 
will be stocked with all the leading brands 
of fine watches—imports and domestic— 
leading sterling silver flatware, as well as 
a representation of popular chinaware and 
glassware lines. He claims the store will 
present one of Camden’s largest diamond 
inventories and will promote diamonds in 
the popular price brackets. 

The official opening of the new store on 
May 17th was followed on May 24th with 
the opening of a special exhibit promoting 
diamonds at the New Jersey State Fair 
just outside of Camden. Colored slides 
and a motion picture were shown con- 
tinuously at the exhibit. Also included 
at the exhibit was a display showing the 
development of a diamond from the mining 


of Bart's 
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Used by Jewelers Everywhere 
Scribable Celluloid, Plastic 
Button Fast Tags—in all sizes. 
Write for Descriptive Catalog 
ROYAL TAG & LABEL CO. 

81 Warren St. Newark 2, N. J. 
Market 3-3618 
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Earn Big Pay! 
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STEWART GEM & DIAMOND CUTTING INSTITUTE 
565 Main Avenue Passaic, N. J. 














JEAN NAFTULE 


Importer of Synthetic & Semi-Precious 


STONES 
Specializing in Calibre 1Yo, 13%4-2 mm 
Round Machine Cut 1 to 10 mm 

35 Maiden Lane, New York 38, N. Y. 

BOwling Green 9-8973 
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to the cutting, polishing and mounting 
stages, complete with a “working” at- 
tendant. It was estimated that approxi- 
mately 22,000 people attended the exhibit. 





Electrical Distributors 
Present ‘Billion Dollar Baby’ 


How dealers and distributors can get 
their share of the billion dollar gift mar- 
ket was the theme of the show, “Billion 
Dollar Baby” presented by the Electric 
Housewares Section of NEMA at the At- 
lantic City convention of the National 
Association of Electrical Distributors. 





Dramatizing the volume potential of the gift 

market, a billion dollar baby comes alive to 

tell dealers and distributors that they can 
get their share. 


The 12-act production, which showed 
how electric housewares could be merchan- 
dised as year ’round gifts, entertained with 
songs and humor as well as enlightened 
with facts and figures. Stressing the vari- 
ous points of the campaign, the skit drama- 
tized the importance of a permanent gift 
display, a gift-wrapping service and elec- 
tric housewares gift certificates. 





Bill McChesney Honored 
By ‘Sterling’ Friends in Trade 


William F. McChesney, vice president of 
the Gorham Co. and president of the Sterl- 
ing Silversmiths Guild of America, was 
honored recently on two occasions by his 
friends in the sterling silver industry. 


“Bill,” as he will always be referred to 
in the trade, and his wife, were presented 
with a hall clock June 5th on the occasion 
of their 50th wedding anniversary. 


On Tuesday, June 12th, at a meeting of 
the Sterling Silversmiths Guild at Fishers 
Island, New York, the same group pre- 
sented Mr. McChesney with a_ bronze 
statuette. In addition to bearing the fac- 
similie signatures of those participating, 
the statuette was inscribed as follows: 
“With affectionate esteem to William F. 
McChesney. May this statuette symbolize 
our deep respect for your spirit and zeal 
in behalf of the sterling industry for al- 
most 60 years. We, who have caused our 
signatures io be inscribed hereto, are 
privileged to be amongst the beneficiaries 
of your good works and of your happy 
friendship.” 








—— 





Whilelaur 
Brothers. 


Importers 


of 
Diamonds 
in all 
SIZES 
and 


SHAPES 


Memorandum Selections 
Upon Request 






































Also 


Fine Diamond Jewelry 
occasionally purchased 
at Sacrificed prices. 


BEROTHEERS 


Diamond tlitporters & Cutters 


WHITELAW 


BRYANT9Y O128% 


48 WEST 46TH §T..N.Y.€ 


























197 











REPAIRS and PLATING 
in GOLD and SILVER 
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HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 


Special Order Work 


WILLIAM HERTEL & CO., INC. 


Mastercraftsmen—Silversmiths 


17 West 45th St. New York 19, N. Y. 


Est. since 1918 
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TITANIA GEM STONES 


(Rutile) 


SEMI-PRECIOUS STONES 


CUT ROUGH 


Amethysts — Aquamarines 


Topaz — Tourmalines — Garnets 


direct from our cutting plant in Brazil. 


Widest selection in stock, including ring 


sizes, round stones, heart shapes, etc. 


WhGAedmeniad. 


Leading Producers ond Importers 
48+4 Street New York 19, N.Y. 


Phone Circle 66-9431 
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630 Fifth Ave., New York 20 
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570 7th Ave. New York City, N. Y. 
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Obituaries 





JOHN BIHL, 65, a partner in the jewelry 
firm of Bihl Bros., Newport, Ky., died May 
26th of a cerebral hemmorhage. Mr. Bihl, 
who had been in the jewelry business for 
50 years, organized Bihl Bros. with his 
brother, Jerome, in 1921. His wife died 
three years ago, and survivors include four 
children. 

Wittiam E. Detyen, 73, retired vice 
president and secretary of the Longines- 
Wittnauer Watch Co., died June 16th at 
his home in New York City. Born in 


WILLIAM E. 
DETJEN 





Hamburg, Germany, Mr. Detjen came to 
the United States as a young man and had 
been with the watch concern 45 years. He 
retired in April of this year, but continued 
as a director of the company. He was a 
member of ihe Twenty-Four Karat Club 
of the City of New York, the Jewelers Fra- 
ternal Association of New York City, and 
the New York Athletic Club. 

Wittiam 5S. Fetter, 67, chief engineer 
and a stockholder of Arrow Mfg. Co., West 
New York, N. J., died June 2nd at his 
home in that city after a long illness. Mr. 
Feiler, a mechanical engineer, was asso- 
ciated with the concern for 28 years in the 
manufacture of jewelry boxes. He was also 
an inventor and possessed several patents 
for metal stamping machines. 

Cart Feitu, 51, who for the past 16 
years was associated as a sales representa- 
tive with Henry Ginnel & Co., wholesale 
jewelers located at 15 Maiden Lane, New 
York, was killed in an automobile accident 
on June 4th. Mr. Feith was a member of 
the Jewelers Fraternal Association of New 
York City and the Maiden Lane Outing 
Club. He is survived by his widow. 

WittiAm H. Pratt, 81, prominent re- 
tired jeweler of Guilford, Maine, died 
suddenly May 13th at his home in that 


WILLIAM H. 
PRATT 





city. Mr. Pratt started his career in the 
jewelry industry by serving as an appren- 








tice with skilled clockmakers, When his 
apprenticeship was completed he accepted 
a position as an instructor in the clock 
department at the Hammond School fo; 
Watchmakers at Lowell, Mass. Later he 
was associated with the Harry Raynes 
Jewelry Co. at Lowell. Mr. Pratt remained 
with the Raynes concern until about 39 
years ago when he moved to Dover-Fox. 
croft, Maine, where he established his own 
jewelry business. He conducted this busi. 
ness until his retirement in 1946. In ad. 
dition to his widow, he is survived by two 
daughters, Mrs. M. Jean Pratt of Dover. 
Foxcroft and Miss Glenna C. Pratt of 
Bangor, a sister and three grandchildren. 


Rosert O. NicoLi, 63, owner of Gott. 
fredsen & Nicoll, Inc., retail jewelers of 
Kenosha, Wis., died May 24th in that city 
after an illness of several weeks. He was a 
member of the Wisconsin Retail Jewelers 
Association and was president of the Jewel. 
ers Guild of Kenosha. Surviving are his 
daughter and a brother. 

HENRY ZWENGEL, 91, Milwaukee jewelry 
manufacturer and a son of one of that 
city’s oldest settlers, died May 29th after 
a stroke. He had been active in his business 
until the week before he died. Mr. Zwengel 
learned the jewelry trade as an apprentice 
of Ernest Leidel, a watchmaker. In 1883 
he started his own business. Mr. Zwengel 
was in his present location, 104 East Mason 
St., for more than 40 years, ever since the 
building was built. 
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Reliefagraf (no plates needed) products 
as the finest available. Orders taken from 
Sample Book with yo stock to carry. 
Extra sales and good profits are assured. 


Write for details. 
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Another Grand Affair by Maiden Lane Outing Club 





On Saturday, June 9th, about 180 
“Maiden Laners” got together for the an- 
nual outing of the Maiden Lane Outing 
Club. This year, as for the past three, 
they spread over the lawns and play areas 
of Greens Hotel at Pleasantdale, N. J., 
and had a thoroughly enjoyable day of 
companionship and_ over-exertion. The 
weather was such that the morning left 
doubts as to the success of the outdoor 
program, so there was limited physical 
exertion before lunch. 

However, the afternoon was sunny and 
permitted wholehearted enjoyment of the 
baseball diamond, horseshoe pitching pit, 
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THE GUARANTEED WATCH CROWN 
Samples FREE to Jobbers 
ACON WATCH CROWN CO. 
Manufacturers of Gold-Filled Crowns 
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50 ELDRIDGE STREET NEW YORK 2, N. Y. 
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WE ARE IN A BUYING MOOD 


Ship your entire stock of obsolete lighter parts to 
us. We will either pay cash or replace them with new 
style parts. We do not want used parts. . . but new 
Darts for obsolete models of the following: 

Ronson Ronson De Light 

Ronson Magna-case Ronson 20 case (old style) 
Ronson 10 case Evans Trig-a-lite 

Clark Old style Golden Wheel 
Foreign Lighters 

Lighter Parts, Inc., Dept. K-1 
2 East Stockton Ave., Pgh. 12, Pa. 
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outdoor ping pong tables, handball courts 
and the swimming pool. The boys were 
knocking themselves out in all depart- 
ments. No immediately evident casualties. 

The dinner was delicious, according to 
all comments, and was enlivened by the 
distribution of door prizes, very nearly 
one for every diner. 

General consensus: “Swell affair.” 
Plaudits to Jack Carling (National Jewel- 
er), chairman of the outing committee, 
and his capable assistants. 

Only sour note: Arthur King didn’t 
get back as much baseball equipment as 
he gave out. 





Eastern Pennsylvania Jewelers 
Attend Sixth Annual Outing 


More than 65 members of the Retail 
Jewelers Association of Philadelphia and 
Eastern Pennsylvania, and their guests, 
attended the sixth annual outing of the 
group held June 12th at White Manor. 
All agreed that it was the most enjoyable 
affair held thus far. 

Forty-nine members and guests con- 
tested over the up and down sporty 18- 
hole golf course. Winners in the golf 
tournament were as follows: Myer Barr 
won low gross for members; Charles Heine 
took second low gross; Ralph Huberman 
won low net; George Bovard and Ben 
Toll tied for second low net, and Manny 
Smith copped third low net. Low net for 
guests was won by Martin Weintraub with 
Edwin S. Malmed winning low gross. 

The affair was climaxed by a sumptuous 
steak dinner during which 35 door prizes 
donated by wholesalers and manufacturers 
were distributed to holders of the lucky 
ducats. 








An Outstanding New 


MOOSE RING 
created by Gran 


This new Moose Ring is sensational and 
will bring many repeat orders. 

Both side emblems are sunk into the 
shank and enameled in red with letters 
showing in gold. The white gold Moose 
head is recessed into the top of the ring 
and is offset against a matted yellow 
gold background. 

It has been designed to meet the high- 
est fraternal demands, and is made with 
the fine finish and workmanship for 
which GRAN emblem jewelry is noted. 


And This New 
MOOSE EMBLEM 





Exquisitely carved in white gold, an- 
other addition to the “GRAN” line of 
fine emblem jewelry. 


GRAN and COMPANY, INC. 
546 So. Meridian St. * Indianapolis 25, Ind. 














Solves Tarnish Problems 


TRIM Protectors 


Crystal-clear vinylite protectors 
for silver and china services... 
envelope and roll-types... proof 
against tarnish, moths, dust and 
moisture. 





For use in storage, displays and 
for re-sale. Marvelous bridal 
item in assorted sizes. 


Literature FREE 


The TRIM Company | 





2669 JCK Cascade Springs Drive 
Ada, Michigan 
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Style #1670 


Tailored 
Earrings 


For quality ... for styling ... for the 
finest plated finishes . . . smart buyers 
everywhere are turning to Alice ear- 
rings. Try a sample selection of the new 
fall line and watch your earring volume 
climb. Be sure to see this extensive, dis- 
tinctive line. 


Thru your wholesaler $100 
JEWELRY CO. 


1g 8 Slocum St., Prov., R. |. @ 


















THE 
Isher SPORTS LINE 
CHARMS AND MEDALS 


OR 
ALL EVENTS 
7O YEARS OF 


») QUALITY AND SERVICE 
=XS THROUGH THE WHOLESALER 
SPORTS CATALOG ON REQUEST | 


J. M. FISHER COMPANY 


MANUFACTURING JEWELER 
BOX 60, ATTLEBORO, MASSACHUSETTS 









a FINE STERLING 
HOLLOWWARE 


and 


adi Y VY AUTHENTIC ANTIQUE 


REPRODUCTIONS 


72 K STREET 
BOSTON, MASS. 











: —— 
Sold only direct to Retailers 


WELLS MFG. CO., ATTLEBORO, MASS. 





NICKEL SILVER 
PHOSPHOR BRONZE 


THE SEYMOUR MFG. CO. 


SEYMOUR, CONN. 
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¢ Joseph M. Lansky of 903 Jewelers 
Building, and Mrs. Lansky, spent a two 
weeks’ vacation in Florida in June—and 
the day they arrived the mainspring in 
this watchmaker’s watch broke with a 
“Zing!” He wired Selma Lansky, who was 
caring for his place during their absence, 
and she sent him a new watch although 
tempted to send merely a new spring. 

q Norman White, son of I. White, 1005 
Jewelers Building, has been called back 
into the U. S. Navy, being stationed at 
Norfolk, Va. 

q Members of the newly formed Jewelers 
Association of Greater Boston are proudly 
displaying new membership plaques just 
distributed. Measuring about 9 x 11 inches, 
with black Old English printing on a 
white background, the plaques feature a 
gold and blue seal of the organization 
with incorporation date, and an inscrip- 
tion to the effect that the emblem of the 
association protects the member. This 
emblem, itself, is a beautiful blue-white 
diamond. During the summer vacation 
months, most of the association’s activities 
will be of a social nature, but more serious 
business will occupy the members later 
in the season, according to the officers. 
q “Mike” Mahar, of Mahar & Engstrom, 
406-10 Jewelers Building, and Mrs. Mahar, 
attended the sixth annual convention of 
the Watch Materials Distributors Asso- 
ciation of America at the Hotel Statler, 
New York City. The Mahar & Engstrom 
firm has been particularly hard hit in its 
loss of boys to Uncle Sam, with six having 
left since Korea, the last being Jack Mc- 
Gowan, shipper. 

q Quimby & Quimby, Inc., Claremont, 
N. H.,. completed modernization of a new 
store near the old location and held a 
formal opening on May 18. 





NEW AND MODERN 





Interior of the new store which Harry S. 
Ruddock of Greenfield, Mass., opened 
formally on May 4, across the street from 
his former location. More than 1,000 roses 
were distributed to ladies and over 4,000 
tickets were given out for door prizes, tops 
among which were watches and rings. 


NEW ENGLAND 





¢ Thomas F innerty of Hub Materials 
408-11 Washington Building, has been i 
cuperating from an operation at the Bos- 
ton City Hospital. 

q Petite Ginger Lemay, five-year-old 
daughter of Mr. and Mrs. Louis Lemay 
of Lemay Brothers jewelry store, Map. 
chester, N. H., and president of the New 
Hampshire Retail Jewelers Association 
was the featured star in a Manchester 
dance recital on June 10. 

q The J. F. Kahl jewelry store, formerly 
at 122 North St., Pittsfield, moved re. 
cently into a new store at 250 North St, 
and plans were under way for a formal 
opening late in June. 

q Stanley J. Seron, formerly with Shreve, 
Crump & Low, Boston, doing repair work, 
and more recently located in Room 305, 
Jewelers Building, with Reuben Corzen, 
has taken over those quarters since the 
death of Mr. Corzen, May 22. 

q James E. Cleary, jeweler of Greenfield, 
Mass., has been remodeling his store at 
the same location. 

q Robert Franks of Moulton’s Jewelry 
Store, Worcester, Mass., recently returned 
from a Caribbean trip. George Robertson, 
a partner, dlso is back from a month in 
Florida. 

q B. E. Tanny, formerly with Scott Jewelry 
Co., Fitchburg, Mass., as assistant man- 
ager, has been named the new manager 
of Scott Jewelry Company’s store at 424 
Main St., Athol, Mass. 

q Roland and Raymond Cadoret, of 
Cadoret Brothers, Woonsocket, R. I., both 
attended the recent conclave of the Ameri- 
can Gem Society in Washington, D. C. 

q¢ Louis Lemay of Lemay Brothers, Man- 
chester, N. H., president of the New Hamp- 
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“The Card Specialists” 


* 
Harris 
ay EARRING CARDS 
MADE TO YOUR SPECIFICATIONS 
Send for literature and samples 


SAMUEL P. HARRIS, INC. 


55 Pawtucket Ave. East Providence, R. |. 
EA 1-1526 


e Fancy and ‘‘Plastic’’ 
coated finishes 


e All styles and designs 
e For all purposes 


@ Any quantity 
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hire Retail Jewelers Association, has 
$ . 
ed the Algonquin Hotel for the sum- 


open ; se 
“i season at York Beach, Maine, and is 
eontemplating installing a new cocktail 
lounge. 


4 Goldland Jewelry Co., 616 Washington 
Building, has opened a new diamond shop 
for the summer season at the Mount Wash- 
ington Hotel, Bretton Woods, N. H., and 
‘; contemplating additional summer-season 
openings. Saul Fish of the firm will be 
‘n charge of the Mount Washington Hotel 
store from June 29 to July 20, and Joseph 
Miller will carry on for the balance of 
the season. 

q Robert Parker of the watch department, 
and Lorenz Ernst of the silver and clock 
department, D. C. Percival & Co., 2nd 
foor Jewelers Building, are back from 
attendance at the National Wholesale 
Jewelers Association convention at Atlantic 
City. Fifteen women employees of D. C. 
Percival & Co., made an all-day boat trip 
to Provincetown, Cape Cod, Mass., on 
Saturday, June 16. 

4 Mrs. Cameron Burnap, wife of “Cam” 
Burnap of Norling & Bloom, 809 Wash- 
ington Building, is back from a trip to 
Denver where their son Charles graduated 
from the University of Colorado. Mr. and 
Mrs. Arthur Kelley of the same firm have 
been enjoying a fishing trip to Tim Pond, 
Maine. 

4 Gordon Conrod, who recently bought up 
the partnership of Mr. Ryan in the Con- 
rod & Ryan jewelry store, Newton Center, 
Mass., died suddenly on May 25. 

q Joseph P. Gill, chief chemist with 
Patrick J. Gill & Sons, Inc., 709 Washing- 
ton Building, is convalescing at home from 
a recent operation. 

q The firm of Hopfgarten Brothers, 707 
Washington Building, will be closed from 
July 6 to 23 for the annual vacation. 


q Along with several other wholesalers, 
and some retailers in the Province, Jewel- 
ers, and Washington Buildings, the Alfred 
F. DeScenza & Son firm, 609 Washington 











ANTIQUE REPRODUCTIONS 





Keystone 


Send for our Brochure, featuring 
19 beautiful antique reproductions 
of Rings and Crosses; each a 
masterpiece of Beauty and Work- 
manship. Low Prices; Prompt 
Service. 


ANTIN’S 


Antique Reproductions 
114 Baronne St. New Orleans 12, La. 
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PERSONAL 


It’s more than a personal matter when you 








: heed ‘‘Hard-to-Get’’ Watch Parts in a hurry 
gy it’s customer satisfaction, too! POLTOCK 
g has EVERYTHING! Write Dep’t. J for 
1 FREE Ligne Gauge, Catalog, and Stationery. 
' JOHN A. POLTOCK & CO., 15 MAIDEN 
! LAND, NEW YORK 338, N. Y. 
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Building, will be closed Saturdays during 
July and August. 

q Edwin U. Wyman, formerly at 701 
Jewelers Building, has vacated that loca- 
tion, and the room has been taken over 
for expansion and storage of the Haselton 
Co., Room 702. Mr. and Mrs. Harry J. 
Haselton are back from attendance at the 
convention of the Watch Materials Dis- 
tributors Association of America in New 


York City. 

q Arthur Meinick, 516 Washington Build- 
ing, has been remodeling his place since 
the death of his brother-in-law, Benjamin 
Fischer, office manager, on April 26. 
Joseph Kaplan has joined the store, which 
will be closed for the annual summer vaca- 
tion period, July 6 to 16. 

q The always-daring-to-do-something-differ- 
ent-in-the-way-of-decorations firm of Jorge 
Epstein, 412-16 Washington Building, re- 
cently inaugurated a circus theme, with 
circular jewelry display mats serving as 
the three rings, with silver and gold ani- 
mals as performers, and with plenty in 
the way of balloons, ticker tape, and 
other circus and carnival decorations. An- 
other window, commemorating the 2000th 
birthday of Paris, France, depicts a 
Parisian street scene, with French jewelry 
among the displays. 

4 Burton W. Briggs, watchmaker with 
E. H. Saxton Co., 601-5 Washington 
Building, was married May 19. John F. 
McNamara, Jr., son of the Saxton Com- 
pany’s treasurer, has just been commis- 
sioned a captain in the U. S. Marine 
Corps, and is stationed at Camp LeJeune, 
me Se 

q Harold Barry of the Barry & Epstein 
firm, 400-1 Washington Building, is back 
from a week’s trip to Bermuda. 


¢ Emil Borg, “Borgey,” manager of True 
Brothers, Inc., jewelers of 1390 Main St., 
Springfield, Mass., left for a trip to Sweden 
early in June. 

q Herbert W. Stranger, Sr., of the firm of 
the same name, 3rd_ floor, Washington 
Building, is back after getting his Truro, 
Cape Cod, home ready for the summer 
and his boat, “Pajono,” in the water, and 
looks forward to many fine week-ends there 
during the next three months. 


q Emery Soule, jeweler of Orleans, Cape 
Cod, Mass., deserted that good fishing area 
for a few days’ fishing in Maine recently. 


q The Thomas Long & Co. employees as- 
sociation was scheduled to hold its annual 
summer outing and combination clambake 
and weenie roast at the Cliff Hotel, 
Hatherly Beach, North Scituate, Mass., 
on Sunday, June 24. Door prizes include 
a $25 war bond, and there was to be 
music by Ken Reeves, orchestra. George 
Duhamel of the jewelry repair department, 
has been ill at St. Margaret’s Hospital. 


q William Tuttle, oldest employee with 
Smith-Patterson Co., where he has worked 
for 51 years, is recuperating from an oper- 
ation and is back on the job part time. 

q Reuben Corzen, jewelry repairman, of 
Room 305, Jewelers Building, Boston, died 
on May 22. 

q Nathan Perlmutter, known affectionately 
as “Little Nathan,’ a manufacturing 
jeweler with the Jorge Epstein Co., 412-16 
Washington Building, Boston, died May 21. 
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Imported and Marketed Solely by | 


Byarp F. Brogan 


Manufacturer of platinum and gold 

jewelry. Importer of diamonds, 

cultured pearls and gem stones. 
805 Sansom Street 


Philadelphia 7, Pa. 
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NEW PATTERN 
IN 14Kt Gold 


Also Available in 
Cuff Links Tie Clips 
Bill Clips Belt Buckles 

Photo Lockets 


LOUIS TAMIS & SONS 


Manufacturers of 


Gold Cases Novelties 
Fountain Pens Pencils 
36 West 47th St. New York 


Los Angeles Representative: 
Herbert Wood, 649 S. Olive St. 














WRITE FOR 
Our New 
COMPLETE CATALOG 


Materials, Tools, Watch 
Cases and Dials, Watch 
Attachments, Jewelry 


TILMORE WATCHES 


CENTRAL WATCH MATERIALS 
& SUPPLY CO., Inc. 


> Wholesale Jewelers 


134 So. 8th St. Phila. 7, Pa. 




















REPAIRING - ENGRAVING 
At entrees my Ey 1894. Approved 
. ' ‘for P.L. 16 Veterans & 346 


'. PHILA. COLLEGE OF HOROLOGY 
Write Dept. “K’ Hil’d Cataleg 
BAidwin 9-1376 
Arthur T. Johnson, Prinelpal 








LEARN WATCHMAKING | 











; AM AA_ r fe 
HNICAL SCHOOL 
COURSES FOR SUCCESS FOR 
WATCHMAKERS - ENSRAVERS 


AND JEWELE 


GRADUATES PASS CERTIFIED MASTER 
WATCHMAKER, 4.1.4. AND ALL STATE 
LICENSING EXAMS. 


©63 YEARS SERVICE o 





John J. BOWMAN, Director -LANCASTER PA. 
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q Helen Morris, who once owned a jewelry 
concession on the Steel Pier in Atlantic 
City, is now managing the jewelry store at 
840 Boardwalk, Ocean City, N. J., which 
is operated by Edward Morris, her brother- 
in-law. The store first opened for business 
May 30th, then was closed temporarily 
while the store front was being remodeled. 
Also included in the renovation program 
was the store interior where conventional 
showcases were replaced by recessed dis- 
play tables giving a “self-service” appear- 
ance. to the shop. This store officially re- 
opened Sunday, June 10th. 

q Mrs. B. L. Abraham, widow of Benjamin 
L. Abraham, who had been in the jewelry 
business over 50 years, died June 6th in 
Woman’s Medical College Hospital, at the 
age of 66. Mrs. Abraham had managed her 
husband’s store at 116 S. 12th St. and 
most recently assisted her son, Carleton, 
at his store at 135 S. 13th St. She lived 
most of her life in Philadelphia and was 
known among charitable groups as well as 
among those in the jewelry field. Surviv- 
ing are her sons, Carleton and Harold, and 
two daughters. 

q Jagielky’s Walnut Street windows at- 
tracted considerable attention recently by 
tying-in with the Philadelphia Flower 
Show, society’s famous spring affair for 
charity which brings suburban flowers to 
the city’s Rittenhouse Square. Deviating 
from the traditional policy of allowing no 
signs in his window, Mr. Jagielky used 
placards announcing the affair to call at- 
tention to the tie-in. Background for the 
jewelry on display was a heart of minia- 
ture flowers and lace. Copy relating to the 
merchandise shown was framed with the 
same flowers and lace. 

q Marcus Rosnov of 719 Sansom St. is 
spending most of these sultry days at his 
seashore home as he has done each summer 
for the past 30 years. 

q Harry E. Ross, watchmaker at Louis 
Sickles of 914 Walnut St., has opened a 
new summer home in Wildwood, N. J. He 
expects to commute daily to work and 
spend most of these long summer evenings 
fishing. 

q William Deger is in the midst of plans 
for a late summer vacation from his newly 
decorated store at 25 E. 7th St. in Chester. 
q The call to service in Uncle Sam’s armed 
forces is responsible for many changes in 
personnel at Doubet’s in Chester. Two sons 
of Carl A. Doubet, Sr., owner of the store, 
have already left for the service and an- 
other son is thinking of enlisting. Robert 
Doubet has been in the Signal Corps for 
nine months and is now in Fort Monmouth, 
N. J. Another son, James, in the Signal 
Corps for four months, is now at Camp 
Gordon, Ga. The third son, Ernest, is 
planning on joining the Navy. With all 
three leaving the business, Mr. Doubet is 
particularly glad to have his son Joseph 
join the business after his graduation from 
St. James High School this June, and 
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daughter, Mary Ann, enter the store after 

graduating from Villa Maria this season 

Joseph and Mary Ann are twins, 

q York air conditioners are being pro. 

moted for the first time this season by the 

House of Jewels, 6207 Market St., which 

added this line of merchandise to its stock 

last year. A large floor display and , 

portion of this year’s advertising budget 

have been allotted to promote the sale of 
the air conditioners. 

q That charming young saleslady who took 
charge of the W. J. Stephenson store a 
Chester and Serrill Aves. in Yeadon re. 
cently is Miss Lois Stephenson, daughter 
of W. J. and Mrs. Stephenson. 

q Marron’s Jewelers at 7 South Lansdowne 
Ave. in Lansdowne have added a large 
gift line to their extensive stock of mer. 
chandise. New fixtures have been installed 
and the store has been partially remodelled 
to accommodate the new merchandise. 
Plans are now being made to promote the 
new gift line next fall with a newspaper 
advertising campaign. 

q Lewis DeWolf has bought a new boat 
but won’t get a chance to go fishing in 
it for some time yet because his business 
at 1 S. 8th St., OPS regulations and the 
Army are keeping him busy. He'll start 
his annual two-week training period on 
July 22nd as a Colonel in the Reserve 
Corps. 

q The last meeting of the season for the 
Horological Guild of Philadelphia took 
place at the Philadelphia School of Engrav- 
ing, 1624 Arch St., Tuesday, June 12th. 
The meeting was the fourth in a series 
which have been devoted to instruction on 
hairsprings. Herman Pedrick, president of 
the school, lectured at the last meeting on 
vibrating a hairspring. The instruction in 
watchmaking techniques will continue to 
be a feature of the monthly meetings when 
they are resumed next September. 

q.C. Fred Muth of Jenkintown is spending 
most of his time this season in the Ocean 
City store due to the illness of his father 
and mother who usually run this board- 
walk store. 

¢q Bruce Byall has returned to his position 
as president of C. R. Smith & Son after a 
four day stay in Hahnemann Hospital. 

q Over 100 persons including attorneys, 

















LEARN AT HOME! 


STONE SETTING © JEWELRY 
REPAIR AND MANUFACTURING 


Same Course Residence students receive! 
Contains 26 illus. lessons & valuable data. 
Per lesson cost less than 75¢. Offer lim- 
ited. Write us NOW! 


} RESIDENCE COURSE IN WATCHMAKING, JEWELRY 
) REPAIR, ENGRAVING, AND GUNSMITHING — 
Request Catalog. 


A. W. THACKER ACADEMY FOR JEWELERS 


117 Fourth Ave. Pittsburgh 22, Pe. 










_—_ -_ - ~~~ ~ 











THE JEWELERS’ CIRCULAR-KEYSTONE 








PENNSYLVANIA RJA RE-ELECTS OFFICERS AND DIRECTORS 





Since the dates for the annual conven- 
tion of the Pennsylvania Retail Jewelers 
Association were changed this year from 
September to April, the present slate of 
oficers were re-elected to serve until the 
next annual meeting in 1952. 

Shown seated above, left to right, are: 
H. F. Swartz, York, director; W. D. Pink- 
stone, Philadelphia, past treasurer; E. L. 
Carlson, Kane, vice president; C. H. Heine, 
Philadelphia, vice president; C. L. Snyder, 
Reading, executive secretary; K. A. 
Schwemmer, Reading, president; K. L. 
May, York, treasurer; Charles T. Evans, 





secretary of the American National Retail 
Jewelers Association; Oscar Kind, Jr.., 
vice president, Middle Atlantic Region, 
ANRJA, and C. L. Thomas, Kennett 
Square, director. 

Standing, left to right, are: F. A. Ruff, 
Johnstown, vice president; F. Eschbach, 
Milton, director; W. C. Stoeckel, Scranton, 
vice president; E. K. Welch, Philadelphia, 
director; ©. Kunsman, Beaver, director: 
C. W. Fenton, Sunbury, director; W. H. 
Diller, Reading, director; M. W. Alex- 
ander, president of the Reading Guild, 
and A. L. Sauter, Philadelphia, director. 





----- 


accountants, retailers and wholesalers who 
are not members of the Sansom Street 
Business Men’s Association, attended the 
meeting of this organization held on May 
24th at Bookbinders Restaurant. Edward 
H. CeCindis, attorney-adviser to the Phila- 
delphia OPS regional office, gave a talk 
and answered questions on recent changes 
in OPS regulations. Questioners kept him 
busy for a full two hours. The next regular 
meeting of this group will take place 
sometime in September. On the agenda 
for that meeting is the election of new 
oficers and the formulation of plans for 
the fall banquet. 

{ A water show arranged by Lewis De Wolf 
was the feature attraction of the Flag Day 
(Thursday, June 14th) outing of the Retail 
Merchants Credit Association. 

{ Burke’s Jewelers have moved from Ches- 
ter Pike, Prospect Park, Pa., to 12 E. 
Ashland Ave. in Glenolden. 

(Apparently Leon Gordon can’t be torn 
away from his business at 403 Market St. 
in Chester, Pa. His planned vacation in 
Bermuda has been postponed indefinitely. 
4 Michael Simon of M. Simon & Co. has 
returned to Philadelphia following a brief 
stay in a New York hospital due to a 
sudden heart attack while visiting that city. 





Mohawk Valley Watchmakers 
Set Date for Annual Outing 


Plans for the annual picnic of the 
Mohawk Valley Watchmakers Guild were 
discussed at a recent meeting in the 
Imperial Restaurant, Utica, N. Y. 

The annual event will be held July 15th 
at Lake Moraine, Hamilton, with Ray 
Dolan as chairman. Other committee mem- 
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bers are William Rys, Lawrence Yacobelli, 
Frances Vaughn and Paul Cardarelli. 

















CASTING 
SILVER 


WITH TIN RESTRICTED, leading 
costume jewelry manufacturers 
are turning again to sterling 
silver for the production of high 
style costume jewelry. 


SINCE WORLD WAR Il, impor- 
tant advances have been made 
in the ''lost wax" casting process. 
For new equipment for large 
volume production, and for op- 
erating supplies, call on us. 


WE COVER THE ENTIRE PROC- 
ESS of casting from the rubber 
mold to the final polishing. 


LET US KNOW your require- 
ments. We will send you a 
detailed estimate covering equip- 
ment and supplies needed. 


ALEXANDER SAUNDERS & CO. 


95 Bedford Street New York 14, W. Y. 
WaAtkins 4-8880 
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#7753 
1l” x 8” 
Keystone 

$72.00 


Sole 
U.S.A. 
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for 
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1000-Day 
Clocks 


Send 
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catalog 
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price 
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SEE OUR EXHIBIT AT THE WALDORF-ASTORIA, AUGUST 12-16, ROOM 690 


HENRY COEHLER CO., INC. 


220 FIFTH AVE., N. Y. C. 
1524 Merchandise Mart, Chicago 
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q An ivory pendant designed and created 
by E. &. ‘atiaferro, retail jeweler of Jack- 
son, Tenn., was the subject of a recent 
feature article that appeared in The Jack- 
son Sun. The ivory pendant was made 
vy Tatiaterro torty years ago when he was 
taking a special jewelry course at Pratt 
Institute in Brooklyn, N. Y. The school, 
according to the story, awarded Taliaferro 
a gold medal at that time “for the execu- 
tion of the best original design of a 
jeweled ornament.” ‘The newspaper ar- 
ticle was illustrated with two photographs, 
one a photo of Taliaferro and the other 
the ivory pendant and the gold medal 
award. 

q Nelson R. Coleman, Jr., was recently 
appointed president of the Carl J. Doeder- 
lein Co., 320 N. Charles St., Baltimore, 
Md. Mr. Coleman, who entered the jewelry 
business 14 years ago, 1s an amateur 
artist as well as a jewelry designer. He 
is vice-president of the Executive Associa- 
tion of Baltimore. 

q Lord’s Jewelers No. 1 and Lord’s Jewel- 
ers No. 2, both of Louisville, Ky., have 
been incorporated with capital stock or 
$20,000 each. Both firms have the same 
incorporators: Marvin Wasserman, Su- 
zanne Wasserman and Lee Levy. 

q Friedman’s Jewelers, Inc., Atlanta, Ga., 
has opened two new stores in Georgia, ac- 
cording to announcement by Joseph Perel- 
stine, vice-president of the company. One 
is at Marietta, another at Rome. The 
Marietta operation, at 27 North Park 
Square, is managed by William Sheppard 
of East Point and Atlanta; the Rome store 
is in charge of W. B. Black, formerly of 
Columbia, S. C. 

q Stanley Jewelers, Inc., Dillon, S. C., has 
been chartered with capital stock of $2,500 
to engage in retail jewelry and watch re- 
pair business; also to deal in electrical 
appliances and leather goods. James O. 
Simpkins is president. 

q Busch Jewelry Co., a new enterprise for 








Everts 
Appoints 
Goldthorpe 
Mdse. Mor. 


GENE 
GOLDTHORPE 





Myron Everts, secretary and treasurer 
of the Arthur A. Everts Co., Dallas, Texas, 
announced recently the promotion of Gene 
Goldthorpe to merchandise manager. 

Goldthorpe has been with Everts three 
years and in the jewelry business 30 years. 
He was formerly associated with C. D. 
Peacock’s Jewelers and Marshall Field & 
Co. in Chicago, and with Traub Brothers 
and Co. in Detroit. 


> THE SOUTH 


Cuattanooga, Lenn. recent! 
business at 837 Market St. 
q Lewis and Morris Ely announced re. 
cently the purchase of Avenue Jewelers 
2014 Greenville Ave., Dallas, Texas The 
new owners have changed the Sait ates 
to the Gem Jewelry Store. The Elys oper: 
ate two other jewelry stores in Dallas— 
one at 2613 5S. Lancaster St. and the 
other at 5405 E. Grand St. 

q A new “hot check” law, passed recenily 
by the Texas Legislature, is expected to 
reduce “bad check” losses for jewelers and 
others in the state. It provides that, when 
a jeweler is notified by a bank that q 
check which he has been tendered is yalye. 
less, he may notify the writer, either jp 
person or by letter, of the fact. The check 
writer then has ten days in which to make 
the check good or be prosecuted. Checks 
in any amount come under the provisions 
of the law and penalties range up to $200, 
q The Watch Shop, 608 Fannin St., Hous. 
ton, Texas, has named A. C. Henry as 
their new manager. Mr. Henry has for the 
past 12 years been associated with the 
Loftis Jewelry Co. of Houston. 

q The Zale Jewelry Co., well known re. 
tail credit jewelry organization, opened a 
new store in Harlingen, Texas, on May 5th. 
The new store is managed by Irving 
Melitz. On hand for opening ceremonies 
were Mel Berns, supervisor for stores in 
Dallas, Waco, Austin, San _ Antonio, 
Brownsville and the new store in Harlin- 
gen, and William Zale, vice-president in 
charge of sales and advertising. 


Y Opened for 


Norfolk Jewelry Firm Receives 
Award for Hiring Handicapped 


A Department of Labor citation was 
presented June Ist to Guy K. Herr, of 
Herr & Kline, jewelers of Norfolk, Va, 
for providing employment for physically- 
handicapped workers. The presentation 
took place at the 20th annual convention 
of the Disabled American Veterans of 
Virginia at the Nansemond Hotel in Nor- 
folk. John Stevens, of Richmond, assistant 
commissioner of the Unemployment Com- 
pensation Commission of Virginia, pre: 
sented the award. 

According to data supplied at the presen- 
tation, the Herr & Kline firm has employed 
and trained three handicapped veterans 
since the end of World War II, and a 
total of 19 persons since 1927. 

Five now operate businesses of their own, 
four are still in the employ of the firm, 
two are employed by other Norfolk jewel: 
ers, two are employed elsewhere in Vit 
ginia, and one each is employed in Penn 
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Michigan, Florida and California. 


gylvania, 
‘) and the whereabouts of 


One is deceased, 
another 1S unknown. 

Stevens said the record was all the more 
remarkable because the firm has had an 
average of only 19 employees, making it 
the first small business in the country to 
receive such a recognition. He added that 
the firm is one of only three to receive the 


award in Virginia. 





Dallas Show Committee Named 


William F. Sebel (W. F. Sebel Co.), 
Norman Teguns (Bulova Watch Co.), Joe 
Stadtman (Trifari, Krussman and Fishel), 
Max Solomon (Volupte) and Julien Keilus 
(Jacques Kreisler Mfg. Corp.) will serve 
on the officers’ committee, representing the 
‘ewelry manufacturers participating in the 
nd. Allied Gift and Jewelry Show, to be 
held in the Hotel Adolphus, Dallas, Sept. 
2-7. 

Other names on the committee list in- 
clude Russell Stubaus (Worcester Royal 
Porcelain Co.) and John A. Schroeter 
(Lenox, Inc.). 

The event will be sponsored by Allied 
Exhibitors, Inc., with H. W. Johnson, presi- 
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DIAMOND SETTING 
WATCH REPAIRING 
1 year guarantee. 
ENGRAVING 
All styles of block, shading and 
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PLATING 


Jewelry, silverware, ete. 
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With 25 years of serving the trade we 
can meet all your repair problems. 


PROMPT 24 HOUR SERVICE 


PAUL H. LOTTHAMER 


44 Graham Avenue Brooklyn 6, N. Y. 
Phone EVergreen 8-1294 
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dent, Joseph E. O’Sullivan of Haviland 
and Co., vice-president, and Mildred M. 
Dalton, show director, presiding. 


Kansas CityWatchmaking School 
Establishes Home Study Courses 


As a result of an overwhelming number of 
requests for home study training in watch- 
making, jewelry and engraving, the Kan- 
sas City School of Watchmaking has now 
established its first two courses, watchmak- 
ing and engraving, in this new division of 
its training. The course outlines and train- 
ing procedures for this division have been 
adapted from the training methods of the 
Resident School for which the Kansas City 
School of Watchmaking has been accorded 
national recognition. Enrollments began 
coming in within three days after the an- 
nouncement of the release of the home 
study courses. 

The Kansas City School of Watchmaking 
hesitated to enter the home study training 
field, but by careful analysis they decided 
courses could be developed which would 
provide complete preparation for careers 
in watchmaking, jewelry and stone setting, 
and engraving. The development was a 
slow process, and has undergone numerous 
revisions, but two of the courses are now 
released—watchmaking and engraving. 





LEO KASER 
Lirector of 
Training at KCSW 


GUSTAVE VAN ERP 
President 
of KCSW 

The home study course in watchmaking 
at the Kansas City School of Watchmaking 
is under the direction of Leo Kaser, the 
school’s director of training. He has or- 
ganized the text material into 48 compre- 
hensive lessons, each illustrated and written 
in easy-to-understand language. 

Gustave Van Erp, master engraver, has 
developed a unique training method in 
the home study course in engraving, which 
is under his direct supervision at the Kan- 
sas City School of Watchmaking. The 
course includes 22 lessons, beginning with 
the simple formation of letters of the 
alphabet and concluding with all forms of 
hand engraving. 


-_—  —— 


Helen Prange Heads Ad Club 


Miss Helen Prange, advertising manager 
of Mermod-Jaeccard-King Jewelry Co., was 
elected president of the Women’s Advertis- 
ing Club of St. Louis at the clubs’ annual 
dinner meeting on June 5th. The meeting 
was held in the ballroom of the Hotel 
Forest Park. 

Miss Prange has starred in the famed 
Gridiron Shows of the Women’s Advertis- 
ing Club for many years. 





A GOOD PLACE TO 
PUT YOUR MONEY! 


CLIPFOLD* .. . wafer-thin, 
featherweight bill holder that 
replaces wallet or money clip 
... Keeps 20 or more bills snug 
and handy. Multiple version, 
TWINFOLD, has 2 separate 
pockets. Both in fine leathers 
—for men and women. Retail 


from $6. 
* Pat. No. 2455515 


From an exclusive group of gold mounted 
Leather Goods Styled and Manufactured by 
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We have conducted sales for 
leading jewelers of America 


20 years of concentrated experience 
in this field. 


Bank and Trade References Supplied 


Correspondence strictly confidential. Our 
successful methods of conducting sales have 
proved that when the auetion is over you 
will have the good will of the people in 
your entire community, and your business 
will be permanently increased. 


LOUIS COLMES 


637 SCRANTON AVENUE, LYNBROOK, N. Y. 
TELEPHONE: LYNBROOK 3-8044 
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Gold=Silver 
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EPAIRED & PLATED LIKE NEW 
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EST. 1917 
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One simple application of Pro-Tex-Sil 
will protect beautiful silver from 
tarnish for many weeks. 


WELMAID MANUFACTURING CORP. 
1737 N. Campbell, Dept. 27, Chicago 47, Ill. 


DIAMOND SETTING 


Gold and Platinum Jewelry Repairing 
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4 Joseph Kagan of 55 East Washington St., 
returned after a month’s buying trip 
abroad. His itinerary included Belgium, 
Holland, France, and Israel. 

4 Edwin P. Schultz, sales manager for 
James H. Napier Co., 36 South State St., 
stated that the firm’s fall line which was 
scheduled to open up in the New York, 
Los Angeles, and Chicago Showrooms on 
June 18 is the best in the firm’s 76 years 
in business. Salesmen are scheduled to 
start carrying the new line on July 2. 
C. Blake Flint, who formerly covered the 
eastern part of the Midwest for the firm, 
is now sales promotion manager and sta- 
tioned in New York. His territory (Ohio, 
Michigan, Indiana, Kentucky, part of 
Pennsylvania, and all of West Virginia) 
has ben taken over by William R. Wallin. 
Harold C. Donaldson, who has recently 
joined the firm, is covering the smaller 
towns in the same area. 

q A large contingent of Chicago whole- 
salers made the trip to Atlantic City for 
the National Wholesale Jewelers’ Associa- 
tion convention at the Ritz Carlton on 
June 4 and 5. Among those who made the 
journey were: Arnold Schloss, Phyllis 
Originals; Bob Sheffres, Bob Sheffres Co.; 
Dave Goldberg and Leonard Simon of 
Drach and Weinfeld; Howard Seebeck and 
Harry Mitchell, Seebeck and Mitchell; 
Mrs. Christine Adams and Leonard Good- 
man, Lewy-Goodman Co.; Austin Clark 
and Howard Bohlander, A. C. Becken Co.; 
Webb Ball, the Ball Co.: Nate Blank and 
his son, Don, the Speidel Corp.; George 
Mason and Bill McGreevy, Mason and Mc- 
Greevy; George Beduze, Anson, Inc.:; Dick 
Showerman, Tessler and Weiss, and Al 
Davis, manufacturers’ representative. 

q R. J. Pausback of Agnini and Singer, 
656 N. Western Ave., announced the 
resignation of Joe Gordon because of ill 
health. Mr. Gordon represented the firm 
in the Southern territory which covered 





Visits Alaska on Business 


Marc Goldsmith, president and general 
manager of Goldsmith Bros. Smelting & 
Refining Co. of Chicago, left on an ex- 





MARC 
GOLDSMITH 
President and 

General Manager, 
Goldsmith Bros. 
Smelting & 
Refining Co. 





tended business trip the latter part of June. 
Mr. Goldsmith, will spend five to six weeks 
inspecting valuable properties owned by 
his firm in Alaska. 








from the East coast to Texas and from 

Virginia to the Gulf. Ralph Singer, ¢. 

owner of the firm, was on a fishing trip at 

Eagle River, Wis., early in June. Oreste 

Agnini planned to join him. Several sych 

trips have been planned by the two during 

the summer. 

q Irving Jensen and Bernard Zell, joint 

managers of the Chicago office of Jacoby- 

Bender, Inc., 29 East Madison St., were in 

New York early in June to confer with the 

main office and factory. 

q Herbert Reichelt of Dodge, Inc., 706 

North Hudson Ave., vacationed with his 

wife and smail son the first two weeks in 

July. 

q Irene Walbaum of Imperial Pearl Syndi. 

cate, 5 North Wabash Ave., reported that 

Virginia Keil joined the accounts receiv. 

able section of the firm’s bookkeeping 

department eatly in June. 

q Thomas E. Doonan, vice president and 
purchasing agent for F. H. Noble and Co,, 
was made foreman of the county grand 
jury for June. The jury of 23 persons, in. 
cluding eignt women, was impaneled June 
4 by Judge Frank Padden, chief justice of 
Criminal Court. 

q Al Hofeld of Barclay Jewelry, Inc., 36 
South State St., spent the last three weeks 
in June in New York where he attended 
the opening of the Marvella Pearls and 
Barclay Jewelry fall lines. 

q Members of the jewelry trade who knew 
Bert Hopper joined this month in mour.- 
ing his death on June 1. Mr. Hopper had 
been the head of the National Railway 
Time Service Co., a subsidary of Stein 
and Ellbogen. He had been in ill health 
since an accident on June 4, 1949, on the 
opening day of the convention of the Na- 
tional Wholesale Jewelers’ Association. 
Mr. Hopper, who was attending the con- 
vention, was struck by an automobile in 
front, of the Edgewater Beach Hotel. Fol- 
lowing this accident, Mr. Hopper was 
hospitalized for a year and a half. He left 
the hospital for a few months early this 
year, but failing health forced his return 
to the hospital a few weeks before his 
death. 

q Norman Kernis, owner of Norman 
Jewelers at 6355 South Halstead St. and 
past-president of the Jewelers’ Association 
of Greater Chicago, has been elected presi- 
dent of the Englewood Businessmen’s 
Association. Norman Jewelers is located in 
the Englewood area. 

4 Louis Litt of Litt Jewelers, 16 West 
Madison St., extended an invitation during 
the June meeting of the Jewelers’ Associa- 
tion of Greater Chicago for members to 
attend a dinner on behalf of the Combined 
Jewish Appeal. The dinner was scheduled 
to be held at the Palmer House on June 27. 
4 Arnold Price, vice-president of the Ball 
Co., wholesale jewelers at 6 N. Michigan 
Ave., was recuperating from an emergency 
appendectomy on June 5. His many friends 
in the jewelry trade joined in wishing him 
a speedy recovery. 
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CJA MEMBERS RE-ELECT ALL OFFICERS 





All officers of the Chicago Jewelers Association were re-elected at the annual meeting of 

the organization held May 17th at the Palmer House. They are, seated left to right: Francis 

V, Healy, secretary; Mead Montgomery, president; Charles D. Ellbogen, vice president, and 

James H. Swartchild, treasurer. New directors elected to serve for a two-year term are, 

standing left to right: Nate Blank, William E. Comiskey and Al Wahlen. Absent when this 
photo was taken was Webb Ball, newly-elected director. 


The Chicago Jewelers’ Association re- 
elected all four of its officers for another 
year at the organization’s annual meeting 
on May 17. 

The prospect of dinner and entertain- 
ment in the Empire Room brought out 
the largest attendance in recent years. 


Howard D. Schaeffer, past president and 
honorary member of the CJA, acted as 
temporary chairman during the election. 
John Biggins, chairman of the nominating 
committee which included Charles Brown 
and R. S. Hulbert, presented these names: 


Officers: President, Mead Montgomery; 


Vice President, Charles D. Ellbogen; Trea- 





surer, James A. Swartchild; Secretary, 
Francis V. Healy. 

Directors for two-year terms expiring 
in 1953: Webb Ball, the Ball Co.; Nate 
Blank, representative of the Speidel Corp.; 
William FE. Comiskey, representative of 
THE JEWELERS’ CIRCULAR-KEYSTONE, and 
Al Wahlen of the Goldsmith Brothers 
Smelting and Refining Co. 

Al Lauschke, chairman of the CJA Golf 
Committee, told members that everything 
was all set for the annual CJA golf outing 
at Elmhurst Country Club on July 10. 

After a short business meeting, the 
sroup adjourned to the Empire Room, 
where a good dinner and entertainment 
were enjoyed by all. 





Martin Succeeds Kernis as 
Head of Jewelers Association 


Dave Martin is the new president of the 
Jewelers Association of Greater Chicago. 
Norman Kernis, past president, was elected 
honorary president of the group at its 
annual meeting June 6. Other officers in- 
clude: Ira Marks, vice president; John 
Baumrucker, treasurer, and Sheldon Phil- 
lips, secretary. 

The new directors of the organization 
are: Al Appel, Ben Belon, Al Berke, Har- 
old Cohn, Louis Cutler, Robert Forman, 
Charles Gold, Irving Kernis, Edward 
Michals, Allyn Raymond, Rolland Trocky 
and David Wexler. 

The group also passed an amendment 
to its constitution which makes all past 
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presidents of the group members of its 
board of directors. 

The membership application of Courtesy 
Jewelers, South Parkway and 6lst St., was 
accepted nnanimously. 

The alternate pricing plan for jewelers 
contained in Amendment 6 to CPR 7, was 
read and explained by Benjamin L. Sacks, 
executive secretary and counsel of the 
association. 


- 
of 





Norman Kernis (second from left), outgoing 
president. of the Jewelers’ Association of 
Greater Chicago, congratulates Dave Mar- 
tin, incoming president. Left to right: Ben- 
jamin L. Sacks, executive secretary and 
counsel, Kernis, Martin, and John Baum- 
rucker, treasurer of the organization. 
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q His hundreds of friends in the local 
jewelry industry have been extending con- 
sratulations to Albert C. Wallenstein, 
president of the Wallenstein-Mayer Co., 
upon his recent election as president of 
the National Wholesale Jewelers Associa- 
tion. He is a past president of the Cincin- 
nati Wholesale and Manufacturing Jewel- 
ers Association, and is one of the most 
active and widely known industry leaders 
in this city. 

q Among those from here who attended 
the National Wholesale Jewelers Associa- 
tion convention in Atlantic City were Mr. 
Wallenstein, J. K. Kassel of the Kaufman- 
Kassel Co., 434 Elm St.; Victor Youkilis 
of the Victor Corp., Enquirer Building, 
and Cherrington L. Fisher of the Harry 
Greenwold Co., 18 West Seventh St. 

q George W. Schwab, owner of C. B. & S. 
Jewelry Manufacturers at 534 Vine St., has 
changed the company name to George W. 
Schwab Manufacturing Jewelers. After 
having been employed by other local man- 
ufacturers for a number of years, Mr. 
Schwab purchased his present business 
two years ago. The firm makes semi- 
finished castings for manufacturers, and 
does special order work. 

q J. Charles Hummel, who has called on 
local retailers for 31 years, the last 16 
as a salesman for the Gerwe Brown Co., 
and Robert Herbers. who has been with 
the firm in the same capacity for eight 
years, were the recipients of a flood of 
cards on May 14, the birthday of each. 
Mr. Hummel, the perennial secretary of 
the Town Criers, this city’s organization of 
wholesalers’ and manufacturers’ salesmen, 
is one of the most widely known and popu- 
lar salesmen in the industry here. 

q Walter Decker observed two anni- 
versaries on June 19—his 70th birthday 
and his 54 years of association with the 
same retail jewelry store. In 1897, Mr. 
Decker became a salesman in the store of 
Barker and Freisens, and has continued 
through the successive ownerships of 
Walter Barker, his son, Eben A., and the 
present owner, Don Moore. Mr. Decker 
celebrated the anniversary with a family 
reunion and a vacation, but expects to con- 
tinue his connection with the store in- 
definitely. 

q Vacationing were Julius D. Jacobs, 
president of ihe D. Jacobs Sons Co.. whole- 
salers, 811 Race St., at Cape May, N. J.. 
for six weeks: Herman Rauch of C. and H. 
Rauch, Inc., wholesalers, 530 Walnut St.. 
in Florida; Stafford Resford of the Wal- 
lenstein-Mayer Co., wholesalers, 31 East 
Fourth St., to Kentucky for fishing; Her- 
man Busse, diamond setter, and Doris 
Taylor, secretary, Schira Brothers, manu- 
facturers, 530 Walnut St.: William R. 
Black, salesman for the Harry Greenwold 
Co., wholesalers, 18 West Seventh St., to 
North Carolina for fishing; Charles Eyer- 
man, head of the watch department for the 
Gerwe Brown Co., wholesalers, Temple Bar 
Building; Kitty Dollries, retailer, 4913 


CINCINNATI 


Glenway Ave., and her son, in Florida, and 
Dora Schenz of Don Moore Jewelers, 435 
Main St., in Mexico and the southwest. 

q Lew Hetzner, retailer in Peru, Ind,, jg 
reported to be wearing a broader smile 
these days because his son, Lew Hetzner, 

Jr., has returned to the store after an jj]. 

ness, and another son, Cornelius, who 
operated a jewelry store in Wabash, Ind., 

is being released from the Army, in which 
he has been serving as a captain, 

q The manufacturing plants of the Dory 
Jewelry Co., 2100 Reading Road, and 
Rosfelder Brothers and Co., 413 Race St. 
will be closed from June 29 to July 9, to 
provide all employees with simultaneous 
vacations. 

q Don Moore Jewelers, retailer at 435 
Main St., is staging several successfyl 
promotions this summer. The store gives 
Gruen watches once monthly to the win. 
ners of speed trials at the Cincinnati 
Speedway, the same prizes to the Cincin- 
nati Reds players voted the most valuable 
in a radio letter writing contest, and has 
a new TV contest on a local station. 

q The semi-annual sales meeting of the 
Gruen Watch Co. will be held in Hotel 
Sinton here on July 9 and 10, with com. 
pany salesmen from throughout this coun- 
try and Canada attending. Plans for the 
coming season will be discussed at the 
sessions, over which President Benjamin §, 
Katz will preside. 

q More than 200 manufacturers, whole. 
salers and retailers from numerous cities 
in this area attended the annual picnic of 
the Cincinnati Wholesale and Manufactur- 
ing Jewelers Association at the Ryland 
Country Club in nearby Kentucky on June 
12. The program included varied sports 
and athletic events, with a charcoal grilled 
steak dinner being served during the early 
afternoon. The arrangements committee 
included Richard Heileman, Ray Froh- 
meyer and Clarence Loeb. 

¢ George Warren, manager of the diamond 
department of George H. Newstedt and 
Co., retailers at Fourth and Race Sts., was 
recently elected president of Our Lady of 
Mercy Hospital Festival Corporation. 

q Julian and Herbert Schwab of A. G. 
Schwab & Sons, Inc., wholesalers, 229 East 
Sixth St., were on a buying trip in the 
East. Betty Kay of the Betty Kay Jewelry 
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Gift Shop, 9727 Erie Ave., was in Cn1- 


& 

cago on a buying (trip. 

¢ Miss Betty Kuhlman, secretary in the 
office of Litwin & Sons, Inc., 114 West 


Sixth St., has announced her engagement 
to Gordon Phelps, with the wedding ex- 
pected to be solemnized next autumn. 

4 Maury Gerwe and George E. Brown of 
the Gerwe Brown Co., wholesalers in the 
Temple Bar Building, are alternating every 
two weeks between the local company 
headquarters and the new branch office in 
Dallas, Texas. 

4 Mr. and Mrs. Sam Gottlieb, parents of 
Alvin Gottlieb, proprietor of Sydel Jewel- 
ers, 3928 Glenway Ave., recently celebrated 
their golden wedding anniversary. 

4 The Misses Virginia Frilling and Eunice 
Bartling, both employed by A. G. Schwab 
& Sons, Inc., wholesalers at 229 East 
Sixth St., were married during June. 

4 Louis Lange, retailer at 435 Vine St. 
and Mrs. Lange celebrated their golden 
wedding anniversary with a reception in 
Hotel Alms on June 5. Among the 500 
cuests were many local wholesalers and 
manufacturers. 

4 Seymour Baum, owner of Baum Credit 
Jewelers, 4027 Hamilton Ave., escaped with 
a back injury and severe bruises when his 
new car was demolished in a traffic acci- 
dent. 

q Mrs. Moe Parker of the Merbler 
Jewelry Corp., in Pensacola, Fla., visited 
her parents, Mr. and Mrs. Akim Litwin of 
Litwin & Sons, Inc., and saw for the first 
time her new granddaughter, whose father 
is Paul Parker, a Litwin salesman. 

q George EK. Brown of the Gerwe Brown 
Co., and his son, Robert, were among the 
spectators at the recent Kentucky Derby 
near Louisville. Mr. Brown is a Kentucky 
colonel of several years’ standing. 

q John J. Flaxmayer, 44, a former em- 
ployee of the Gruen Watch Co., and a 
brother of Rutherford J. Flaxmayer, re- 
tailer in the Traction Building, died re- 
cently. 

q Henry Schuiz, with Motch, Inc., retailers 
in suburban Covington, Ky., for 30 years, 
has been elected a director of the com- 


pany. 
q Marie Kinzalow, polisher for Schira 
Brothers, manufacturers at 530 Walnut 


St., was called to Chattanooga, Tenn.. be- 
cause of illness in her family. 

q Clarence Leeb, salesman for Litwin & 
Sons, Inc., with his wife, sister-in-law. 
Mrs. Mayo Loeb, and the latter’s son, spent 
two weeks recently with Mr. Loeb’s 
mother, Mrs. Lee Loeb, in Selma, Alla. 














RAY C. EIBEL R. J. FROMMEYER _—BOB GAU 


KLEIN BROS. CO. 


Supreme Court Upholds 
Itinerant Peddling Laws 


On June 4, the Supreme Court of the 
United States held that it was constitu- 
tional for communities to pass laws against 
door-to-door selling. The court ruled that 
communities which have found these meth- 
ods of sale obnoxious may control them 
by ordinance. Justice Stanley Reed, who 
spoke for the majority, said that it would 
be a misuse of the great guarantees of free 
speech and free press to use that guarantee 
to force a community to admit solicitors 
to the homes of residents. 

A Louisiana magazine salesman brought 
the case to the Supreme Court. He had 
been fined for soliciting magazine sub- 
scriptions in the city of Alexandria, La., 
which had an ordinance prohibiting door- 
to-door selliag. Some 400 communities in 
the United States have an ordinance which 
outlaws house-to-house selling. Under the 
Supreme Court ruling, such sales are now 
barred, unless the salesman has been re- 
quested or invited by the occupants. 

The decision will affect jewelers in those 
communities which have such a law, be- 
cause it will block the sales efforts of 
canvassers who represent manufacturers of 
silverware, watches, and other jewelry 


store products. Manufacturers of jewelry 
store products who use the door-to-door 
approach to sales may now find it more 
difficult to sell their products, particularly 
if additional communities vote to adopt 
such a law. 


PRACTICAL AND PRETTY 





This eye-catching diamond fashion photo 
is but one of many distributed recently 
to the nation’s fashion and woman’s page 
editors by the Jewelry Industry Council. 
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Exclusive Distribution of 
“Miss Vanity” Boxed Ladies 
Jewelry Is Now Available. 


We Also Distribute All Nationally 
Known Lines of Jewelry and Clocks. 


THE D. JACOBS SONS CO. 


WHOLESALE JEWELERS SINCE 1873 
811-813 RACE STREET, CINCINNATI 2, OHIO 














VICTOR HAS THEM! 


The Sensationally Popular 











Greatest 
achievement in 
quality ring 
making in over 
100 years. 


The photos and accompanying fashion re- 
leases were distributed to spur public 
interest in “The Diamond Exhibit,” a 
nation-wide TIC promotion held May 24th 
to June 9th. 

The delicate diamond necklace shown 
in the photograph above may be worn 
with or without the attached pendant which 
also doubles as a brooch. Lacy diamond 
eardrops and an impressive diamond watch 
are typical of the airy beauty seen in the 
new diamond fashions. Jewelry by Oscar 
Heyman & Bros. 


WHOLESALE JEWELERS 
The Line Beautiful 
617 VINE ST. CINCINNATI, OHIO 











Visit us at 


CHICAGO SHOW 
July 29 through Aug. 2 Room 537 


EXPERT 
PEARL RESTRINGING 


Nation-wide prompt service. 45¢ per strand plus 
Postage. Missing pearls perfectly matched; 
clasps, clicks, etc., replaced at reasonable 
Prices, All jobs guaranteed. 


B. FEINSTEIN 
31 N. State St., Chicago 2, Mlinois 


THEVICTOR corp: ‘aue® suo 











“Value Is Ever Victor” 
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This Entirely New Method of teaching 
Engraving is an innovation in Home 
Study Training. 


With the help of the “Silent Teacher” 
you_can now learn the fine techniques 
= Engraving at Home—in your spare 
ime. 


The “Silent Teacher’ enables you to 
see your own errors... correct your 
own work ... progress faster. 


The “Silent Teacher” is under the di- 
rection of GUSTAVE VAN ERP, Master 
Engraver, and originator of the method. 


Write for full information 


Kansas City School of Watchmaking 
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New York 10, N. Y. 
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WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 

















EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 

















MADDOCK & MILLER, INC. 


English China and Earthenware 
CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 

COALPORT Bone China and Earthenware 

ROYAL CAULDON Bone China and Earthenware 


129 Fifth Avenue, New York 3, N. Y. 




















TEDMAN IMPORTING CO. 


225 Fifth Ave. Tele.: MU 5-5324 
New York 10, New York 


‘ROYAL CHELSEA 
ENGLISH BONE CHINA—EARTHENWARE 
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NEW OFFICES OF SAINT PAUL COMPANIES 





One section of the interior of the modern yet functional home offices of the Saint Paul Com. 

panies, St. Paul, Minn., is shown above. An open house party was held recently by the firm 

to mark the completion of a new five-story building as an addition to their former quarters, 

and the over-all renovation and decoration of their old building. More than 4000 people 

attended the affair and viewed at first hand the complex operation of a modern insurance 
company 


Exhibits at Dallas Gift Show 
To Feature New Giftware Lines 


Many new lines of merchandise will be 
shown for the first time at the forthcom- 
ing Dallas Gift Show which will be held 
September 2 to 7 at the Baker Hotel and 
the Second Unit of the Santa Fe Building. 
Among new merchandise which will be 
on exhibit are ceramics from Holland and 
California, antiques gathered in France 
and England, English brass and copper- 
ware, and Swedish glassware and pottery- 
wares. 

Final plans for the Dallas Fall Gift 
Show, one of the popular markets spon- 
sored by Southwest Exhibitors, Inc., were 
made at a recent meeting of the Board in 
Dallas. Theodore R. Ray, Dallas repre- 
sentative of the Gerwe Brown Co., was 
named chairman of the _ entertainment 
committee to be assisted by Ward H. 
Adams, United China & Glass, and H. 
E. Buchanan, International Silver Co. 


P. G. STORM, SR. FRED SANDS 


President, Secretary-Treasurer, 
Southwest Exhibitors, Southwest Exhibitors, 
Inc. Inc. 


The Board adopted a new signature- 
trademark which will be used in all ad- 
vertising and direct-mail literature sent 
to each member of the 300 exhibitor or- 
ganization. The emblem emphasizes the 








fact that the Dallas Gift Show is “the 
original show held in the Southwest.” 

Board members present at the meeting 
were Paul G. Storm, Sr., Reed and Bar. 
ton representative and president of South- 
west Exhibitors, Inc.; Fred Sands, secre- 
tary-treasurer of Southwest Exhibitors, 
Inc.; D. D. Otstott, D. D. Otstott & Co., 
Dallas; Sam R. Young, Seldman & Co.; 
Gilbert J. Lehman of Dallas; Ralph W. 
Smith, Ralph W. Smith Co.; I. J. C. Hol: 
land, Holland Jewelry Co., San Angelo; 
Carlton Kendall, Castleton China Co; 
Theodore R. Ray; Ward H. Adams, and 
H. E. Buchanan. 

Among the social functions to be held 
in conjunction with the event is the Dallas 
Gift Show Party, a deluxe buffet supper- 
dance, which is to be held in the Pea- 
cock Terrace atop the Baker Hotel. 


Industrial Diamond Association 
Elects J. A. Ross President 


Members of the Industrial Diamond 
Association of America, at their sixth an 
nual meeting held May 7th in Atlantic 
City, N. J., elected James A. Ross, presi 
dent of Sprague and Henwood, Inc., Scran- 
ton, Pa., president of the organization for 
the ensuing year. He succeeds Frank E. 
Koebel of New York. 

H. E. Robison, Detroit, and William F. 
Mullins, New York, were named _ vice 
presidents, and Athos D. Leveridge, of 
New York, was re-elected to his sixth term 
as secretary-treasurer. 


a 








CRYSTAL by BRODEGAARD 

from SWEDEN" @ Made in U.S. A. 

Stemware — Drinkware — Accessories 
Send for new 1951 Catalog 


R. F. BRODEGAARD & CO., Inc. 


225 FIFTH AVENUE NEW YORK 18,N. ¥. 
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July 


16—New York Lamp Show, Hotel New 
Yorker, New York. 

9.11—Fourth California Lamp and Pic- 
ture Show, Biltmore Hotel, Los Angeles, 


Calif. 

15-17—Amarillo Gift Show, Amarillo, 
Texas. 

15-20—National China, Glass and Pot- 
tery Show, Hotel New Yorker, New York. 

16-20—Western Summer Market, West- 
ern Merchandise Mart, San _ Francisco, 
Calif. 

99-25—Soutlieastern China, Glass & Gift 
Show, Atlanta Municipal Auditorium, At- 
lanta, Ga. 

29-.25—Southern Jewelry Show, Atlanta 
Biltmore Hotel, Atlanta, Ga. 

22.26—Kansas City Gift Show, Munici- 
pal Auditorium, Kansas City, Mo. 
22-27—33rd California Gift Show, Mer- 
chandise Mart, Brack Shops, Alexandria 
and Biltmore Hotels, and Individual Show- 
rooms, Los Angeles, Calif. 

29—August 1—New York State Gift & 
Art Show, Hotel Onondago, Syracuse, N. Y. 

29-August 2—National Association 








LOOK IN 
THE MIRROR OF TOMORROW 


See reflections of your future sales 
* 


Twelfth Semi-Annual 


MID-SOUTH 
GIFT AND JEWELRY SHOW 
AND 
MID-SOUTH VARIETY SHOW 


August 13 through 16 


Hotel King Cotton 
Memphis, Tennessee 


xk * 


For information 
contact 


A. J. CORY 


Manufacturers & Merchants Building 
198 S. Main Street 
Memphis, Tennessee 
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of Credit Jewelers, Annual Convention 
and National Jewelry Fair, Stevens 
Hotel, Chicago, III. 

29-August 3 — National Luggage & 
Leather Goods Show, Hotel New Yorker, 
New York. 

30-August 10—Chicago Gift Show, La- 
Salle Hotel and Palmer House, Chicago, 
Ill. 

30-August 10—Merchandise Mart Gift 
Show, Merchandise Mart, Chicago, III. 

30-August 10 — Registered California 
Gift & Dinnerware Show, Morrison Hotel, 
Chicago, II. 


August 


4-8—Buffalo Gift Show, Hotel Statler, 
Buffalo, N. Y. 

9-9—San Francisco Gift Show, Civic 
Auditorium and Palace Hotel, San Fran- 
cisco, Calif. 

12-15 — Pittsburgh Gift Show, Hotel 
William Penn, Pittsburgh, Pa. 

12-15—Third Western Jewelry & Silver- 
ware Show, Biltmore Hotel, Los Angeles, 
Calif. 

12-16—American National Retail 
Jewelers Association, Annual Conven- 
tion and Trade Show, Waldorf-Astoria 
Hotel, New York, N. Y. 

13-16—Mid-South Gift & Jewelry & 
Variety Show, King Cotton Hotel, Mem- 
phis, Tenn. 

19-22—Western Housewares Show, Bilt- 
more Hotel, Los Angeles, Calif. 

19-23—Seattle Gift Show, Olympia Ho- 
tel, Seattle, Wash. 

19-24—Registered California Gift & 
Dinnerware Show, Hotel McAlpin, New 
York. 

20-24—225 Fall Market Show, 225 Fifth 
Ave., New York. 

20-24—New York Gift Show, 
Statler and New Yorker, New York. 

26-29—Ohio State Gift Show, Hotel 
Deshler-Wallick, Columbus, Ohio. 

26-29—Portland Gift Show, Portland 
Hotel, Portland, Ore. 

27-29—Florida China, Glass & Gift 
Show, Hillsboro Hotel, Tampa, Fla. 


Hotels 


September 


2-5—St. Louis Gift Show, Statler Hotel, 
St. Louis, Mo. , 

2-6—Fall Detroit Gift Show, Hotels 
Statler and Book Cadillac, Detroit, Mich. 

2-7—Allied Gift and Jewelry Show, Ho- 
te! Adolphus, Dallas, Texas. 

2-7—Dallas Gift Show, Baker Hotel, 
Santa Fe Building, Second Unit, Dallas, 
Texas. 

2-7—Dallas Lamp, Gift & Housewares 
Show, Agricultural Building, Texas Fair 
Grounds. 

2-7—Parker House Gift Show, Parker 
House, Boston, Mass. 

3-7—Boston Gift Show, Hotel Statler, 
Boston, Mass. 

9-10—West Virginia Retail Jewelers As- 
sociation, Annual Convention, Daniel 
Boone Hotel, Charleston, W. Va. 

9-12—Cincinnati Gift Show, Hotel Sin- 
ton, Cincinnati, Ohio. 

9-13—Tri-State Gift & Artware Show, 
Netherland Plaza Hotel, Cincinnati, Ohio. 

16—Missouri Retail Jewelers Associa- 
tion, Annual Convention, Governor Hotel, 
Jefferson City, Mo. 





DO YOU HAVE 
THESE TWO VALUABLE 


WATCHMAKER’S BOOKS? 








@ THE CHRONOGRAPH WATCH CALIBRE GUIDE— 
Complete identification to all popular 
chronographs now sold in the U. S.... 
137 illustrations, 48 pages .. . a page for 
every chronograph with a photo of both 
movement and dial sides . . ONLY 
25 CENTS! 


@ THE CHRONOGRAPH WATCH MAINSPRING 


GUIDE—Shows width, strength and length 
of chronograph mainsprings in both Denni- 
son and metric measurement ... AND, a 
quick, accurate method for estimating 
chronograph mainspring job charges. Fully 
illustrated. ONLY 50 CENTS! 


order TODAY from 
Esembl-0-Graf Research Laboratories 


Desk M-28, 807 Ridge Avenue 
Pittsburgh 12, Penna. 








GEO. BORGFELDT 


CORPORATION 
44.60 E. 23rd St., New York 10, N. Y. 
Tel. GR 77-0400 
CHINA co GLASS ° TABLEWARE 
EARTHENWARE 7 GIFT and ARTWARES 


Domestic and Foreign 





Lamterton 


IVORY CHINA 
distributed by 


FISHER, BRUCE & CO. 


Phila.: 221 Market Street 
New York: 1107 Broadway 


Lnberton 
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made in Gimerica 














Booths 


FINE ENGLISH 
TABLEWARE 
Send for illustrated pampblets 


MIDHURST IMPORTING CORP. 
129 FIFTH AVENUE, NEW YORK 3, N. Y. 


MARY RYAN 


225 Fitth Avenue, 


7. 




















DECORATIVE 
ACCESSORIES 
FURNITURE 


GIFT AND ART 
NOVELTIES 


New York 
Chicago 
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A Practical Course in Artistic Engraving 


by R. ALLEN HARDY 


Section G—Block Alphabet, Part 15. Section H—Old English, Parts 1-4 





Section G—Block 


*|. Preparing and sharpening tools for 
cutting all types of block lettering, 
(a) flat tools; (b) round tools; (c) 
liners. 

*2. Drawing on paper. Plain Block Alpha- 
bet and numerals; principles of con- 
struction. 

*3. Cutting stems and bars squaring off 
ends with triangular shade cuts or 
*““picks’’. 

*4,. Cutting Plain 
numerals. 

*5. Cutting names, dates, inscriptions. 

*6. Construction of Capped Block Alpha- 
bet; methol of cutting. 

*7. Cutting names, dates, inscriptions. 

*8. Wriggling with flat tool. 

*9. Cutting with liner—names, dates, in- 


Block Alphabet and 


scriptions. 
*10. Wriggling with liner. 
*11. Combination cutting using wriggle and 


bright cut, liner and flat tool, etc. 

*12. Drawing (on paper) Gothic Alphabet 
and Numerals for cutting with round 
tool; principles of construction. 

*13. Cutting Gothic Alphabet and Numerals. 

*14, Cutting names, dates, inscriptions. 

15. Cutting large block letters for fill-in 

work and shading. 

(*Subjects completed in previous installments 

of this section. ) 





15. CUTTING FOR FILL-IN WORK 


Filling-in and shading large block 
letters (Figure 68) is really a build-up 
to the treatment of block monograms. 
Carefully work these out. First design 
the letter, hairline the outline, fill in 
the letter, then shade the lower right 
portion. 

The proper shading of the letter is 
usually confusing, so the point will be 
cleared up now. The heavy shade lines 
are placed outside of the filled-in de- 
sign. The cut is never placed inside 
the stem proper for an obvious reason. 
This would decrease the width and 
weaken the effect. The shades would 
be just as correct if placed at the upper 
left, lower left, or upper right of the 
letter, but generally they are placed at 
the lower right, so all work will be done 
using this system to avoid confusion. 


The number of usable fill-ins are too 
numerous to mention here. Only the 
most practical and popular types will 
be discussed. First and best is cross- 
lining. This is done by laying-out a 
series of diagonal lines across the de- 
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signed letter. (Figure 68, the letter 
“E”,) Then, cut closely-spaced hair- 
lines starting at the left, cutting diag- 
onally up to the right. Be sure to begin 
each cut at the hairlined edge of the 
letter and finish the cut by cutting into 
the opposite hairlined edge. By cutting 
into the hairline, no burrs or unfin- 
ished cuts are made. There is an in- 
creased probability of making a few 


light slips, but these will be eliminated 


by the heavy shade line on the right 
of the stem. Care must be taken to 
keep all crosslines parallel. Differen 
effects may be obtained by using 
slightly shaded crosslines with lines 
spaced a little wider apart. Crosslines 
may also be laid out horizontally or 
diagonally, slanting the opposite way. 

Another widely used fill-in is called 


Figure 68. Fill-ins for letters and monograms. 





Cross-lined 


and shaded. 
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round tool. 









































Roman cross-lined and off-shaded. 


Ribbon cut 





Horizontal crossline 





Vertical lining 
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Check these 
10 Points for 
Superiority 
through a 


Demonstration of the 





GREATEST VALUE IN THE LONG RUN 


MORE WATCHMASTERS HAVE BEEN SOLD AND ARE BEING SOLD THAN ALL OTHER WATCH- 
TIMING MACHINES, COMBINED — THERE MUST BE A REASON. THERE IS! IT'S THE “BEST.” 


American Time Products, Ine. 


580 Fifth Avenue New York 19, N.Y. 
OPERATING UNDER PATENTS: OF THE WESTERN ELECTRIC COMPANY 
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matting or cross-wriggling with a liner. 


(See Figure 66-G, Figure 68, the let- 
ter “H”.) The letter-effect is regular 
and does not look like a wriggle-cut at 
all when done properly. To do this, 
make vertical, wriggled lines with a 
wide liner, filling in the entire letter. 
Then make a series of horizontal wrig- 
gles directly across the others. 
Another solid fill-in consists of a 
series of round picks placed close to- 
gether using a large round graver. 


(Figure 68, the Old English “T’”.) All 
picks should be made from the same 
direction, as any change will show a 
different reflection of light. 

A very satisfactory method of shad- 
ing a letter is to place the shade cuts 
all around the letter instead of just 
the lower right. (See Figure 68, the 
letter “R’”.) Two methods are used in 
executing these shadings. A _ single 
wide shade line is used, or three or four 
light ribbon cuts, depending on the 


Section H—Cutting Old English Alphabet, 





Section H—Old English 


1. Drawing on paper; principles of con- 
struction. 

2. Cutting alphabet and numerals; using 
(a) flat tool (wriggle and bright cut); 
(b) liner (wriggle and straight cut). 

. Cutting names, dates, inscriptions. 

. Cutting large Old English for fill-in work 
using (a) ribbon cut; (b) cross-lining; 
(c) fancy cuts. 


> wW 





O.. English is a highly 
acceptable alphabet much in demand. 
Although the average layman is some- 
times confused in determining what 
certain letters are, the alphabet style is 
easily recognized in a number of varied 
forms. 


At first glance, the alphabet appears 
completely artistic, complicated and 
possibly very confusing. In reality only 
the effect is artistic; the letters them- 
selves follow exact mechanical princi- 
ples of construction. As the student 
proceeds, the simplicity of the design 
will become apparent. 

The Old English style has many va- 
riations, some with considerable beauty 
and simplicity, some with extremely 
complicated formations, not conducive 
to easy reading. In presenting a suit- 
able style for instruction, a simple 
form, clear cut and easily legible was 
chosen. From a knowledge of this al- 
phabet the more complicated forms 
should hold no serious problem. 


I. DRAWING OLD ENGLISH 
ALPHABET AND NUMERALS 


The Old English alphabet has a sim- 
ple system of construction. See Figure 
69, lower left, for the designing. The 
key consists of three lines, one vertical 
and two diagonals. The stems are up- 
cuts, and are all parallel to the verti- 
cal lines. The diagonal joints or corners 
are all parallel to one diagonal line. 
The hair-line connections are all paral- 
lel to the other diagonal line. 

Naturally, a few odd cuts will ap- 
pear that have no relation at all to the 
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key. They should not be confusing 
since they are so obviously different. 
For example, the top cut of the capital 
“TD” is horizontal and appears in no 
other letter. The top of the “T” and 
the center of the “Z” are individual 
double-cuts and are not comparable to 
other cuts. The small curved cuts or 
flags that branch from the left of the 
upright stems of the capital letters are 
out of line with the Old English key 
and may be treated individually. They 
are located horizontally. There are three 
such curved cuts that appear through- 
out the Old English alphabet; the cen- 
ter flag, just discussed, the top flag as 


width of shade desired. Both methods 
should be practiced as they are a 
equal importance. Another way jg to 
add an off-shaded hairline. (Figure 6g 
the “N. R. G.” on the plaque.) This 
is always placed parallel to the heavy 
shade. The shade and off-shade mug 
show a slight space between the two 
cuts. 

Single letters using these fill-ing cap 
well be used where a large letter jg 
desired as on a belt buckle. 


Parts 1-4. 


appearing just above the left stem of 
the letter “B,” and the lower flag ap. 
pearing at the base of the letter “B.” 
The cuts should be studied, one in re. 
lation to the other two. The center 
flag is always the smallest, the top flag 
always slightly larger, and the lower 
flag considerably the largest of the 
three. The proportionate sizes will be 
noted by studying the Old English al. 
phabet shown in the illustration. 


In designing the lower case alphabet 
fewer variations from the key will be 
found. Most letters are made up of 
straight cuts. 

(Please turn to page 218) 
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Figure 69. Old English alphabet. 
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Fverything your 
customers have 
ever wanted in 
a wall clock... 


NEVER BEFORE, a wall clock so easy to look at ...so easy to 
sell! It’s Melody by Westclox—definitely a new note in wall clocks. . 
Gracefully designed to be in tune with any room. And offering a \ 
variety of color choices to harmonize with any decorative plan. \ 
Melody is charming, clever—and colorful as can be! Your customers 


will find the price sweet music, too. Only $6.95 retail. 


Ask your Westclox Wholesaler about Melody —_ 


WESTCLOX ©: 


Products of General Time Corporation 
Price quoted does not include tax and is subject to change. 


MELODY ELECTRIC WALL CLC 
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These distinctive features make Melody easy to sell 








Melody mounts flush on wall 
because ‘“‘works”’ are up front 
in rounded case. Exposed 
hands and three-dimensional 
numerals are easy to read 
from any angle. 


Surplus cord is neatly con- 
cealed in Melody’s cleverly 
recessed back. Time-set knob 
is located conveniently in 
front. Entire diameter is 
only eight inches. 


Want quick color change? 
Flip out case ring, flop it over 
—and there’s another color! 
Ring comes in a variety of 
colors to blend with any 
decorative plan. 


Desire a particular shade? 
You can easily paint or en- 
amel the case ring to suit 
yourself. Or remove ring en- 
tirely so that your own wall 
color shows through. 





Tear out this helpful information for the use of your salespeople 











WESTCLOX, LaSalle-Peru, Illinois * In Canada: Western Clock Co., Ltd., Peterborough, Ontario 
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oe TROUBLE—TI get a dial-up gaining rate on 
an Illinois 23-jewel Sangamo watch, that I cannot 
find a reason for; have checked and rechecked for hair- 
spring and escapement trouble, but everything there is as 
it should be. Can you name some faults I might look 


for? (Question No. 6141) J. A. 


Answer—You say that the watch “has been checked 
and rechecked for hairspring and escapement trouble, but 
everything there is apparently as it should be.” Assum- 
ing that you are right in this, that shuts out certain pos- 
sible faults; and leads us to suggest several that are 
often “concealed” more or less, and apt to be unnoticed. 
Of this kind of faults, we suggest that you look for (1) a 
very slightly “tilted” (hole out-of-upright) upper balance 
hole jewel; (2) surface not perfectly level on the upper 
cap-jewel; (3) slightly (sometimes hardly visible) “mush- 
roomed” effect on end of lower balance pivot, caused, of 
course, by a shock against endstone spreading the pivot- 
end slightly. 

The suggested defects each carry the indication of 
the remedy obviously required; but we will add that if 
the fault is found to be No. 3, be very careful in dressing 
the pivot, not to polish off more than the mushroomed 
part, and do not reduce the diameter of the rest of the 
pivot. 


| yma RATES—Can anything be done to 
equalize rates in a French pendulum mantel clock, 
which runs gradually slower, as the mainspring runs 
down? It is an eight-day clock. (Question No. 6142) 
M. G. 


Answer—In a case like this, in which a clock with 
a pendulum on a spring suspension runs slow in the short 
arcs, we suggest making a gradual reduction in the thick- 
ness of the suspension spring toward its lower end. This 
calls for care in order not to make too great a reduction 
at one time, but rather make the spring slightly thinner, 
then time the clock fully wound up, and partly run down, 
comparing the rates. Proceed with further reductions if 
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necessary until the rates in long and short arcs of the 
pedulum have been equalized as nearly as possible. 

Lay the spring on a piece of cork, shaped to support 
its entire length, and grind it with an oilstone slip, or any 
other kind of grinding slip, taking care to make the 
reduction in thickness equal entirely across the spring, 
from side to side, on a single spring; or equally on both 
springs, if a double spring. 


RIZE WATCH—Which make of watch received the 
First Prize at the World’s Fair in Chicago in 1893? 
(Question No. 6143) L. G. 

Answer—We will say that no one watch won first 
prize, as the classification of awards was based upon 
various features, such as timekeeping, artistic casing, etc. 
A list of the prize awards on watches would cover all the 
different classifications of merit, and we suggest that you 
write for this to the Chicago Historical Society, Cor. 
Ontario & N. Dearborn Sts., Chicago, Ill. 


ENCH LIGHTING—(1) Is there a special way cor- 
rect for placing “daylight” and “white” tubes in 
fluorescent bench-light fixtures? (2) What is the old style 
light bulb for, on our direct-current demagnetizer; and 
how could we convert this for alternating current? 
(3) What is the value of an old shelf clock with wooden 
works, in plain, oblong case? (Question No. 6144) C. A. 
Answer—(1) Place the “daylight” tube in the sockets 
farthest from the face of the workman. 

(2) The carbon filament lamp on these old-time demag: 
netizers was to supply a resistance effect. It would be 
foolish to spend the money to convert this demagnetizer 
for alternating current; since one made exclusively for 
A. C. is simpler, and quite inexpensive. 

(3) In old Connecticut wooden clocks, the value de- 
pends largely upon the artistic beauty and good condition 
of the cases. The fact that a clock has a wooden move- 
ment does not in itself make the clock valuable; there are 
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too many of them in existence to give them any particu- 
lar rarity or value. Another factor of value is in a clock 
made by a famous maker, like Eli Terry, Senior, espe- 
cially if one of his earlier-made clocks. 


— CORROSION—I have a ring for repair on 
which the top holding the diamond is separated from 
the ring. Is there any medicine used by veterinarians, 
that could have caused this? (Question No. 6145) S. G. 
Answer—lIt is hard to imagine anyone using a medi- 
cine corrosive enough to dissolve solder on a bare hand 
without destroying skin and flesh of his finger at the same 
time. It would seem that the inquiry should be made of 
the veterinarian in question about what he used and how 
he used it. Anything we could say would have to be an 
entirely blind guess without having any of the facts 
except that the setting came off. There could be other 
reasons, such as that there was some fault in the soldering, 
or some unusual strain put on the ring, or a combination 
of these two circumstances or others. So we suggest that 
you make your investigation right where all of the facts 
could be learned, and form your opinion thereby. 


LATING TEST—How can we test to find out whether 

an article is rhodium plated, or gold plated and lac- 

quered, or lacquered highly-polished brass? (Question 
6146) L. M. 

Answer—A drop of nitric acid, placed on an unworn 

surface that has been plated with rhodium will not bubble 

nor discolor. Rinse off the acid and make several firm 


strokes with a fine-cut file, sufficiently to cut down through 
electroplating if the surface is plated. Apply a drop of 
acid on the filed surface. It would be an indication of 
rhodium plating if, on this filed surface, the acid should 
bubble and change color. 

On either gold-plated lacquered, or polished brass Jac. 
quered pieces, the presence of lacquer can be detected by 
touching it with a camels-hair pencil-brush or a watch. 
oiler dipped in alcohol. This would dissolve some of the 
lacquer and turn it into a semi-liquid or pasty condition 
that is easily recognized. 


ALANCE TRUING CALIPERS—Could you supply 

me with drawings and standard specifications of 
the holes for tips of balance truing calipers? Diameters 
and angles of beveling. (Question No. 6147) P. R. G. 

Answer—There are no “standard” specifications for 
holes, ner angles of beveling of holes, in balance truing 
calipers. These should be gauged simply by using selected 
staffs, of models most likely to be encountered in your 
work, and drilling holes and beveling or chamfering their 
corners, to accommodate the pivot-diameters and “cones” 
of the pivots. 

Obviously, it is advantageous to have an assortment of 
calipers, with different centers, of a variety of sizes, so as 
to match pivots without extremes of “accommodation” 
in fitting. However, there is a reasonable limit in this 
variety, as it would be impractical to have a very large 
number of calipers, and some compromises are to he 
expected, in fitting of pivots in the centers. 





Artistic Engraving 


(From page 214) INSCRIPTIONS 


3. CUTTING NAMES, DATES, 


4. CUTTING FOR FILL-IN WORK 
Old English may be filled-in and 





The numbers are consistent in de- 
sign, with horizontal lines appearing 


in the —" — _ and at Pid 


2. CUTTING OLD ENGLISH 
ALPHABET AND NUMERALS 


To cut the Old English alphabet, the 
same gravers are used as in block let- 
tering. The flat graver and liner can 
be used with a straight cut or wriggle. 
First consider the No. 38 flat graver. 
Make a plate of the alphabet; capitals, 
lower case, and numbers, using a 
bright cut. The only new cut to learn 
is how to make a slight curve with a 
flat graver. All short curves are more 
easily handled with a flat graver while 
the long extreme curves as found in 
the letter “S” are best handled with a 
square graver. The outer edge of the 
curved cuts can be hair-lined. In mak- 
ing hair-line connections, taking the 
lower case “O” for example, the hair- 
line should be slightly curved so that 
the end of each broad line is squared- 
off without leaving a gap. Any gaps 
occurring in making these connections 
can be closed with a light cut using a 
square graver. Always check the cuts 
for gaps. They cause an unsightly ap- 
pearance on otherwise good work. 
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Cut names, dates, and inscriptions 
using all flat gravers except the No. 40 
and No. 42. Use the flat tool and liner, 
straight cut and wriggle. 

A liner presents a special problem. 
The straight cuts are easily executed 
but the curved cuts demand a lot of 
practice, so it is advisable to practice 
only on the curved letters before at- 
tempting names, etc. In cutting the 
letter “C,” the curve is made by start- 
ing with one point of the liner, grad- 
ually laying over the graver until its 
greatest width is reached. then taper- 
ing back to the one point. The principle 
is the same as in cutting a script shade 
line. Trim this cut with a light hair- 
line and complete the full curve of the 
letter “C.” All curved lines are handled 
in the same manner. 

To wriggle a curved cut in Old 
English, the student will find it easy 
to wriggle-in the greatest width of a 
stem with the flat graver or liner and 
form the taper at either end with a 
square graver. A single tapered shade 
cut, or two or three light ribbon cuts 
may be used depending on the width 
of the wriggle. Great pains must be 
taken with connections or the effect is 
apt to be choppy. The straight wriggle- 
cuts present no new problem. 


shaded in the same manner as explained 
under Section G—Block, Item 15. De- 
sign and cut a name and date using 
cross-line for filling-in. The correct 
shading can be found in Figure 69 
lower right. The one shading problem 
peculiar to Old English is deciding 
where to shade the curved developments 
or flags. To do this successfully, think 
in terms of left and right. The flags 
developing to the left are shaded on 
the top side; the flags developing to the 
right are shaded underneath. The let- 
ter “T” (Figure 69, lower right) has an 
unusual curved top. Shading is placed 
partly underneath and partly on top. 
Design and cut a name and date, 
using four ribbon cuts. The straight 
lines are cut with three upward strokes 
and one downward stroke as explained 
in cutting the Roman alphabet. Nat- 
urally this type of cutting is done only 
on large letters so be sure to design the 
letters large enough and the stems 
thick enough for the fill-in to show up. 
The curved cuts are treated in the same 
manner as any ribbon-type formation, 
all running in the same direction. 
Design and cut several Old English 
capitals using the various fill-ins as 
learned in Section G—Block, Item 15. 


(To be continued) 
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Bruner-Ritter Wins 
Mayfair Fashion Award 


The Mayfair Magazine Fashion Award 
has been won by Bruner-Ritter, Inc., for 
their Bretton Monogram Band, it was an- 
nounced recently by Jack Winter, pub- 
jisher of Mayfair, at the annual Fashion 
Award Luncheon held at the Stork Club, 
New York. Bruner-Ritter, Inc., one of the 
world’s largest manufacturers of watch at- 
tachments, received this award for the Bret- 
ton Monogram Watch Band, which was 
cited on the award as “one of the out- 
standing achievements in watch band de- 


sign history.” 





Marvin J. Bruner, vice president, looks on 
as Saul Ritter, right, president of Bruner- 
Ritter, Inc., designs one of the Bretton 
Monogram Band series, which won the first 
Fashion Award ever presented to the watch 
attachments industry. 





Elgin Ad Program Features 
Transportation Watches 
The Elgin National Watch Co. is offer- 


ing its retail dealers five newspaper adver- 
tising mats which feature the Elgin line of 
transportation watches. 


In a folder which the company has 
mailed to its dealers, it is pointed out 
that the demand for this type watch has 
increased sharply in past months because 
of the increasing number of persons who 
are going into vital transportation. The ad 
mats are offered free with a dealer’s order 
for 16 Elgin transportation watches. 





Bridal Ring Plans Ad Program 
The Bridal Ring Co., 87 Nassau St., New 


York, will advertise on a nationwide basis 
beginning September 9. According to 
Mrs. C. Barel, advertising manager, the 
company will use space in the Sunday 
Totogravure sections of key. city news- 
Papers to advertise its wedding ring sets. 
Dealer aids are now available, including 
tie-in newspaper mat ads and window ring 
displays, 
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Craftsman Expands Line 
Of Billfolds for Fall 
The fall line of Craftsman billfolds was 


shown recently to wholesale distributors. 
Two additional leathers, calfskin and pin- 
seal, were shown in the “Citation” and 
“Lady Citation” billfolds, currently being 
featured in the firm’s national advertising 
campaign. 

Other additions to the line included a 
series of matching two-piece tooled sets, 
the Craftsman travel kit and the fold-over 
tie case. The entire line is being shown at 
the showrooms of the manufacturer, I. 
Smallman & Sons Co., 47 West 34th St., 
New York. 


Norma Pencil Corp. Will 
Hold Price Line in 1951 


Samuel Jacobs, president of the Norma 
Pencil Corp. of New York, announced 
recently that there will be no increase in 
the prices of the Norma line for 1951. 
Higher labor and material costs will be 
absorbed by the company. 

Norma recently distributed a new cata- 
log insert, illustrating new Norma pencils 
plus additional advertising aids which are 
available to retailers. This material is sup- 
plied free of charge by Norma from its 
headquarters at 137 West 14th St., New 
York. 





Ronson to Sponsor New 
Radio-Television Show 


Ronson Art Metal Works, Inc., Newark, 
N. J., will sponsor a new television variety 
show beginning July 29. The company also 
plans to sponsor a new radio show over 
extended network facilities. Both programs 
will replace the radio and television ver- 
sions of “Twenty Questions,” currently 
sponsored by Ronson. 


New Gruen "Pop Up" Watch Box 





The new Gruen watch box, made of 
gray plastic with a vari-colored velvet 
lining, features a special “pop-up” device 
which automatically raises the watch to 
proper display angle when the lid is 
opened. The box is one of the redesigned 
series by the Gruen Watch Co. 





Authority on Table Fashion Appears at Boston Store 





An exhibition of table accessories, with 
settings and arrangements by Mrs. Gert- 
rude Brassard, table merchandise editor 
of The American Home magazine, was fea- 
tured on May 28 and 29 at the Boston store 
of Thomas Long Co. 

Mrs. Brassard, a national authority on 





table fashions, was at the store to give 
personal advice on table settings and ar- 
rangements. 

The exhibit included well-known brands 
of china, glass, linens and other accessories, 
and sterling flat and hollowware by Frank 
Smith. 
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Counter Cards Aid Dealers in Helbros Sales Campaign 





The Helbros Watch Co., New York, has 
distributed this set of four-color counter 
cards to its dealers. The cards feature the 
waterproof watch at $33.75, the Adorable 
at $29.75, the Wind-O-Matic at $39.75, and 
the $24.75 line of 15-jewel men’s and ladies’ 
watches. These are the watches which are 
currently being featured by Helbros on 
television. 


The new Helbros quiz show “Q.E.D.,” is 
telecast each Tuesday evening over the 
American Broadcasting Company. It is 
heard on radio on Sunday evenings. A 











panel of celebrities, including quiz master 
Fred Utall, and panelists Nina _ Foch, 
Richard Himber, Hy Brown and Robert 
Sylvester participate in the show. A Hel- 
bros Riviera watch is awarded to each 
person who submits a question which 
stumps the panel. 


Helbros released a new catalog recently. 
It contains photographs of the Helbros 
line, with a description of each illustrated 
watch. It is bound in a loose-leaf leather 
book and is available from Helbros at 6 
West 48th St., New York 19. 





Stern Display Features 
Miniature Animal Pins 
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A new Lustern jewelry pin display is be- 
ing distributed by the Louis Stern Co., 
Providence, R. I. Miniature animal pins 
are displayed on a blue background, which 
is 10 inches high. The animals are 
decorated with simulated jewels. Stern 
wholesalers are distributing the displays. 


Rolex Opens Ad Campaign 


The American Rolex Watch Corp., 580 
Fifth Ave, New York, distributed a 
brochure to all Rolex retailers recently 
in which the story was told of the new 
Rolex advertising campaign. The first of 
a series of four full-page advertisements 
appeared in a mid-spring issue of The New 
Yorker. Other advertisements will appear 
in Time and The New Yorker during the 
fall and Christmas selling season. Rolex 
will supplement its magazine campaign 
with dealer advertising mats and an easel 
display for windows and counters. Ad- 
vanced orders are now being accepted 
at Rolex headquarters in New York. 
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Jewelry Craftsman Designs 
New ‘Double-Duty’ Ring 


A “double-duty” ring, which serves as a 
wedding and engagement ring, is the 
newest design of Marc Koven, jewelry 
manufacturer and designer. The _ ring’s 
shank is made of white palladium and is 
topped by an emerald-cut. blue Kashmir 
sapphire held in yellow gold prongs. Small. 
round diamonds and overhanging palladium 
extensions set with three baguettes flank 
the center stone. 


Pittsburgh Plate Releases 
New Modernization Booklet 


“How To Give Your Store The Look 
That Sells,” a 32-page, two color booklet, 
including data and illustrations on retail 
store modernization has been issued by 
the Pittsburgh Plate Glass Co. The book 
will be distributed to retail merchants at 
no cost from the Glass Advertising Dept., 
632 Duquesne Way, Pittsburgh 22, Pa. 





Hailparn Appoints Ad Counsel 


Albert Hailparn, president of H. Hail- 
parn & Co., stone ring manufacturers, an- 
nounced recently that Maurice M. Gold- 
berger of Gramercy Advertising Co. had 
been appointed advertising and sales pro- 
motion counsel for Hailparn. An advertising 
campaign is planned by Hailparn in con- 
nection with its new line of stone-set rings. 


Admark Issues New Catalog 


Admark of Philadelphia recently issued 
its new 1951 fall and winter catalog, which 
shows the complete line of Admark 
scarab bracelets, identification bracelets 
and jewelry. Copies will be distributed at 
the ANRJA Convention from the Admark 
booth in the Astor Room Foyer of the 
Waldorf-Astoria Hotel. 





$1600 in Prizes Offered 
Jewelers in M.F.G. Contes+ 
The M.F.G. Watch Band Co., Inc., Ney 


York, is offering more than 100 prizes 
totaling $1,600, to retail jewelers and the; 
employees for the best names submitted 
for a new Admiral man’s expansion watch 
bracelet. First prize is a $500 United 
States Savings Bond, and the wholesale; 
designated by the winning contestant re. 
ceives an additional $100 bond. One hup. 
dred of the watch bracelets will be given 
to the other winning contestants. 

All entries must be sent to MFG 
Watch Band Co., Inc., 98 Canal St., New 
York, before August 1, 1951. There are no 
requirements for entering the contest other 
than that the contestant shall be the pro- 
prietor or employee of a retail jewelry 
store or department in the United States. 
All contestants must indicate store connec. 
tion and mention the name of a wholesaler 
serving the store. The bracelet has 1/20 
10K gold filled top and stainless steel back. 

Contest judges are Harry J. Bromley, 
vice-president of National Jeweler; Jerry 
Gewirtz, executive editor of Jewelry Maga. 
zine; Sam Mintz, editor and _ publisher, 
The Jewelers Outlook: and Perkins H. 
Bailey, men’s wear editor of Look and 
Quick magazines. 


New NuTone Clock-Chime 





A combination wall clock and _three- 
door chime has been placed on the mar- 
ket by NuTone, Inc., Cincinnati, Ohio. 
Named the K-46 Jefferson, the combina- 
tion is built into a hand-rubbed mahogany 
cabinet. A selector switch provides a 
choice of eight chimes for the front door, 
one note for rear door, and a different sig- 
nal note for third door. A volume control 
permits adjustment to loud or soft. Orders 
are received at NuTone, Inc., Madison 
and Red Bank Roads, C.ncinnati 27. 


Diamond Importer in Europe 


Maurice Lerner spent three weeks in 
Europe in Jure. During his business trip 
he purchased a stock of diamonds for his 
firm, Lieber & Lerner, 305 E. 47th St. 
New York, diamond importers. 
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Calvert Watch Expands 
National Advertising 


The Calvert Watch Co. will advertise its 
line in seven national consumer magazines 
next fall. According to Jerome L. Grant, 
executive vice president, Calvert will use 
space in the Saturday Evening Post, Col- 
lier’s, Newsweek, American Magazine, 
Redbook, Cosmopolitan and Esquire. A 
number of trade paper pages will also be 
used to tell the story to jewelers across the 
country. 

The campaign also includes the Calvert 
Watch “Profit-izer,” a presentation of sales 
helps which will enable the jeweler to co- 
ordinate his local advertising with the 
national plan. 

Calvert watches are distributed by I. 
Alberts’ Sons, Inc., Boston and Syracuse; 
Baldwin-Miller Co., Indianapolis; S. H. 
Clausin & Co., Inc., Minneapolis, Spokane 
and Salt Lake City; Edwards & Co., Kan- 
sas City; J. Engel & Co., Inc., Baltimore; 
The Gerwe Brown Co., Cincinnati and 
Dallas; A. C. Possin Co., Milwaukee; 
E. W. Reynolds Co., Los Angeles, Phoenix, 
San Francisco and Honolulu. 
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Sarkin Rings Appear on TV 





Ladies’ rings by David Sarkin, Inc., 37 
W. 47th St., New York, were featured on 
a recent “Date in Manhattan” television 
fashion show from station WNBT, New 
York, which starred Ed Herlihy and Ethel 
Thorsen. Above, Miss Thorsen and Sam 
Gorman, sales manager, with the new 
“Sextette” box. 





Flex-Let Product Publicized 


A new brochure has been released to 
jewelers by the Flex-Let Corp., 580 Fifth 
Ave., New York, presenting promotional 
suggestions for the identification watch 
band, a new Flex-Let product. The 
brochure offers jewelers newspaper adver- 
tising mats and publicity stories, and two 
radio commercials. The bracelet is made 
with a sterling silver identification plaque 
and a stainless steel expansion band. 





New Plant for Topflight 
The Topflight Tool Co., Inc., York, Pa., 


will construct a new manufacturing plant 
north of that city, according to a recent 
announcement by E. W. Huber, vice presi- 
dent and general manager of the firm. 
The new plant will augment the factory 
which Topflight now operates in York and 
will provide expanded facilities for tool 
production as well as for the operation of 
the subsidiary Topflight Tape Co. 
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Jeweler Displays Libbey's New ‘Diamond Cut’ Stemware 





The Goldman Jewelry Company, Kansas 
City, Kan., used this effective merchandise 
exhibit to promote its “Diamond Cut” 
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stemware and tumbler sets by Libbey 
Glass. The counter-top cardboard was sup- 
plied by the Owens-Illinois Glass Co. 





Beattie Adds to Line with 
Australian Leather ‘Jets’ 


Domestic production of Beattie ‘Jet’ 
lighters has been supplemented by the 
import of pigskin and morocco-covered 
numbers from the Beattie Jet Products 
firm in Australia, according to a recent 
announcement by Robert W. Beattie, presi- 
dent of the firm. 

Mr. Beattie stated that duties collected 
on the importation of these lighters are 
being absorbed by the company. The new 
models, identical in all respects to the 
models manufactured in the United States, 
will be furnished to the retail trade at 
the same price as those made in the 
United States. 


Jewel-Re-Clean Offers 
Sales Aids to Dealers 








Manufacturers of Jewel-Re-Clean, a 
product of the C. & E. Marshall Co., 1445 
W. Jackson Blvd., Chicago 80, report that 
consumer response to the new product has 
been enthusiastic. It contains a new 
cleaning ingredient developed by Marshall 
chemists and is presented in a_ newly- 
designed package. The box contains a 
stainless steel ring holder, a brush and 
100 tissues. A counter display, colored cir- 
culars, and a supply of promotional post 
cards are offered to jewelers at no cost. 





Paulson Watch Case Remover 
To Be Shown at Conventions 





One of the new devices which wil! be 
shown by Henry Paulson & Co. at both 
the NACJA and ANRJA conventions this 
year is the “Quick Open” watch case re- 
mover. It opens any waterproof watch case. 
It also opens screw-back bezel, and snap- 
on cases. Three mounted suction cups are 
included in the package, which will sell 
for $11.50. 


Kelbert Offers New Catalog 


A new, loose-leaf catalog has been pub- 
lished by the Kelbert Watch Co., 608 
Fifth Ave., New York. Titled the “Kelbert 
Jewelers Guide,” the catalog includes pho- 
tographs and descriptive material on the 
Kelbert line of watches. 


Arvin Offers Free Gift 


For every order for 12 Arvin room heat- 
ers, Arvin Industries will give away one 
Flash-Fold metal and canvas yacht chair. 
The offer expires on August 31, according 
to Gordon T. Ritter, director of sales for 
Arvin’s electric housewares division. 

The chairs, which retail at $6.95, are 
shipped prepaid, as are heater orders 
when six or more of a single model are 
ordered. Five heater models are included 
in the 1951 selection, with retail prices 
ranging from $11.95 to $21.95. Merchan- 
dising material is available from Arvin 
Industries, Columbus, Ind., including cata- 
log sheets, envelope stuffers, window and 
counter displays, and advertising mats. 
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Ronson's ‘First Couple" Sails 
To England for Dedication 





Alexander Harris, president of Ronson 
Art Metal Works, Inc., and Mrs. Harris, 
of Newark, N. J., sail on the SS Queen 
Elizabeth to dedicate the new Ronson 
plant at Leatherhead, in Surrey, England. 
The new plant has been built to expand 
production facilities for Ronson products 
in Great Britain. 





Gem Offers Lucite Easel 


A small, lucite ease] has been produced 
by Gem Displays, Inc., 47 W. 56th St., 
New York, to display jewelry store items. 
The easels are priced at $2.90 per dozen, 
f.o.b. New York City. 





Eterna Official Reports 
Sales Gain for Automatics 


Self-winding watch sales are constantly 
increasing, according to Dr. Rudolph 
Schild-Comtesse, director general of the 
Eterna Watch Co. of Grenchen, Switzer- 
land. He stated that an increasing per- 
centage of his factory’s production is 
being diverted to the manufacture of self- 
winding Eterna-Matics. Demand for the 
watch is particularly noticeable in the 
United States, Dr. Schild-Comtesse said. 
He returned to Switzerland from a two- 
week business trip in this country re- 
cently. 





The Navy Wave is wearing a new selfwind- 
ing Eterna-Matic wrist watch. The watch 
is encased in stainless steel, has a direct 
sweep second hand and a ball-bearing 
winder. Retail is $71.50 F.T.I. 
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Watch Band Trade-in-Sale 
Proves Successful in Stores 


Those retail jewelers who have used the 
special Trade-in-Sale material made up by 
Jacoby-Bender, Inc., have reported it to be 
productive of good results, according to 
the company. This Trade-In-Sale was re- 
leased in the middle of June, yet it is 
already “running” in many jewelry stores 
throughout the country. 

The manufacturers of J-B Watch Bands 
supply everything without charge, includ- 
ing window streamers, display cards, mail- 
ing cards and newspaper mats. As the 
name implies, the jeweler makes a uniform 
allowance of one dollar regardless of the 
age or condition of the attachment traded 
in. This one dollar allowance is deducted 
from the established retail price of the 
watch band purchased. 

Jacoby-Bender, Inc., states that this sale 
was developed for the retail jeweler to 
assist him in turning inventory into cash. 





International Watch Display 





The new “Time Table” window dis- 
play has been designed and produced at 
Schaffhausen, Switzerland, by the Inter- 
national Watch Co. This is one of five 
displays which has been produced for 
promotion within the United States. Jewel- 
ers who sell International products are 
being supplied with the displays on a 
rotation basis. Diethelm & Keller, Ltd., 
677 Fifth Avenue, New York 22, are han- 
dling dealer requests. A booklet of in- 
formation on International watches is also 
being distributed by Diethelm & Keller, 
who act as exclusive agents for Interna- 
tional in the United States. 





Closing Date for NEMA Display 
Contest Extended to July 15 


Because of the wide-spread interest 
aroused by the 1951 Electric Housewares 
Display Contest, the Electric Housewares 
Section of the National Electrical Manu- 
facturers Association has announced an 
extension of the closing date from June 
15 to July 15. Awards will be announced 
in September, rather than at the July 


Housewares Show in Atlantic City as orig- 


inally scheduled. 

Electric housewares dealers who wish to 
submit photos of their displays, should 
address all entries to: Window Display 
Contest Committee, Electric Housewares 
Section, National Electrical Manufacturers 
Association, 155 East 44th St., New York 
17, New York. 





Jacoby-Bender Offers Free 
Watch Band Measuring Device 








A watch band measuring device, which 
has been developed by Jacoby-Bender, 
Inc., manufacturers of J-B watch bands, 
was distributed at the recent conventions 
of the Wholesale Jewelers’ Association 
and, the Watch Material Distributors’ Ag. 
sociation. The device is offered free to al] 
watchmakers and retail jewelers by the 
firm, whose headquarters are at 161 Aye. 
nue of the Americas, New York 13. 


——— —--——-- + 


G.E. Announces Four 
Marketing Appointments 


Four key appointments in the marketing 
organization of the newly established 
Trafic Appliance Department of the Gen- 
eral Electric Co. have been announced by 
R. E. Boian, manager of marketing for the 
department. 

C. R. Thorson, formerly sales manager 
for the clock division, has been appointed 
manager of special accounts. R. C. Walton, 
who had been assistant to the manager of 
marketing of the former Appliance & 
Merchandising Department, is now mana- 
ger of marketing services for the Traffic 
Appliance Department. 

D. L. McFarland, previously a design 
supervisor in the appearance design divi- 
sion, has been named manager of product 
planning. J. D. Phillips, manager of traffic 
appliance service in the Appliance and 
Merchandise Department, is now product 
service manager. 

P. A. Wassmansdorf and A. L. Scaife 
will continue as advertising manager and 
merchandising manager respectively. 





New Gemex Gift Box Presented 





A new Gemex gift box is being offered 
by Gemex Co., 1200 Commerce Ave» 
Union, N. J. Included with the new line 
of ladies’ watch bracelets, the box is al 
tiquated ivory plastic, molded in a fem 
inine design. 
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Elgin National Announces Two Appointments, One Promotion 


Left to right: 

H. E. CORR 

w. E. MILLER 
H. L. GREENBERG 


Elgin National 
Watch Company 


The Elgin National Watch Co., Elgin, 
ll, recently znnounced one promotion and 
two new appointments within the organi- 
zation. 

H. E. Corr, director of purchasing for 
Elgin since 1935, has been named manager 
of the military instruments division in 
addition to his purchasing duties. The 
division handles contracts with the armed 
forces for clocks, watches, stop watches, 
precision military instruments and parts. 

Mr. Corr announced that Willard E. 








Miller had been appointed assistant pur- 
chasing agent. Miller is a graduate of the 
University of Chicago and was associated 
with R. G. LeTourneau, Inc., Peoria, IIL, 
before joining Elgin. 

W. D. Evans, general sales manager of 
Elgin, announced that Herbert L. Green- 
berg had been named district representa- 
tive for the company in the New York 
metropolitan area. Greenberg has been in 
jewelry merchandising since 1948. He is a 
graduate of New York University. 





Stevens New Head 
Of Wadsworth Sales 


DAVID STEVENS 


of Wadsworth Watch 
Coase Company 


David Stevens, formerly midwest repre- 
sentative for a major silver manufacturer, 
has been appointed field sales supervisor 
for the Wadsworth Watch Case Co., Inc., 
of Dayton, Ky. 

Frank P. Stegeman, vice president of the 
frm, made the announcement and said 
that Stevens will be in charge of the newly 
organized nation-wide staff which will mar- 
ket the new line of Swiss watches which 
Wadsworth will introduce this summer. He 
will also supervise the distribution of 
Wadsworth compacts, cigarette cases and 
allied gift products. 





Milton Mensch has been appointed as- 
sistant to the advertising manager of the 
Jacques Kreisler Mfg. Corp., manufac- 
lurers of watch bands and jeweiry, accord- 
Ing to a recent announcement by Toby 
Stern, president of the firm. Mensch is 
a graduate of Bucknell University and 
was formerly assistant advertising man- 
~ ark of the Tele-Tone Radio Corp. of New 
ork, 
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Irwin Ress has been named advertising 
and publicity director for C. J. Bates & 
Son. He will head the firm’s advertising 
programs for the Susan Bates line of 
needlework accessories and the Barbara 
Bates line of manicure gift kits. Rees is 
the former editor of Notions and Art 
Needlework and associate editor of Post 
Exchange. 





Allen B. Gellman, president of Illinois 
Watch Case Co., recently announced the 
appointment of Rodolfo Molina as export 
manager of the company’s Elgin Ameri- 
can products. 

Previously Molina had been export 
manager for the Pepsodent Division of 
Lever Bros. 


MARVIN BENNETT 
Alsan Mfg. Co. 


RUDOLFO MOLINO 
Elgin American 


Marvin Bennett has been appointed to 
the sales staff of the Alsan Mfg. Co., 62 
W. 47th St., New York, manufacturers 
of ladies’ diamond ring mountings and en- 
graved wedding rings. Bennett was for- 
merly vice president of the Feature Ring 
Co. of New York. 








Samsan Announces 
Two-Week Shut-Down 


The factory of the Samsan Company, 
manufacturing jewelers of Providence, 
R. I., will be closed from June 30 to July 
14, according to a recent announcement 
by P. Sammartino of that firm. It is re- 
quested that Samsan customers send no 
orders or correspondence to the firm dur- 
ing the two-week period. 





Norman Parker of Los Angeles has been 
appointed by Louis Kramer, president of 
the Kramer Jewelry Co., 48 W. 38th St., 
New York, to represent the firm in the 
western states. He will handle the com- 
plete line of “Diamond Look” jewelry by 
Kramer and the Christian Dior creations 
by Kramer. 





Samuel Braun, treasurer of Braun-Crys- 
tal Mfg. Co., Inc., Middle Village, Queens, 
N. Y., manufacturers of specialty boxes 
and displays, announced recently that 
Irving Charm had been appointed to head 
the expansion of that firm’s research and 
development department. 

Mr. Charm formerly was project engi- 
neer with the Charles Fisher Spring Co. 
and more recently was in charge of the 
new projects department of the Noma 
Electric Co. 


oe 


bs: 
é: 
eS 
&: 
o 


CHARLES A. NEHER 
Eterna Watch Co. 





IRVING CHARM 
Braun-Crystal Mfg. Co. 


Dr. Rudolph Schild-Comtesse, director 
general of the Eterna Watch Co., 
Grenchen, Switzerland, announced re- 
cently that Charles A. Neher had been 
appointed assistant manager in charge of 
merchandising of the Eterna Watch Com- 
pany of America, Inc., 580 Fifth Ave., 
New York. He will be in charge of mer- 
chandising all advertising, publicity, pro- 
motion and display material. 

Jaques H. Monod, who was named to 
the vice presidency of the New York firm 
in 1950, will continue to administer the 
company’s affairs during 1951. 





Jack Ettleson, Barbara Bates salesman 
for C. J. Bates & Son, Chester, Conn., has 
been assigned to represent his firm in 
Washington, D. C., and the state of Vir- 
ginia, in addition to his present territory, 
which includes the states of Alabama, 
Florida, Georgia, North Carolina and South 
Carolina. He will handle the entire Bar- 
bara Bates line of manicure gift kits. 
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Special Notices 


“Situation Wanted’’—Regular type only $1.25 
first 25 words; additional words, 5 cents per 
word. Heavy type $5.00. 

“Help Wanted’’—*“‘Lines Wanted” and “Side 
Lines”—regular type $2.50 first 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words: additional words 20 cents 
per word, 

Under all other headings—regular type $5.00 
first 25 words; additional words 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per word. 

Name, address, initials and  ahbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 15 cents extra to cover postage must 
be enclosed. Remittance with order. 


Not subject to agency commission. 


Advertising matter addressed to classified ad- 
vertisers will not be delivered. 


Special notice forms close 10th of the pre- 
ceding month, 


To avoid unnecessary correspondence men- 
tion your location in the advertisement. 


All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 


In answering ads, do not enclose original 
letters of recommendations. 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 








Situations Wanted 





ADVERTISING manager, who Knows the 
credit jewelry business; East Coast 
only. Address “B., 1778,’ care J C-K. 





DIAMOND expert, including cutting; rep- 
utable gentleman; salary $5,000 to 
$25,000. Address “C., 1217,” care J C-K. 





DIAMOND man; expert in diamond as- 
sorting and buying, seeks position with 
future. Address ‘“*M., 1819,” care J C-K. 





EXPERIENCED watchmaker, depend- 
able and efficient mechanic, seeks posi- 
tion in retail store, in Indiana or Mid- 
west. Address “C., 1811,’ care J C-K. 





WATCH, clock and light jewelry repairer ; 
school trained; 30 years’ experience; 
work or salary on percentage basis. 
Address “J., 1844,” care J C-K. 





RING man; thoroughly experienced in 
assembling and merchandising diamond 
ring and colored stone line. Address 
*“N., 1820,” care J C-K. 





WATCHMAKER;; 35 years of experience 
with clock and light jewelry repairing, 
seeks position in New York City or 
vicinity. Address “‘V., 1847,” care J C-K. 





LAPIDARY: all around man, cutter and 
polisher of precious and semi-precious 
stones; 35 vyvears’ experience; willing 
to go anywhere. Address “T., 1806,” 
care J C-K. 





ASSISTANT jewelry buyer; young man, 
presently employed, resourceful, con- 
scientious, diversified experience, de- 
sires opportunity; finest references. 
Address “F., 1748,’ care J C-K. 


JEWELER, 10 years’ experience on plati- 
num, gold; can do light special orders 
and repairing; no setting; wishes posi- 
tion; moderate salary. Address “T., 
1848,” care J C-K. 





WATCHMAKER;; fine accurate workman, 
with 30 years of experience, who times 
closely, is seeking position with estab- 
ee Address “C., 1035,” care 





FIRST class watchmaker; close rater on 
railroad work and other watches; with 
present employer eight years; desires 
change for personal reasons. Address 
“R., 1822,” care J C-K. 





DIAMOND eutter available; conscien- 
tious, loyal, reliable; experienced in all 
phases of manufacturing, from rough 
stones to gems. Address “R., 1602,” 
care J C-K. 





CERTIFIED watchmaker, six years’ ex- 
perience including chronographs and 
timers; married; desires permanent 
position; references. M. A. Eannarino, 
915 La Paloma, Ontario, Calif. 





SNGRAVER; over 35 years’ diversified 
experience, five branches, crests to let- 
tering, desires a connection with high 
calibre organization; give particulars; 
South preferred. Address “D., 1839,” 
care J C-K. 





DIAMOND man, 20 years’ experience 
buying and selling diamonds and jewel- 
ry, from auction sales, wishes position 
with manufacturer or wholesale house; 
can do assorting, buying and general 
work. Address “W., 1808,’’ care J C-K. 





DIAMOND man; 28; college; 10 years’ 
experience all phases, seeks position 
with reliable firm; assist buying, as- 
sorting; consider low start; excellent 
references; New York preferred. Ad- 
dress “D., 1780,” care J C-K. 





JEWELER, 25 years’ experience, Poland, 


Sweden, America; repairing, setting, 
special order work, platinum and gold; 
own tools; desirous of locating vicinity 
Detroit, Michigan; excellent references. 
Address “K., 1754,’’ care J C-K. 





MIDDLE age man, wishes position in 
pawnshop as clerk or appraiser; varied 
experience in watches, diamonds, jewel- 
ry ; now buys at auction sales; 25 years’ 
experience; bondable; references. Ad- 
dress “E., 1814,” care J C-K. 





MANAGER-salesman; 25 years’ expe- 
rience, Knows all phases of the busi- 
ness, cash and credit, having owned 
and operated own store; would like 
permanent connections with good firm. 
Address “E., 1840,” care J C-K. 








WATCHMAKER, salesman, window trim- 
mer, chronographs, clock and jewelry 
repairman; B.T.S. graduate; capable 
taking charge; 18 years’ experience; 
sober; best references. Address “B., 
1810,” care J C-K. 





CAPABLE man; 13 years’ experience in 
most phases of jewelry field, desires 
change; manufacturing or wholesale 
firm preferred; seeking responsible 
position with commensurate salary. Ad- 
dress “G., 1842,’’ care J C-K. 





BOOKKEEPER - accounta 
credits, collections, financing 2! e 
knowledge of every phase of the Pe Xpert 
business ; highly capable executiy weal 
most outstanding record. Addr : With 
1641,” care J C-K. "4, 





Tai, 
MIDWESTERN executive, with unsur. 


passed sales record in jewelry sto 

chain operation, wishes to bet 
change to aggressive credit jewelry 
outfit interested in increasing ga}, 
volume. Address “N., 17998 


J C-K " Care 





————————____ 


EXPERIENCED, graduate watchmaker 
desires position with well established 
firm or on fine instrument work; for 
further particulars and __ references 
write to, Ernest Fuerste, 1429 West q 
St., Elizabethton, Tenn. ; 








BOOKKEEPER, head, office manager: 
long heavy experience in jewelry busi. 
ness; competent all phases office pro. 
cedure, including production depart- 
ment; top references; seeking execy- 
tive position. Address ‘A., 1833,” care 
PY C-K. 





BOOKKEEPER, full charge; _ stenog. 
rapher, executive, accustomed responsi- 
bility; thoroughly experienced credits, 
collections, taxes; excellent diamond 
and jewelry background; personable: 
A-1 references. Address “E., 1670,” 
care J C-K. 





WATCHMAKER; experienced; 33; capa- 
ble taking charge of watch department; 
experienced in purchasing cases, dials, 
bands, straps, etc., desires position with 
reputable watch importer; New York 
preferred. Address “C., 1405,” care 
J C-K. 





MANAGER-salesman; 20 years’ expe- 
rience retail credit jewelry operation; 
collections, window trimming, promo- 
tions, advertising, personnel; presently 
employed; wants position with aggres- 
sive organization that wants to increase 
volume and profits. Address “C., 1744,” 
care J C-K. 





PAWNBROKER and jewelry salesman, 
under 35; over 13 years intensive ex- 
perience as pawnbroker and _ jewelry 
salesman in New York City; full knowl- 
edge all phases of pawnbroking and 
jewelry; willing to locate any State in 
Union; finest references. Address “P., 
1626,’’ care J C-K. 





RETAIL JEWELRY salesmen, whether 
watchmakers or full time salesmen, are 
in greater demand if they have studied 
diamonds, other gems, jewelry and 
silverware with the Gemological Inst- 
tute of America and received one of its 
diplomas; 5 E. 47th St., New York 1%, 
N. Y., or 541 S. Alexandria Ave., Los 
Angeles, Calif. 








DIAMOND expert, experienced buyer, 
assorter; long, excellent background 
handling loose goods and bunch 
rings; with present firm many 
years; inquiries invited from com 
cerns needing a top notch man (0 
fill an important position; appre 
priate salary essential. Address “M., 
1795,” eare J C-K. 
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SITUATIONS WANTED—Continued 





— 
yANAGER ; age 39; married ; pleasing 
“personality ; 19 years’ experience in 
cash and credit jewelry ; thoroughly 
capable all phases of credit jewelry 
pusiness ; buying, merchandising, credit, 
advertising, etc., top Salesman, diamond 
expert, sales promoter, gets things 
done ; managership only considered ; ex- 
cellent references. Address “V., 1826, 


care J C-ik. 





—————————_—_—t 


po you want to retire? manager-sales- 
man, now employed, desires to make 
change to Florida or southern section ; 
thoroughly capable and experienced in 
store management and other phases of 
the retail business , desires opportunity 
to build equity_in a reputable concern ; 
family man, 387 years old, personable, 
honest and reliable. Address “L., 1773, 
care J C-K. 





—_———_—_  . 


WATCHMAKER; now’ employed but 
would like to make a change; I have 
had 25 years’ experience in the retail 
jewelry business, can size rings, do light 
jewelry repair, buy and sell, but special- 
ize in fine watch repairing; would like 
a permanent position with a good reput- 
able firm; sober and dependable; best 
of references; can be available soon. 
Address. “D., 1763,” care J C-K. 








TOP stylist and jewelry man, now 
available; complete knowledge of 
jewelry manufacturing, stones, mar- 
kets, costs, merchandising, etc.; 
high reputed designer of very suc- 
cessful lines, with many years of 
experience in diversified field with 
nationally known firms; open to 
good propositions from aggressive 
concern interested in increasing its 
business. Address “*M., 1708,”’ care 
J C-K. 





YOUNG, aggressive couple will operate 
jewelry business as manager and credit 
manager on a percentage or equity 
building basis; capable of taking com- 
plete charge; 10 years’ experience in 
jewelry as store owner, manager, sales- 
man, buyer, granting of credit and 
bookkeeping; with great emphasis 
placed on diamond sales and promo- 
tions; can also do watch repairing and 
light jewelry repair; prefer store doing 
$50,000 or more; our teamwork from 
payment window to sales floor has 
proven itself with greatly increased 
volume; presently employed as_ store 
manager by large West Coast jewelry 
chain ; best of references. Address 
K., 1845,” care J C-K. 








Lines Wanted 


(Pee 





PACIFIC Coast salesman, with finest con- 
hections, desires platinum or 14K line 
of jewelry, genuine stones ; commission 
basis. Address “F., 1352,” care J C-K. 








FOR representation in Puerto Rico 
write, Miguel A. Castro, P. O. Box 
1323, Ponce, Puerto Rico, covering 


a population of 2,200,000 habitants. 








SALESMAN; 28; married; with follow- 
ing among retail jewelers in Metro- 
Politan area, desires connection with 
established manufacturer. Address 
A., 1741,” care J C-K. 

eee 





SALESMAN; with following among 
wholesalers, jobbers in New York, de- 
Sires line of solid gold earrings and 





brooches from manufacturer. Address 
“E., 1646, care J C-R. 
SALESMAN: with following among 


wholesalers, jobbers in New York, de- 
Sires line of solid gold watch cases 
and attachments from manufacturers. 
Address “D., 1745,’ care J C-K. 





SALESMAN; experienced; desires well 
known line for Midwest territory; ex- 
tensive following in Kansas, Missouri, 
Oklahoma; can furnish fine references. 
Address “F., 1841,’ care J C-K. 





WANTED; jobbing items suitable for the 
gift trade; hoxed costume jewelry sets, 
novelties, pins, earrings. Nelson Dis- 
tributing Co., 231 Bradford St., Pitts- 
field, Mass. 





PACIFIC Coast salesman, with Los An- 
geles showroom and finest connections, 
desires outstanding line sterling silver 
hollowware; best references. Address 
“C., 1779,” care J C-K. 





SALES representative, to the jobbers 
in New York City, interested in 
watch band or watch case line with 
firm of outstanding reputation only. 


Address “A., 1320,” care J C-K. 





WESTERN representative, over 20 years 
in territory, desires prestige line 
watches, or fine jewelry; highest moral 
and financial reference. Address “G., 
1353,” care J C-K. 





DIAMOND bunch rings; salesman, 
traveling past 15 years Southern ter- 
ritory, selling better rated accounts; 
finest of references. Address ‘“‘A.,, 


1849,” care J C-K. 





PACIFIC Coast salesman, long estab- 
lished, with Los Angeles showroom, 
catering to jewelry jobbers, desires 
reputable line on commission basis; 
best references. Address “L., 1794,” 
care J C-K. 





SALESMAN, desires diamond or semi 
mounted line, gold jewelry; better re- 
tailers, wholesalers, department stores, 
Middle West, Eastern Seaboard, New 





England. Address “B., 1834,’ care 
J -K. 
OHIO representative; large following 


among retail jewelers and department 
stores; over 10 years in territory; de- 
sires strong manufacturer’s line; best 
references. Address “C., 1835,” care 
J C-K., 





MANUFACTURER'S representative, with 
following among retail jewelers Metro- 
politan New York and New Jersey, de- 
sires change; presently employed; mar- 
ried; line must be nationally adver- 
tised: no side lines. P. O. Box 647, 
Woodmere, L. I., N. Y. 





SELLING organization, with contacts 
in jewelry stores in New York City, 
in South, Midwest and East, also de- 
partment stores in New York City, 
desires high grade lines, gold and 
gold filled. Address “W., 1829,” 
eare J C-K. 





SALESMAN; diamonds, watches; travel- 
ing Long Island, Connecticut, New Jer- 
sey and Westchester, calling on better 
jewelers; now employed, desires new 
connection, watches, silver or prestige 
jewelry. Address “C., 1852,” care 
J 





WANTED; small novelty items; inter- 
ested in new and unusual gadgetry gift 
items on jobbing basis, both domestic 
and imports, to sell in conjunction with 
our own line of merchandise; have 11 
salesmen who cover entire country ex- 
clusively for us. Address “H., 2006,” 
care J C-K. 





SALESMAN, with following among lead- 
ing retail jewelers and Metropolitan 
New York, New Jersey, Maryland, 
Delaware, Eastern Pennsylvania and 
Washington, D. C., desires connections 
with manufacturer or importer; many 
years with well Known concern. Ad- 
dress “A., 827, care J C-K. 





MANUFACTURERS’ representative, 
with Chicago office, desires estab- 
lished jewelry lines to sell to whole- 
sale trade in Chicago and Midwest; 
20 years’ experience; good connec- 
tions; best references. Address “Cir- 
cular 224,” Room 1415, Heyworth 
Bldg., Chicago 2. 








Side Lines 





COMPLETE leather watch strap line, 
compact samples, wonderful opener; no 
competition on prices. Address “H., 
1750,” care J C-K. 





IMPORTER binoculars; sales and re- 
peats assured with right prices and 
right merchandise from direct import- 
ers; exclusive territory. Address “T., 
1825,” care J C-K. 





SALESMAN, with following among bet- 
ter retail and department stores, for 
nationally known and well introduced 
leather watch strap line; several terri- 
tories east of the Mississippi open. Ad- 
dress “G., 1749,’ care J C-K. 





SALESMAN; Southeastern States; pre- 
fer resident of Atlanta, with follow- 
ing among retail jewelers; fine line 
of scarab jewelry and identification 


bracelets. Address “*A., 1860,’ care 
J C-K. 





SALESMAN, with established following, 
to take on side line of high class rhine- 
stone jewelry to sell to better jewelry, 
department and specialty stores; sev- 
eral territories east of the Mississippi 
open. Address “H., 1769,” care J C-K. 





SALESMAN; resident of Pittsburgh to 
cover 200 mile radius, with follow- 
ing among retail jewelers; fine line 
of scarab jewelry and identification 
bracelets. Address “G., 1863.” care 
J C-K. 


(Continued on page 226) 
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SIDE LINES—Continued 





SALESMAN wanted, with following 
among jobbers and chain stores, to 
represent manufacturer of ladies’ 14kt, 
gent’s 10kt stone rings, diamond mount- 
ings and crosses; also 14kt cuff links; 
on commission basis; for Chicago; also 
man for Pacific Coast. Address “B., 
1742,” care J C-K. 





SALESMAN; New England States; pre- 
fer resident Boston, with following 
among retail jewelers; fine line of 
scarab jewelry and _ identification 
bracelets. Address “E., 1862,”’ care 
J C-K. 





SALESMAN; for Middle West and South- 
ern States, featuring an excellent line 
of popular priced costume jewelry; you 
can sell every account; also nationally 
advertised lines; no objection to non- 
conflicting other line; drawing account 
can be arranged. Address “R., 1735,” 
care J C-K. 





SALESMAN; Southwestern States; pre- 
fer resident of Dallas, with following 
among retail jewelers; fine line of 
scarab jewelry and _ identification 
—" Address “C., 1861,” care 





BINOCULARS, opera glasses; importer 
with over 60 models, including Carl 
Zeiss line, seeking salesmen, on com- 
mission basis for jewelry, gift accounts; 
all territories open; liberal commis- 
sions, prompt deliveries; give complete 
details and references in first letter. 
Address “F., 1609,” care J C-K. 





CAN you take on another line; if you 
are now calling on credit jewelers, 
here is an opportunity to make real 
money with the most extensive line 
of promotions, mailing pieces, etc.; 
exclusive territory. Address “G., 


1790,” care J C-K. 





SALESMAN, with a non-conflicting line, 
to represent a manufacturer of diamond 
engagement rings, wedding rings, em- 
blems, lapel buttons, etce.;: good and 
fast selling line; territory: Indiana, 
Illinois and Wisconsin: must have a 
following; strictly commission basis; 
answer in detail; strictly confidential. 
Address “Z., 1787,’’ care J C-K. 





SALESMEN; with retail following, to 
carry small compact line of ladies’ 
highly styled, gold-filled and _ sterling 
jewelry with non-competitive line; 
ready August 1; liberal commission. 
Write, LeDor Jewelry Co., 1265 Broad- 
way, New York 1, N. Y.; state terri- 
tory ; Mid-West men can be interviewed 
in Chicago. 





OLD established syndicated advertising 
company has opening for salesmen, 
with retail jewelers’ following, to sell 
nationally known credit jewelers, 
advertising mat service; should have 
working knowledge of advertising; 
New England territory now avail- 
able; will also consider other terri- 


EXCELLENT opportunity; salesmen, 
calling on jewelry stores, to represent 
established manufacturer fine prong- 
set boxed costume jewelry, also sterling 
identification bracelets ; territories open : 
Ohio, Michigan, Kentucky, Virginia, 
West Virginia, West North Central, 
West South Central and Mountain re- 
gion; details and references first letter; 
replies confidential; men with car re- 
siding near territory preferred; draw- 
ing when qualified. (Our men know of 
a: ad.) Address “H., 1476,” care 





SALESMEN, two, to carry well estab- 
lished line of watch attachments to 
wholesale jewelers and watch im- 
porters; one for West Coast and one 
to cover New England, New York 
State (New York City not included) 
and Pennsylvania (Philadelphia not 
included); only aggressive, experi- 
enced men with a following will 
be considered; liberal commission; 
state full particulars first letter; all 
replies in strictest confidence. Ad- 


dress “H., 1857,” care J C-K. 








Help Wanted 





WANTED: A-1, watch and clock re- 
pairer. Address “B., 1465,” care J C-K. 





WANTED, A-1 jeweler, who can repair 
and set stones. Address “V., 1461,” 
care J C-K. 





WANTED, two A-1 watchmakers; per- 
centage basis only. Address “T., 1460,” 
care J C- 





WANTED: A-l1 engraver, with some 
knowledge of jewelry repair preferred. 
Address “C., 1466,” care J C-K. 





ENGRAVER and chaser; state expe- 
rience, where in the past employed, 
age and salary. Address “L., 1786,” 
care J C-K. 





DIAMOND setter, first class worker; 
union shop; top working conditions. 
Meyer Jewelry Co., 1105 Grand, Kansas 
City, Mo. 





LEADING retail jeweler, in large Florida 
city, needs expert engraver; permanent 
position for right man. Address “K., 
1792,” care J C-K. 





JEWELER, good mechanic, with creative 
ability and capable of taking charge 
of a shop of six men. Address “V., 
1785,” care J C-K. 





WANTED: traveling salesman to repre- 
sent jewelry supply house in estab- 
lished territory; parts of Texas and 
Louisiana open; experience desired. 
Address “H., 1864,’’ care J C-K. 








JEWELRY clerk (female) ; well groomed, 
alert, accurate; require experience han- 





ENGRAVER and diamond setter: plea 
ant working conditions; old firm, cae. 


permanent employment; send refer 
ences and salary expected. Address 
“M., 1756,” care J C-K. " 

tr 





JEWELER; who is able to do stone set. 
ting; $2 per hour; fine city in Which 
to live; family man preferred; give 
information in detail. Address “GC 
1783,” care J C-K. ¥ 








WANTED; combination watchmaker-ep. 
graver; permanent position, pleasant 
surroundings and living conditions; $75 
per week. Write, Box 854, Lynchburg 
Va. ; 








DIAMOND _ssetter-jeweler, combination 
workman; must be experienced and re- 
liable; give references and salary ip 
reply. Clein Bros., 74% Edgewood Ave, 
S. E., Atlanta, Ga. 








WANTED; store manager for established 
jewelry business; must be active, cul- 
tured and know all phases of business; 
good living conditions. Write, Box 854, 
Lynchburg, Va. 








WE have Ronsons, toastmasters, silver. 
ware, promotions; we need salesmen to 
cover Mid-western States. Address Cir. 
cular 223, Room 1415, Heyworth Bldg., 
Chicago 2. 





SALESMAN wanted; with a good follow- 
ing among jobbers, to sell gold and 
platinum general line of mountings, for 
established jewelry concern. Address 
“B., 861,’ care J C-K. 





BOOKKEEPER-Sstock clerk, experienced ; 
mail order and retail jewelry firm; 
pleasant surroundings; 40 hours, five 
days; chance for advancement. Post 
Jewelers, 427 Flatbush Ext., downtown 
Brooklyn, N. Y. Nevins 8-0036. 





ADVERTISING man, for _ installment 
jewelry chain in Southern State; must 
be experienced and capable of handling 
all phases of advertising; good salary 
to right man; send complete reference 
and experience. Address “K., 1771,” 
care J C-K. 


a 





WATCH salesman for Gotham watches; 
New England territory; splendid op- 
portunity for experienced salesman with 
good following; write giving all per- 
tinent details, qualifications, past ex- 
perience, etc. Ollendorff Watch Co. 
Inc., 20 W. 47th St., New York 19, N. Y. 


—), 





SALESMAN, with following among re- 
tad jewelers in Middle Atlantic 
States, to represent well-known firm 
selling watches, clocks and jewelry; 
give full details with application; 
all correspondence strictly confiden- 


tial. Address “F., 1854,” care J C-K. 








PROMINENT, gold jewelry manufacturer 
specializing in emblems; needs sales- 
man for Illinois, Wisconsin, Minnesota, 
Dakotas, Nebraska, Kansas, Iowa, Mis- 
souri; sell retail stores exclusively ; 
salary and bonus; car furnished. - 
dress “P., 1761,” care J C-K. 








MANAGER, for cash and credit retail 
jewelry store in town of 100,000, 
near Chicago; aggressive salesman, 
capable of window trimming, collec- 
tions and promotional minded; top 


4 i i j ] > i t nt, = s iT) ‘ 
tories. Address “‘A, 1831.” care oe ak an por nde “He 1791," salary, commissions. Address R., 
J C-K. care J C-K. 1802,” care J C-K. 
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Tracy, Kansas City 








HELP WANTED. —Continued 





— 
ESMAN; with New York headquar- 
ters for world famous Lemaire binocu- 
lars to wholesale jewelers, camera, 
porting, optical concerns; Eastern ter- 
af commission basis; can be side 


_ Jake Levin & Son, 12th & Walnut 
Bldg., Kansas City, Mo. 





2 ————————_ 


salesmen; territories open 

Oe ead West Coasts, Southwest; 
calling on wholesale trade only; old 

established, well-known; — accepted 

popular-priced line; no objection to 

non-competing side lines. Address 


“B,, 1832,” care J C-K, 





———_—_Srl as 


sALESMEN ; high grade costume jewelry 

‘for jewelers; gold-filled, sterling, rhine- 
stone; boxed proposition; popular 
prices; all territories ; highest commis- 
sion basis; write full details. Triumph 
Jewelry Co., Inc., P. O. Box 365, Church 
St. 8, N. Y. 





—————— 


SALESMAN, to cover Pacific Coast with 
a very high grade line of sterling 
silver hollowware, calling on retail 
jewelers and department stores; 
write for appointment, all inquiries 
confidential. Address ‘“J., 1817,” 
care J C-K. 





EXCELLENT opportunity, experienced 
man; build sales organization, take 
complete charge New York firm, 
wholesale jewelry, silverware, allied 
item field; interesting proposition, 
profit-sharing basis; write in detail. 


Address “E., 1747,”’ care J C-K. 





SALESMAN; with following among the 
retail stores, to sell our line of ladies’ 
and gent’s 14k birth stone rings, 10k 
military rings, diamond mountings, din- 
ner rings, 14k cuff links and crosses; 
drawing against commission; all terri- 
yi open. Address “V., 1807,” care 

“KA, 





SALESMAN; well known gold and gold 
filled jewelry manufacturer, with 
long established following amongst 
the better retail trade, has two open- 
ings, in Midwestern and Scuthern 
territories; applicant must be of 
high caliber; give full particulars in 
first letter: all replies confidential. 


Address “W., 1768,” care J C-K. 











JACK J, Felsenfeld Inc., 9-11-13 Maiden 


Lane, New York 38, N. Y., of Felco 
Pearls, has opening for reliable person 
in Midwest and West territories; will 
only consider man previously associated 
With ethical legitimate line, calling on 
best retail jewelry stores. 








MODERN watchmaking; learn watch- 


making the better way; save time; 
complete courses in jewelry making, 
diamond setting, engraving; write 
for catalog. Kansas City School of 
Watchmaking, Dept. C.. Admiral & 
6, Mo. 





OPENING for a good jeweler, who is 
looking for a future; from 15 to 20 
years’ experience and capable of act- 
ing as working foreman; give informa- 
tion in detail, experience; married or 
single, and where in the past employed; 
— Address “T., 1784,’ care 





SALESMAN; aggressive Los Angeles 
jewelry wholesaler, established 15 
years, needs good salesman, with in- 
vestment, to assist in sales expan- 
sion program; liberal commission 
and profit sharing. Address ‘“‘A.,, 
1464,” care J C-K. 





SALESMAN, to cover New England and 
New York states with a very high grade 
line of sterling silver hollowware; 
agreeable to carrying another non-con- 
flicting line; nationally advertised line, 
well known in the trade; write for 
appointment, all inquiries confidential. 
Address “F., 1815,’’ care J C-K. 





ESTABLISHED manufacturer of top 
line of prong set rhodium finished, 
highly styled, popular priced, rhine- 
stone jewelry selling direct to retail 
and department stores; high com- 
mission, drawing when qualified; 
write in detail. Address “A., 1647,” 
care J C-K. 





WATCHMAKERS; we have several open- 
ings in our Toledo shop for watchmak- 
ers who can later be placed in perma- 
nent positions in many large cities 
throughout the country; state age, ex- 
perience and salary expected. People’s 
Watch Repair Co., 120 Summit St, 
Toledo, Ohio. 





WATCH salesmen, with good following 
among retail jewelers, wanted for West 
Coast, Middle West, Texas, Florida and 
neighboring States, by established im- 
porter of popular priced complete Swiss 
watch line; commission basis; no ob- 
jection to non-conflicting lines; state 
—— Address “H., 1843,” care 





SALESMAN; well established ring 
manufacturer; complete ladies’ and 
men’s line in 10 and 14k, for Mid- 
dle West; established territory and 
hundreds of satisfied accounts; full 
cooperation and liberal proposition 
to experienced top man. Baden & 
Foss, 151 W. 46th St... New York 
19, N. Y. 





WATCHMAKER; to a man with years 
of experience and ability to operate a 
repair department, in a jewelry store 
located in a small town on Long Island, 
about 50 miles from New York, we will 
offer a permanent position with a good 
salary; state references, experience, 
salary in first ‘etter. Address “K., 
1818,” care J C-K. 





SALESMAN; leading New York manu- 
facturer of gold jewelry wants top 
notch salesman with following 
among jobbers and department 
stores; drawing against commis- 
sions; write in detail, giving past 
experiences, qualifications,  etc.; 
confidential. Address “B., 1850,” 
care J C-K. 





JEWELRY manager-salesman, for mod- 
ern installment jewelry store located 
in New Jersey; conveniently located to 
Philadelphia and New York; excellent 
opportunity for aggressive, promotion- 
minded man, familiar with all phases 
of this type of operation; if interested 
in a permanent connection, send details 
and experience. Address “J., 1753,” 
care J C-K. 





WANTED, resident salesmen for 
clocks, watches, leather billfolds, 
optical goods and other related 
items; well established, nationally 
known jobber has several openings 
for fully experienced men in Michi- 
gan, Texas and Louisiana; drawing 
against commission. Address “T., 


1764,” care J C-K. 





SALESMEN wanted; excellent oppor- 
tunity for men with following among 
retail jewelry trade, selling manufac- 
turer’s line of gent’s 10k, ladies’ 14k 
stone rings, 14k diamond dinner rings, 
14k cuff links and crosses; Pacific 
Coast; man for Chicago; one grip de- 
livery line; drawing against commis- 
sion; no objection to one side line. Ad- 
dress “K., 1796,” care J C-K. 





SALES representative, for very high 
grade line of sterling silver hollow- 
ware, making headquarters in Chi- 
cago and covering entire state with 
junior salesmen; long established 
manufacturer, nationally advertised 
line; write for appointment, all in- 
quiries confidential. Address ‘“‘H., 


1816,” care J C-K. 





MANAGERS, for installment jewelry 
chain in Southern State; excellent op- 
portunity for experienced men; must 
have complete knowledge of how to run 
an installment jewelry store; do not 
apply unless you are fully capable of 
taking complete charge; salary com- 
mensurate with ability; send complete 
reference and experience. Address “‘J., 
1770,” care J C-K. 





POPULAR price Swiss watch house, 
with established territories, wants 
top notch salesmen; exclusive or 
side line; liberal drawings; terri- 
tories: South, Southwest, Mid-west; 
will only consider men with estab- 
lished following among retailers, de- 
partment stores, premium users. Ad- 


dress “L., 1797,” care J C-K. 





WANTED, salesman, manufacturer needs 
experienced jewelry salesman with fol- 
lowing among better stores, California 
through Southwest, to carry exclusive, 
custom gold jewelry as non-conflicting 
side line; prefer man with diamond 
line; straight commission, no drawing ; 
give full qualifications in first letter; 
answers held in confidence. Address 
“FE. 1788,” care J C-K. 





SALESMEN ; for East, Mid-West, South 
and West Coast territories, starting 
July 1; sensational new gold plated 
and filled line of 17 jewel watches 
(highly styled only) to better depart- 
ment, specialty and jewelry stores; 
want somebody with long established 
folowing only; manufactured by old 
reliable, 14kt and platinum house. 
Moba Jewelry Corp., 48 W. 48th St., 
es Ras Se 





(Continued on page 228) 
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HELP WANTED—Continued 








A DIPLOMA HOLDER of the Gemo- 
logical Institute of America has the 
advantages of a training designed to 
help you sell more diamonds, colored 
stones, silverware and jewelry, and to 
increase customer confidence in your 
store his knowledge and training de- 
serve special consideration when select- 
ing a new employee. G.I.A. located in 
New York at 5 E. 47th St., In Los An- 
geles at 541 S. Alexandria Ave. 





JEWELRY salesmen; experienced, with 
following among jewelry, specialty, and 
department stores, wanted by estab- 
lished wholesaler and manufacturer, to 
sell smartly styled line of costume 
jewelry. attractively priced, from $1 to 
$25 retail range; Midwest and other 
good territories availab'e on protected 
basis; small, non-conflicting side line 
permissible; straight commission; pre- 
fer resident men for extensive cover- 
age: give full information, experience, 
territory covered. Address ‘‘A., 1666,” 
care J C-K. 








For Sale 


Stores, Stecks and Businesses 





FOR SALE; a well known jewelry store, 
New York City, established 30 years; 
good location; will sell because leaving 
town. Address “A., 1858,’ care J C-K. 





FOR SALE; jewelry store in Maine; ex- 
cellent opportunity; 100% location; 
must sell because of death of owner. 
Address “E., 1853,’ care J C-K. 





STORE for sale; one mile from Army 
camp; reason for selling, husband has 
been called back into service. Address 
“N., 1484,’ care J C-K. 





LEASE watch repair department: full 
equipped, modern store, Central Texas; 
established 86 years; department paid 
$8700 last year. Address “L., 1846,” 
care J C-K. 





MODERN jewelry store for sale without 
stock; choice location uptown Manhat- 
tan, New York; established 21 years; 
opportunity for credit business. Ad- 
dress “G., 1856,’’ care J C-K. 





JEWELRY store; clean stock; nationally 
advertised lines; new fixtures in new 
building ; inventory and fixtures at cost; 
about $12,000: other interests. Albert 
Serger, Chardon, Ohio. 





ESTABLISHED jewelry store; cash or 
credit operation; within one hundred 
mile radius of Philadelphia, all replies 
will remain confidentia!; if interested 
send details to “A., 1809,’ care J C-K. 





JEWELRY store, complete with $10,000 
inventory and $5,000 new fixtures, for 
cash; best location in northwest Chi- 
cago suburb; watch repair alone pays 
overhead. Address “S., 1805,’ care 
J C-K. 





FOR SALE; jewelry store, established 25 
years; county seat town in Colorado; 
have all good lines; low rent; railroad 
inspection; all work you want to do; 
inventory $19,500; all clean; retiring. 
Address “E., 1781,’ care J C-K. 





WELL established, active credit jewelry 
store north central Florida; nationally 
advertised watch and jewelry lines; 
$15,000 cash, terms on balance; reason 
for selling, other interests. Address 
“N., 1719,"’ care J C-K. 





WATCH material business; once in a 
lifetime opportunity ; old established 
firm; low rent, excellent income; 
inventory approximately $23,000; 
located western New York State. Ad- 


dress “P., 1800,” care J C-K. 





CREDIT jewelry and clothing store for 
sale; (can convert to all jewelry if de- 
sired), in thriving southern industrial 
town; largest payroll per capita in 
State; good accounts; owners have 
other interests. Address “N., 1774,” 
care J C-K. 





JEWELRY store for sale in Piedmont, 
North Carolina; established more than 
50 years; all leading brands in watches, 
diamonds, jewelry and silver; clean, 
up-to-date store; retiring from business 
for reasons of health; if interested ad- 
dress “E. P., 1772,” care J C-K. 





J. WM. HULL, jeweler, for over half cen- 
tury, going out of business; has for 
sale a lot of watches, diamond rings, 
wedding bands, birthstone rings and a 
lot of other jewelry; for sale at half 
price; a wonderful bargain for gradu- 
ation buyers. 105 W Main St., West- 
minster, Md. 





SEATTLE jewelry store; Hamilton, 
Elgin franchise; clean stock, good 
location; established five years; 
watch repair averages $500 per 
month; will sell for inventory and 
fixtures; not over $7,500; owner 
recalled to active duty in army. Ad- 


dress “A., 1775,” care J C-K. 





FORCED to sell, because of illness, es- 
tablished jewelry business, including 
good wiil and accounts receivable; fac- 
tory fully equipped with latest model 
casting machines, stamping, polishing 
and rollers, moulds, models and waxes; 
also available complete line of about 
1 —— Address “A., 735,’ care 





OPPORTUNITY for expansion into 
Canada; completely equipped Mon- 
treal jewelry factory; latest casting, 
stamping and tool making equip- 
ment; quantity of dies and moulds 
on hand; well located and estab- 
lished; will sell as going concern 
or plant only. Address “N., 1760,” 
care J C-K. 





FOR SALE: good paying jewelry store, 
and comfortable eight-room house, in 
restricted, residential district; brick 
house; gross volume on store last four 
years $50,000 to $65,000; franchise 
sterling lines on exclusive basis; home 
and store sale price, $57,000; modern 
fixtures; air-conditioned  store-room; 
established 20 years. Address “T., 
1830,” care J C-K. 


FOR SALE; two established jewe] 
stores, stocked with nationally a i 
tised lines; modern display windows ac) 
fixtures; best locations in two Berk — 
County, Massachusetts, towns: oe 4 
tunity to gross $100,000 yearly: Fs. 
expanding jewelry chain or imtepenies 
individual investigate this outstandise 
offer; price $20,000 each store om 
Address “T., 1738,” care J =." ia 





ee 


FOR SALE; jewelry and gift store: es 
tablished 20 years; good repair busi, 
ness; located in prosperous farmine 
and mining city of 6,000 in Colorads 
tockies ; tourist center; stock consists 
of nationally advertised watches sil. 
verware, luggage, cameras and gift. 
wares; inventory $19,000 including fix. 
tures; owner desires to retire, account 
= Address “M., 1798,” care J 
C-K. 





EXCEPTIONALLY fine opportunity for 
young watchmaker desiring to live in 
a small, prosperous, growing town, 38 
miles from the heart of New York City: 
a modern up-to-date store, best loca. 
tion in town, situated on the main 
street, is for sale; you don’t have to 
do anything but move in with your 
watchmaking tools; because of per- 
sonal reasons I am forced to let the 
entire stock, fixtures, showcases, dis- 
play units, ete., go at $4500, far below 
the cost value; you must see it to ap- 
preciate it; do not miss this oppor- 
tunity. Address “V., 1767,” care J C-K. 





For Sale 


Teols, Equipments 





COMPLETE watchmaker’s foot wheel. 
Pugh’'s, Inc., 409 Smithfield St., Pitts- 
burgh, Pa. 





USED tools, benches, lathes, cleaning 
machines, staking tools, ete. ee EF 
Gallien, 220 W. Fifth St., Los Angeles 
3, Calif. 





JEWELERS’ 


printed supplies; scratch 
tags; celluloid, metal, paper; envelopes: 
jobs, deposit, business; guarantees: for 
diamonds, watches, jewelry, repair 
books; repair tags, all colors; stock 


books: diamonds, watches, jewelry; 
price tickets—show cards; credit forms, 
complete. Jewelers Printed Supply 


House, Dauer Printing Company, 37 E. 
21st St., New York 10, N. Y.; visit our 
large showroom; write for samples. Al- 
gonquin 4-2175. 








Business Opportunities 


— 





EVERY EFFORT is made by The Jewel- 


ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., musi 
furnish trade references. Annowunce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 








AUCTION for profit: auction sales con- 


ducted anywhere in the country; the 
finest bank and jewelers’ references fur- 
nished; stocks bought. Herman Schwa- 
dron, 1575 N. W. 36th St., Miami, Fla. 
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BUSINESS OPPORTUNITIES—Cont. 





RESIDENT partner; man with dis- 
tinguished record in jewelry retail- 
ing, seeks proposition in Ohio or 
North Atlantic States. Address “T., 
1777.” care J C-K. 





————————_S 


AUCTIONS; successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
5200 Blackstone Avenue, Chicago 
15. 








GORDON BROTHERS, oldest’ and 
largest cash buyers of complete 
jewelry stores and surplus stocks in 
the country; established 1903; for 
details see our advertisement on 


page 33. 





SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices ; bank 
and trade references of the highest 
character. Write 15-17 Maiden Lane, 
New York. Telephone, Rector 2-5928. 





—_——————— 


AUCTIONEER; 8 successful sales 
conducted in 1950; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6956 N. Ashland Ave., 
Chicago 26, Briargate 4-7303. 





COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write, 
Max Colmes, Room 333, 18 Tre- 


mont St., Boston, Mass. 





ATTENTION Mr. Jeweler; want a sale, 
to sell out, reduce stock, raise cash, 
removal, remodel. Write, Bob 
Jones, care Robert E. Jones Sales 
Service, 702 E. 185th St., Cleveland, 
Ohio. Tel. Kenmore 1-8683. Na- 


tionally known for 25 years. 





OLD estabiished firm, desires to expand 
further, is looking for a partner of 
unquestionable character, with $100,000 
or more; must have ability and willing 
to work; manufacturing diamond en- 
sagement rings, wedding rings, em- 
blems, mountings, ete.; give informa- 
wr: = detail. Address “B., 1782,’ care 
e oe 








WANT to sell out, raise cash, reduce 
stock, ete.; we will conduct flat sale 
or auction, or buy your entire stock 
and fixtures for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our method of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephone 
Plaza 8-2110-2111. 





AUCTIONEER V. C. Kelley; just fin- 
ished liquidating five of the old 
Loftis Jewelry Stores; I was selected 
as the man most capable of per- 
forming this huge task; my services 
are now available to anyone wanting 
top dollar for their stock, or will 
pay spot cash for your stock and 
fixtures. Write or wire today, V. 
C. Kelley, 6956 N. Ashland Blvd., 
Chicago 26, Ill. 





CASH for you immediately; R. A. Zan- 
one & Co. will solve your problem 
by paying cash for your store now, 
or conducting a successful auction 
or flat sale; more than 25 years’ 
experience; your reply held in strict 
confidence; references; Dun & 
Bradstreet; Union & Planters Na- 
tional Bank & Trust Co., Memphis, 
Tenn. Write, wire or phone today. 
R. A. Zanone & Co., 110 Madison 
Ave., Memphis, Tenn. Phone 
53-0660. 





JACOBS BROS., Ben and Henry, 
America’s well known jewelry aue- 
tioneers since 1917; cash buyers of 
entire jewelry stores and liquidators, 
or will personally conduct auction 
sale for you profitably; have liqui- 
dated many outstanding jewelers 
with great success; firm names on 
request; bank and trade references. 
Write or wire, 510 Madison Ave., 
New York City; 324 Irwin Keasler 
Bldg., Dallas, Texas. 





I AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and en- 
joy a good reputation; I will take 
stock over as a going, or going-out 
of business; not interested in any 
credit stores; I have bought and 
sold over 100 stores in my 40 years 
of business; all correspondence 
held in strict confidence. Herman 
Kimmel, 48 W. 48th Street, Room 
1309, New York, N. Y. 








Wanted to Purchase 





WATCHMASTER; must be in good con- 
dition. Pugh’s, Inc., 409 Smithfield St., 
Pittsburgh, Pa. 





WANTED; jewelry store, Ohio or In- 
diana; small town; established store, 
good location; leading brands; give 
details. Address “J., 1793,” care J C-K. 





CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, ete. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 


CASH for your surplus diamonds, 
watches, jewelry, sterling flatware 
and hollowware; any make, any pat- 
tern, any quantity; your price paid 


or no deal; references; Citizens 
State Bank or Second National 
Bank. Jack Greene, 402 Scanlan 


Bldg., Houston, Texas. 





CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames, gold filled scrap, silver, 
gold, and any other precious metals 
and jewels, for highest prices; we 
send you a check at once and hold 
shipment intact for your approval; 
references: National Bank of Com- 
merce, Memphis, Tenn.; Jeweler’s 
Board of Trade, Dun & Bradstreet. 
Weinman’s Dept. K, 108 Beale 
Ave., Memphis, Tenn. 





SPOT cash for your surplus stock, 
watches, diamonds, jewelry, watch 
movements, old spectacle frames, 
gold and gold filled scrap, highest 
cash prices paid; check by return 
mail; all shipments held pending 
approval of payment; if check is 
unsatisfactory, shipment returned 
express prepaid; references: Hous- 
ton National Bank, Dun & Brad- 
street, Inc., Diamond Jewelry Co., 
M. & M. Blidg., Houston 2, Texas. 
Established 1933. 


Watch Work, etc., for 
the Trade 








GUARANTEED precision watch repair- 
ing for the trade; Watchmaster timing ; 
established 1913. Ben Marinoff, 170 


~T 


Broadway, New York 7, N. Y 





SINCE 1921 reliable watch repairing for 
the trade; efficient, dependable mail 
service. Standard Watch Service, 949 
Broadway, New York 10, N. Y. 








RELIABLE watch repairing; all sizes 
and makes: guaranteed; references. 
Carl Lieberman, 116 Nassau St., New 
York 7, N. Y. 





KNOW your specialist; mail direct; same 
day service; vibrating, staffing, jewel- 
ing. Hairspring Vibrating Co., 406 32nd 
St., Union City, N. J 





FINE Watch repairing for the trade; 
prompt service; Watchmaster rated; 
reasonable prices. H. B. Boyer, 513 
E. Main St., Elizabeth City, N. C. 





BOSTON, Mass.; expert and guaranteed 
watch repairing; prompt service; rea- 
sonable: price list upon request; mail 
orders invited. David Migdal & Co., 
109-B Summer St. 





(Continued on page 230) 
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WATCH WORK, ETC., FOR THE 
TRADE—Continued 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





SPECIALIZING in repairing chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster ; 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 





CAREFUL watch repairing, skilled work- 
manship; all watches checked and 
timed on Western Electric Watchmaster 
for accuracy. Frederick Lowey, 48 W. 
48th St., New York 19, N. Y. 





NO miracle or medicine men; but have 
long experience repairing watches to 
keep good time; reference and price list 


furnished. Rocky Mountain Empire 
ee, 27 Broadway, Denver, 
olo. 





EXPERT watch repairing; eight to 10 
days’ service: all watches timed and 
tested on Western Electric Watch- 
master. L. Z. Orin, 225 Ft. Washington 
0 aad York 32, N. Y. Lorraine 





FINE watch repairing on any make or 
type; work guaranteed; Watchmaster 
timed; 23 years of experience; price 
lists and references gladly submitted. 
E. Perlowin & Co., 238 Lafayette St., 
Dayton, Ohio. 





ANY make or type watch repaired and 
timed on a Watchmaster; prices con- 
sistent with good workmanship; price 
list gladly sent. G. Curtis Sprang & 
Son, 607 S. Hill, Suite 401, Los An- 
geles 14, Calif. 





WATCHMAKER; honest workman- 
ship; fair prices; chronographs, 
self-winders, automatics; cases pol- 
ished; prompt mail service. M. I. 
Berry, 198 Broadway, New York, 
N. Y. Rector 2-9294. 





CURRAN & McKay watchmakers; trade 
repairs, new accounts solicited: all 
work guaranteed; hairsprings vibrated, 
isochronal errors corrected, electronic 
timing; write for confidential price list. 
139-23 222nd St., Laurelton 13, L. L., 
N. Y. Phone La 5-2203. 





HIGH grade watch repairing; chrono- 
graphs, calendar and _ automatic 
watches; five days’ service; all repairs 
Watchmaster rated; guaranteed de- 
pendable service; price lists upon re- 
quest. Bernard’s Watch Repairing, 921 
W. Wellington Ave., Chicago 14, III. 





EXPERT watch repairing for’ the 
trade; reasonable prices; prompt 
service; all work guaranteed ; out-of - 
town and mail orders solicited; 15 
years’ experience; price list, refer- 
ences on request. A. Guarino, P.O. 
Box 42, Fordham Station, New York 
58, N. Y. Mu. 7-6865, 6866. 





ALL complicated watches, clocks re- 
paired; inexpensive, speedy; free 
shipping labels; free estimate; we 
carry watches, clocks, bracelets, find- 
ings, all tools, materials, books in 
your field. Inquire, Modern Techni- 
cal Supply Co., 55 CK W. 42nd St., 
New York 18. 





MY ambition is to build up a circle 
of satisfied steady customers; I am 
reliable, my job is one of finest, 
guaranteed workmanship; my prices 
are moderate, my service will be 
prompt for mail orders; be con- 
vinced and try sample order. Louis 
Rauner, 572 W. 187th St., New 
York 33. Phone, Tompkins 7-0232. 





FINEST watch repairing with seven 
days, or sooner service; all work 
guaranteed and insured against loss 


or damage; Watchmaster timed; 
located in the Mid West’s most 
convenient watch repair center; 


price list on request. Pollak’s Watch 
Service Co., 205 Colonial Arcade, 
Cleveland 15, Ohio. 





TWENTY-FIVE years’ experience in 
fine watch repairing; repair on 
chronographs and all types of com- 
plicated watches; free case polish- 
ing; Watchmaster machine assures 
accurate timing; work guaranteed ; 
delivery three to six days; price list 
upon request. H. Spielman Co., 9 
Maiden Lane, New York 7, N. Y. 
Worth 4-3377. 


FLEA TENE AE TRIS I TS, MOIS MSE IEE 


Special Order Work and 
Repairs for the Trade 











PHOTOGRAPHY, on gold, silver, or plati- 
num: book locket miniatures our spe- 
cialty. Carman Art Co., 15139 Glaston- 
bury Blvd., Detroit 23, Mich. 





CASTING; centrifugal gold, platinum, 
your models: immediate delivery; we 
can use your metal or ours. Danzig 
Manufacturing, 713 Schofield Bidg., 
Cleveland, Ohio. 





CHASING; model chasing for casting, 
ho'lowware, flatware, etc., retouching 
and restoring worn or damaged de- 
signs, jewelry chasing. Bradford Sellon, 
387 Washington St., Boston, Mass. 





DIAMOND repairing specialist; using 
good commercial judgment. Joseph 
Hunt, 74 W. 46th St., New York City 19, 
N. Y. Recutting and Repairing Dia- 
mond Cutter. 





SPECIAL orders; diamond sett; 
elry repairs, sizing, watch 
quality workmanship, quick gs 
years’ experience. John G 
Exchange Bldg., Scranton, 


ng, jew. 
en eairin 
rvice ; 29 
Cronin, Coal} 
Penna, 





$$ 


PEARLS and beads restrun 
woven; rosaries repaired, er efinttet 
right prices, prompt service, monthly 
billing; we specialize on mail ord : 





our business is nation-wide. Woo ae 
55B Eddy St., Providence, R. pom" 
ee! 


SILVERWARE replated, repaired like 
new; also gold, copper, brass plat. 
ing; the same high quality that 
made our baby shoe bronzing fp. 
mous; send your next job to The 
Bron-Shoe Co., 262 E. Broad, Co. 
lumbus, Ohio. 








STONE encrusting, engraving and dri). 
ing; precious and semi-precious stones 
furnished and cut to fit your rings: 
lodge emblems encrusted and engraved: 
coats of arms; monograms and initials: 
military insignias; fraternal emblems: 
stone cameos up to 50 mm. size; onyx 
crosses ; special jobs invited. Braunfeld 
—— 108 Fulton St., New York 

ity. 





—— 


JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders accepted, 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 





COLORED STONES; direct importers 
at your service; replacing, recutting, 
encrusting, repolishing, drilling; spe- 
cializing in diamond melee, Rutile 
(Titania), all sizes; cameos, all 
colors and_ sizes; also cultured 
pearls, genuine pearls, synthetic ail 
colors, sizes and shapes; genuine 
rubies, sapphires, emeralds, ame- 
thyst, topaz, etc.; servicing the jew- 
eler for over 35 years. Max Stern & 
Co., Ine., 17-23 John St., New York 
38. 





To Let 








OFFICE space for retail/wholesale jew- 
elry. 660 Fifth Avenue, N. Y. Plaza 
§-2152. 





Miscellaneous 











WATCHMAKER’S JOURNAL; contains 
valuable information for watchmakers 
and students; $1 year; sample copy 20¢. 
Dean Co., 7% N. Atlantic Avenue, Day- 
tona Beach, F'a. 








CHICAGO Institute of Watchmaking ac- 
credited by U.H.A.A. and certified by 
H.I.A. approved for veterans; write for 
our latest booklet, JC-7, describing 
courses and containing pictures from 4 
few of the many satisfied graduates and 
employes who can truly explain our 
successful plan of sound training. Chi- 
cago Institute of Watchmaking, 6 E 
Lake St., Chicago 1. 
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FAIR TRADE IN THE FUTURE 


By this time you are all well acquainted with all the 
arguments for and against “Fair Trade.” (We quote it.) 

We quote it because we don’t believe there ever was a 
truly fair-trade law, one which operated successfully and 
one to which retailers wholeheartedly subscribed, or under 
which they have operated 100% to the letter of the law. 
As for manufacturers, we have seen them operating under 
“Fair-Trade” contracts with varying degrees of enthusi- 
asm and to all degrees of neglect. 

As we have followed the events of the past month, since 
the Supreme Court’s decision of May 21, and have read 
the statements in the daily press, we have wondered if 
both sides, those who cheer and those who bemoan the 
turn of events, have not been looking at the wrong thing 
—and in the wrong direction. 

Keeping your eyes focused on a negative decision — 
of the past— seldom produces a positive procedure — 
for the future. 

So just what are the objectives for any new system 
which must come out of the present chaos? 

Let’s start with the trade-marked product itself. 

Certainly, this trade-mark, this name, should be capable 
of protection from practices which could undermine its 
true value to the manufacturer, dealer and consumer. Cer- 
tainly, a good product, which has earned a widespread 
reputation for quality, is entitled to the loyalty of a wide- 
spread system of outlets, big and small, where the manu- 
facturer can give service to his customers, where the pub- 
lic can purchase conveniently and wherein the retailer can 
make an honest profit — on every sale. 

Before “Fair Trade.” we recall manufacturers who 
sincerely believed in and practiced the principle of pro- 
tecting their products’ good names by protecting the 
profits of their distributors. These manufacturers were 
successful manufacturers. 

They accomplished their purpose by national advertis- 
ing of prices. They limited their distribution to those out- 
lets which subscribed to their selling principles. They 
policed their accounts. And they limited their manufac- 
turing production and shipments to quantities which could 
be easily digested by dealers and naturally absorbed by 
consumers. 


There is no need to review here the hypocrisy of the 
many situations which existed during the past 14 years 
under “Fair-Trade,” any more than it would be necessarv 
to outline similar hypocritical inconsistencies of the pro- 
hibition era. The fact remains that if the Supreme Court 
decision regarding “non-signers’’ did not kill “Fair Trade,” 
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it certainly incapacitated it to the point where some 
other means of protection for honest manufacturers and 
retailers must be found, some method that will be to the 
benefit of everyone who has an investment in the prod. 
uct — everyone from the initial fabricator to the ulti- 
mate user. 

It is not a simple problem. 

But if the solution is to remain effective and continue 
in force, it—the solution— must be simple. (Unless, 
of course, business is willing to sell itself to Government 
planners and permit itself to be regulated by Federal 
authority.) 

This is not a simple problem and neither is it all black 
nor all white. There are important middle shades in it, 
as in a halftone picture. 

Here is an industry-wide problem to which one big 
overall jewelry Congress* could apply industry-wide 
influence to come up with a solution which might benefit 
every section of our business world. 

Unfortunately, no such overall organization exists as 
yet. So—before this organizational industry - dream 
materializes, the problem of protection from destructive, 
misleading, unmoral, price cutting must be solved. 

For the immediate present it is to be hoped that the 
two big national retail associations, at their forthcoming 
conventions in Chicago and New York will have organ- 
ized arrangements for the purpose of devising some plan 
of action on Fair-Trade. Not just a panel discussion, nor 
a free-for-all meeting to accommodate a number of habit- 
ual “gripers,” but an organized plan of action, ready for 
considered and considerate study by an appointed panel 7 
representing every important segment of the industry. 7 

Let’s congratulate ourselves that this unnatural protec: © 
tive fence, “Fair-Trade,” was torn away from our proper: © 
ties during a period when business is at a high level. 3 
What would have happened to us if it had occurred in = 
lean times with hungry and unscrupulous merchants rush- 
ing at competitors’ throats? q 

Now is the time to get organized for action toward 
understanding on this problem. Not at some later date™ 
in the heat of a price war — which may be avoided if we™ 
prepare now against it. 


* See “What This Industry Needs Is One More Association” 
by Leon Engel, on page 82 of the June JC-K. ) 
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OSTBY & BARTON 


118 Richmond Street 
Providence 2, R. I. 
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Mark of Quality Since 1879 


550 Fifth Avenue 
New York 1, N. Y. 





The great Fall advertising and merchandising 


program that Community has in store for you! 


Water for ot ! 


iT WILL PAY YOU TO 
COME ALONG WITH 
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THE FINEST SILVERPLATE 





